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HANDSETS 


The world's largest mobile handset maker— | 
with a 60% market share in India—is investing | IM Il 
heavily in services. Will the gamble pay off? pc4s . I 
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Protect your family. 


Also let the uu fund anb ree money. 











Market ho up ya down, 
get the highest NAV in 
] years guaranteed. 





ICICI Pru Pinnacle is a unique life insurance 
plan which offers you the dual benefits of 
protecting your family & also getting the DAT C | 
highest value from your investments. It has la cl E 
an inbuilt ‘Pinnacle Fund' which guarantees 
that your maturity benefit is based on 


a h E 
a) The highest daily NAV in the first 7 years si; ; NAV to 57827 
of the fund or b) NAV at maturity; 
whichever is higher. 
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ADDITIONAL BENEFITS- | Mio 
e Save tax up to Rs. 30,900 u/s 80C. ae. 
e Pay premiums for only 3 years; 
get life cover for 10 years. 
e Get additional 3% of Fund Value at maturity. 
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From the Editor 


hy should a company that controls over 

60 per cent of the market for a product 

look to diversify from that product? That, 
too, when the sales have been growing at an average 
of 25 per cent in the last four years? This is what 
makes Nokia's attempts to look at businesses beyond 
mobile handsets both interesting and insightful. 
Globally (barring the us), as well as in India, Nokia 
is the king of the handset market. Yet. for the past 
couple of years, the company has been spending 
significant amounts of money, effort and management time to not just 
develop new handsets, but also scout for new business opportunities in what is 
called mobile services and solutions. Though the move is global, it seems more 
pronounced in India. Nokia is India's largest MNc by a huge margin. Usually, 
such a move is either driven by fear or foresight—or both. Fear could be of a 
saturating (though large) market or of the competition getting hotter than 
ever. Foresight could be of huge opportunities (e.g. mobile money, music, 
video). That Nokia is on the right journey is not in doubt. What's to be seen is 
whether and how soon it will reach the right destination. Our cover story 
(page 48) provides a fascinating account of Nokia India's momentous journey. 

While Nokia is betting on telecom connectivity, there is another more 
basic kind of connectivity which the country has been struggling to improve 
for several decades—roads. Despite the big bang programme launched by 
the NDA government in 2000, the pace of highways development has been 
very slow in India. The current Road Transport and Highways Minister. 
Kamal Nath, has sworn to turn a new leaf by building 7.000 km of high- 
ways every vear, starting June 1. We caught up with the minister and talked 
to the experts and investors to assess how much we can believe the minister 
(pages 62-68). Poor connectivity hasn't prevented the makers of luxury 
goods from reaching out to India's burgeoning small-town millionaires, 
though. You will be surprised to find on page 1 10 how luxury labels are 
finding and servicing their customers in some of the remotest locations. 
Since 2002, Business Today has been running an annual listing of India's 

hottest voung (less than 40 years) executives. The purpose is to not only spot 
the brightest of talent in India 
Inc., but also see how the 
hopes, aspirations and 
achievements of this critical 
layer of management are 
changing. This year, 
in addition to profiling 
the hottest executives, we 
revisited a pick of executives 
from our past lists to check 
what it has taken for them 
to take that final leap in the 
corporate hierarchy—trom a hot executive to the top executive. Find all 
this and more between pages 78 and 108. 
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In its continuous strive for innovation MCX 
has become the 1st Metal & Energy Exchange 
in India to introduce price information on 


Mobile phones through WAP portal. 


Market participants can now stay connected 
to markets and protect themselves from 


unfavorable price movements. 


With features such as latest prices, indices 


For quick access to price information 
and market activity log on to 


http://m.mcxindia.com on your mobile 


www.mcxindia.com 


India’s largest 
metal & energy 


exchange now fits 


in your pocket. 





information, top gainers and losers, active 
contracts & charting tools, this WAP based 
site gets the markets to your mobile phones 


while on the move. 


This is yet another initiative towards 
empowering market participants through 


price information. 


At MCX, we are proud to provide it. 


VICX 


METAL & ENERGY 
Trade with Trust 








For New MCX Membership Contact:- 

Ashish Bhagtani +91-9930268322, +91-22-6731 9286 
Vinayak More +91-9930267859, +91-022-6731 9359 
E-mail: membershipsalesteam@mcxindia.com 


For Business Development Contact: 

Multi Commodity Exchange of India Ltd., 
Exchange Square, Suren Road, Andheri (East), 
Mumbai 400 093, India. Tel.: 91-22-6731 9000. 





MCX 


READERS' FORUM 


Demystifying the Budget 

Making sense of the Budget (Welcome to UPA's New Economic 
Order, March 21) reminds me of the story of the three blind men 
struggling to describe the elephant from touching different parts 
of its anatomy. Your clear- eyed account of the Budget has saved 
us the trouble of having to hack through economic jargon to 


get a complete picture of the Budget. Neeraj Thakur, Pune 


Bold and Forward-looking 

Budget 2010 aims to put the country's eco- 
nomic wheels on a train of reform with a 
clear destination. At a time when many 
advanced countries of Europe, like Greece, 
Spain and Italy, are facing an economic 
crisis due to their fiscal profligacy, the Budget 
sends out a clear message of its intent to 
repair public finances and bring fiscal rec- 
titude to economic governance through 
reduction and reorientation of subsidies 
and taxes. Ashok Jayaram, Bangalore 


Heirs Apparent = 
It's easy to inherit a flourishing family | 
business but a difficult ball game tak- Fighting Fit 

ing it to new heights (Gen Next: The New Eee 
Inheritors, gt cover, March 7). But I hope = 





the young Turks featured in your story auror 
will strive to take their family businesses 

to greater heights. They already seem JJ HE 
to have a head start by beginning voung 

and learning the tricks of the trade from 

their elders. The older generation, on 

its part, should lay out a clear succession 

plan so as to preempt any heartburn 

among competing siblings and to avoid 

distractions. Bal Govind, Noida 


Young Legatees 

Gen Next: The New Inheritors is an engaging read about Indian family busi- 
ness and how these are being taken lorward bv the next generation of 
scions. Your story shows, in illuminating detail. the new mindset of the prog- 
eny and the manner in which they are bringing their own perspective and 
understanding of business to help catalyse change and infuse fresh ideas and 











Chinese Prices 

In Dragon Drives into the Indian Auto 
Components Market (sr, Feb. 21) you men- 
tion that the price of Chinese auto com- 
ponents is about 35 per cent lower than 
components sourced locally. That makes 
the price of Chinese components absurdly 
low. Is it possible to identify what hidden 
or obvious cost advantage(s) they enjoy 
which we don't? A. N. Parakh, Mumbai 


Many Called, Few Chosen 

In The Best Companies to Work For (BT cover, 
Feb. 7) you point out that over a million 
candidates apply for a job in Infosys and 
only 16,000 or so get selected. In the software 
company I work for only 8 to ] 2 applicants 
out of a total of 800 are selected. The tough 
selection process is a reflection of the quality 
of resources available to the software industry 
as a whole rather than the desirability of a 
particular company. Manish Pathak 





BT Scrapbook 

> React to articles in BT 

Suggest story ideas 

Share your experience as consumer or SME 
>See what others have to say on our stories 
On scrapbook at www.businesstoday.in 


dynamism to traditional family businesses. B. Rajasekaran, Bangalore R 
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Quick takes on top news and trends. 


T1 Rin vs Tide: Evolved Marketing? 


13 Airlines: A Turnaround, 
Finally 


18 IPL Brand Value Soars 
22 Gizmos to Save Tax 
28 Graphiti: "Small" Big Malls 
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ON THE COVER 


48 Nokia India can ill-afford to 
bask in the glory of being the biggest 
foreign-owned company in the 
country. Key to its lasting success 

is how it helps its parent make an 
ambitious transition into services. 


















Jide Se 


COVER BY KAPIL 


COLUMN 


44 Satya Poddar on Realising 
GST's Potential 


FEATURES 


40 Budget Surprises You Missed 
BT wades through the hundreds 

of pages that form the “Budget 
documents” to find hidden gems. 


INDIA'S SECURITY IS BUILT 
ON MORE THAN JUST DEFENCE. 


There's more to a defence partnership than just 
importing hardware. BAE Systems is committed 
to developing a long-term business in India to 
help build on the nation's defence and security 
capabilities. Achieving this in India will require 
skilled employees, design and development 
Capabilities, manufacturing facilities, and a 
domestic supply chain. This will play a crucial 
role in reducing defence imports and maximising 
the technical, economic and strategic benefits 
of a strong defence industry. All of which adds 
up to a real advantage for Indian security 


BAE SYSTEMS 
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y bagsystems india | | 
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BT SPECIAL 


78 India's Hottest Young 
Executives 

BT's sixth listing of the young trail- 
blazers who are setting the bench- 
marks for success in India Inc. 


84 Profiles 


104 Hot Blood at the Top 
What do 30-something œos bring 
to the table that is making them the 
darlings of promoters and boards: 
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46 Tigers vs Woods BOB { 
... yes, that's a teaser heading on the 122 Are You Being Appraised 
latest Idea and Aircel ads. As both Right? 


A peep into the methods of 
performance evaluation. 


brands latch on to environmental 
hot topics, BT asked two experts to 
cast their vote. 

JOBS 

125 Pay Hikes are Back 
Sectors worst hit during the 
slowdown make a fast recovery. 


60 Interview with Cathleen P. 
Black, President, Hearst 
Magazines 


62 Target: 7,000 km 

That's the milestone Road Transport 
and Highways Minister Kamal Nath 

wants to cross every year for the next 
five years. Is the minister serious? 


PERSONAL FINANCE 


132 Bogged Down by Demat? 
The key hurdles one may face in get- 
ting share certificates dematerialised. 


PERSONAL TECHNOLOGY 


135 To Touch or Not to Touch 
Should your next computer have 
a touch screen: 


66 Interview with Kamal Nath 


70 Private Labels Make Big Gains 
A clutch of third-party manufacturers 
made it big in the downturn, as 
organised retail fought for better 
margins and customers looked for 
bargains. What next? 


BOOKS 

138 Generation G 

What will it take for India to become 
an advanced economy in one 
generation? A well-produced 

110 Luxury's Next Frontier ADB study has answers. 
Nearly a third of India's 84,000 dollar 
millionaires live outside the big cities. 
That isn't stopping them from acquir- 
ing the best things money can buy. 


SMART EXECUTIVE 
139 Thinking Job Change? 
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CASE STUDY 140 Focus on people, products, 
118 Mass Rejected Transit places in news. 
System 


LEADERSPEAK 
142 Harsh Manglik, Chairman & 
Geography mp, Accenture India. 


Chennai's MRTS carries just about 
10 per cent of the commuters it was 
meant to. What can revive it? 
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BUDGET 
2010 


www, businesstoday.in 


NOW AVAILABLE ONLINE 
Welcome to UPA's New Economic Order 


Read our cover package to get a complete understanding of Budget 2010. 
Our fine-toothed-comb analysis goes beyond decoding Budget's financial 
implications to uncovering the unusual confluence of the three forces 
powering it: the report of the 1 3th Finance Commission, the impending 
introduction of the Goods and Services Tax and the in-the-making Direct 
Tax Code. Also, don't miss the Budget Speech for the year 2014. 


DIRECT 
TAX CODE 





NOT YET DAWN 

Industrial production is surely revving up but with some crucial 
sectors like petroleum, leather, paper and even food and beverages 
showing either negative growth or huge declines, a full-fledged 


ANNUAL LISTINGS 
Business Today's 
much-awaited annual 
specials are a collector's 











delight. To access —— recovery may be some time away. 
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Find out how much IT you need to pay meet your financial commitments. 
depending on your income and investments. — » Business Tips 
? Education Plan Hot tips to keep you ahead of rivals 
in business. 
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Calculate to meet your child's expenses. 






Now, get a hot new management tip for the day every day, and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 





TO RECEIVE BT'S TIP OF 
THE DAY 





1. Go to "Write mes " 
mobile phone. TM 


2. Type "BTTIP" on th message 
screen. ase 


3. Send the mes: 
"52424". sage to the number 


4. You will receive the hot 
tip for the day in a return message. 





NOTE: Available with ail cellui Opera 
Regular SMS charges apply. = me 
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- Evolved Marketing 


133 Aviation Turnaround? 
18 IPL: Up, Up, Away 

Z2 Save Tax with Gizmos 
2.5 India's Biggest Malls 


3 'Pink Slipped’ Spidey 





for an Evolved Consumer 


A demanding consumer will ensure that advertising no longer remains discreet and 
polite. Overt comparisons with rival brands may well become the norm. Harish Bisoor 


industan Unilever Ltd. mur has done the un- 

thinkable. It resorted to an overt comparison 

of its brand Rin with the leading brand of its 

market competitor—P&c's Tide—on national 

network televisions for days together till the Calcutta High 
Court stepped in. 

What Hut did with its "ambush-marketing" act was un- 

precedented. Ever since this controversy hit the headlines, 


there has been a raging debate on marketing ethics. RUL has 
been pilloried by many marketing and non-marketing 
people for the “unethical” practice of being "direct" in iis com- 
parison. I, though, beg to differ and want to raise a fundamental 
question: What's wrong with being direct? 

The Indian consumer is very evolved today. Indian 
marketing is also evolving with the times. At the van- 
guard of this evolutionary process have been the two pace 
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PepsiCo vs 
Coca-Cola (2008) 
The ad tag line of Sprite, 
"Yeh hai Hindustan meri 
jaan" a Coke brand, was a 


take-off on Pepsi's "Yeh 
hai Yangistan meri jaan.” 


Jet vs Kingfisher 
(2007) 


After Jet acquired Sahara 
Airlines, its billboard said: 
"We have changed." 
Kingfisher's response “We 
made them change." 


Cadbury vs Nestle 
(2009) 


Nestle mocked Cadbury's 
"Pehli tarikh" ad with the 
tag line “Kabhi bhi kha 
ene s " 


Airtel Di Digita 
vs Big TV (2008) 


Airtel Digital TV campaign 
had the punchline “See you 
at home", Reliance ADAG's 
Big TV spoofed the ad. 


giants who are now pitched against one 
another in this battle of the brands. In fact, 
globally, including India, these two com- 
panies have heralded almost every mar- 
keting innovation we have seen in recent 
decades. In many ways, these two com- 
panies are, and have been. the opinion 
leaders in advertising. Companies that have 
pushed the envelope and led the way. Even 
in a conservative marketing society like 
India, they have been trend-setters. I. there- 
fore. see this "in your face" brand of ad- 
vertising as yet another new phenomenon 
that will become acceptable in the Indian 
market gradually. nus has only begun it. 
And begun the debate as well. 

HUL, in many ways. has shown that it 
has kept pace with the changing mindset 
of the Indian consumers. By making an 
overt comparison, HUL actually does what the 
consumer does. Compare overtly. Does your 
detergent give me whiteness that is really 
white? Does it do it all at a cost that is af- 
lordable? And tomorrow: Is your detergent 
eco-Iriendly and green? If the consumer does 
compare brands in terms of their usp and 
delivery-capabilities, why cannot advertising 
take the lead and do the same? Openly with- 
out being slanted-—which means that the 
facts have to be right, of course! 

Brands have over time used every strat- 
egy in the book to promote themselves. In 
the beginning, it was all about a superior 
product that washed well. Then. the focus 
shifted to a product-based usp. For instance, 
the green, yellow or the blue detergent with 
micro-granules as well. And then it turned 
psychographic. The detergent gets your 
job done faster and frees up your time for 
family. Surf took the route of eco- 
correctness with its "Do bucket paani 
bachana hai" campaign slotted on the route 
of water saving. And having tired of it all. it 


HUL'S COMBATIVE ADVERTISING 


© In the Rin vs Tide Natural ad, the claim 
is of superior whiteness delivery of Rin 
based on independent laboratory test. 





© Tide has a substantial lead over Rin in 
market share, which perhaps explains why 
HUL has resorted to guerilla marketing. 


MARKET SHARE: RIN VS TIDE 


te B4 — 83 8.5 
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has now become a slugfest with a basic 
product superiority comparison game! Ouch! 

I foresee much change in the rules of the 
advertising game. Wait for advertising 
which goes one step beyond in this "con- 
sumer integrity" game. Expect to see a Rin 
ad in the future where HuL harps on the 
superiority of its brand. And at the end of the 

commercial, expect a 10-second "integrity" 
statement emphasising that Tide is as good 
as Rin, and, therefore, dear consumer, do 
make an informed choice after testing prod- 
uct attributes. 

In this entire market-evolution process, 
old definitions of what is right and what is 
wrong are bound to be questioned. The 
days of polite and discreet advertising may 
well be over. The consumer will love this in- 
tegrity in advertising. The bottom line: If the 
consumers demand more straightforward 
advertising. so be it. Give it to them! 





The author is a brand-strategy specialist 
&x CEO, Harish Bijoor Consults Inc. 


What it means: It refers to the phenome- 
non of young people changing several jobs in 
the first two or three years of their career. 


WORDSMITH 


(NEW WORDS IN BUSINESS) 


Job Snacking 








Origin: The word was first used by the i 
Indian job portal naukri.com in 2007 for 

















Flying Out of the Cloud 


Indian aviation is finally showing sure signs of recovery. 


flight crew and 400 cabin crew. Vijay 
Mallya, Chairman. Kingfisher 
Airlines, is spreading out as well with 
flights being added from Delhi to 
London Heathrow. Hong Kong and 
Bangkok. Jet Airways and SpiceJet 
are so bullish that they expect to stay 
in the black in the coming quarters 
and Kingfisher hopes to become prof- 
itable in the next financial year. 
Airbus sas and Boeing. the 
world's two biggest planemakers, 


Oh 


are particularly upbeat about their 


hese are early days vet, but the 

aviation industry seems to be turn- 
ing the corner—slowly and surely. 
Several key indicators, like passenger 
numbers and seat load factors, re- 
veal an incipient recovery over the 
last few months. In fact, close to 4.5 
million passengers flew in India in 
December, which was the highest 
number of passengers flying domes- 
tically ever. And in January, Indian 


airlines flew 7.50,000 more passen- 
ear ago. 
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business prospects in India. Says 


Already, airlines are pushing 
ahead with expansion plans. Indigo, 





Boeing India President Dinesh Keskar: 


a low-cost carrier which serves 20 
^s, is expanding its net- 
work, adding Jammu and Srinagar by 
April 2010, and looking to add some 
more cities before the year is out. It re- 
cently got its 25th Airbus A320 air- 
craft. “We will add another nine air- 
craft to our fleet this year.” says 
Aditya Ghosh, President. Indigo. The 
airline will also hire 1,000 more in 
the coming months, including 100 





"India's domestic air travel is revert- 


Hu 


* 


ing to its long-term growth trends. 
Boeing and Airbus have reinforced 
their 20-vear aviation outlook for 
India and expect to supply about 





1.000 new aircraft over this period. 
Clearly, the Indian aviation in- 
dustry seems to have risen from 
the ashes of 200 








KUSHAN MITRA 
AND E. KUMAR SHARMA 


youngsters who 'snack' on several jobs before settling 


for a meal-the main job. 


Current usage: It's used widely in India in refer- 
ence to fresh graduates of business schools, who are 
not happy with their placements and job-hop frequently. 
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stress-release linen _ F 


Available at: 


pantalans” | © CENTRAL | 


SHOP, EAT, CELEBRATE | 





BAFE is a trademark of Future Brands Limited. India. Imitation of Trademark and/or label is a punishabie offence 
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KFFPINA IT DEA 


Ideas for 





the Next Decade 


The /ndia Today Conclave saw global achievers debate the 
opportunities and the challenges ahead in the new decade. 








It's an annual brain- 
storming platform tor 
the global movers and 
shakers. Indeed, every 
vear the India Today 
Conclave is one of the 
most awaited media 
events which debates some of the 
burning issues of the time. This time 
the theme was "New Decade: Great 
Expectations" and a virtual who's 
who was present for the diflerent ses- 
sions spread over two days. 

India Today Editor-In-Chief Aroon 
Purie set the tone for the Conclave. 
and in his keynote address pointed 
out: "It's been a decade that began 
with the horrible sight of the burn- 


ing towers and ended with the fall of 


the highest temples of capitalism... 
The momentous events of the past 
decade give us intimations of the 
future. The three big issues staring at 
us are: Global terror, international 
financial fragility, and the environ- 
mental threat." 

Purie hoped that the Conclave 


LH SHdAVUOOLOHG 


HSILVS 


MIHSIIV N 


FULUS 


John Chambers 
Chairman & CEO, CISCO 


would be a place where ideas to im- 
prove the future would be discussed. 
A star-studded line-up included 
Hollywood's superstar director James 
Cameron of Avatar fame and busi- 
ness leaders John Chambers and Alan 
Mullaly, the cxos of Cisco and Ford. re- 
spectively. Chambers stressed the 
transformative power of technology 
highlighting Cisco's latest router 
whose capacity "will allow every sin- 
gle man, woman and child in India to 
make a video call at the same time.” 
Cameron's session on "The Future of 
Cinema" was a show-stopper. 

Nikesh Arora, President, Global 
Sales Operations, Google. pointed out 
that in the coming future almost half 
the content in the world will be con- 
sumed digitally. "Traditional models 
of reaching out to consumers will 
change." Mullaly spoke about the 
global auto industry recovery from 
the dramatic collapse of 2008, and 
how Ford managed to stay afloat 
without asking the us government 
(and taxpayer) for a bailout. 

Other stalwarts at the conference 
included writer Salman Rushdie and 
thinker Nassim Nicholas Taleb. Taleb, 
the author of Black Swan, talked about 
the power of unknown and how to 
deal with it. Citing the example of 
President Reagan's initiative that led to 
the birth of the Internet, he said actions 
often have unintended consequences 
and are, therefore, difficult to predict. 

From India, too, a bevy of achiev- 
ers were present. A galaxy of politi- 
cal heavyweights, including Home 
Minister P. Chidambaram, HRD 
Minister Kapil Sibal and sgip President 
Nitin Gadkari. expressed a wide range 
of opinions about how the decade will 
unfold in politics and policy. Chidam- 
baram spoke of the internal security 
challenges before the country. 

Watch out for the next issue of 
Business Today for interviews of the 
star speakers at the Conclave. (9 


ITSTIMETO MOVE UP 
- CONSOLIDATE, SCALE AND UPGRADE YOUR BUSINESS UNDER ONE ROOF 
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Everything that could give your office an extra edge - 
resources, state-of-the-art technology, and a wide range of Features: 
office spaces, is now under one roof with lease/ sale options. + Total area of 8,00,000 sq.ft 


Presenting Summit, the brand new corporate premises in * Floor plates of 22,000 and 42,000 sq.ft. 
Mahadevpura, Whitefield Road. Located in the IT & * 23 High speed elevators * Food court « Helipad 
Biotechnology hub of Bangalore, 10 kms from M.G. Road, * Gym * 6 level MLCP with a rooftop swimming pool 
4 kms before ITPL (close to HP campus and ABB centre) - 
Summit is ideal for IT, ITES, BPOs and other corporates. 
Being a part of the 40 acre Brigade Metropolis enclave, Also available: 

Summit offers you the advantages of residential apartments, SEZ options in Kochi and Mangalore. 
the Regent Club, The Arcade - neighbourhood shopping 

centre and The Brigade International School nearby. 


* Business/ Incubation Centre 


Summit is ready for fit outs. Move in today and make the most of this investment opportunity with buying and leasing options. 


— 
i^) BRIGADE ENTERPRISES LIMITED, Hulkul Brigade Centre, 82, Lavelle Road, Bangalore - 1 BRIG ADE 
ind 


Ph.: +91 80 4046 7600 | Sudheesh: +91 97400 13072 | Santhosh: +91 98804 05380 GROUP 
commercial@brigadegroup.com | www.brigadegroup.com For a better quality of life 
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FOCUS 


THE IPL BRAND 
GAINS HEFT... 


$2.01 bn 


... AND THE FRANCHISEE VALUATIONS, TOO, GET A LEG-UP. 
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2010 
$4.13 bn 


2009 


35.5% 20.6% 
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IPL Brand Value Soars 


he bids for the two new Indian 
[es League (IPL) teams may 

have come a cropper in the first 
round, but it wouldn't unduly worry 
Lalit Modi. For Brand IPL continues to 
gain heft by the day. An independent 
study by Brand Finance, a UK-based in- 
dependent brand valuation and strategy 
firm, now reveals that iPL's brand val- 
uation has more than doubled in the 
last one year alone. The reason: A 100 
per cent increase in the broadcasting 
revenues as the deal was renegotiated 
last year even though the venue was 
shifted from India to South Africa. Also, 
the expansion of the franchisee net- 
work and the increase in the base price 


23.4% 7.9% 
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Figures in Rs crore for 2010; % increase over 2009 
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MAN'S WORLD? 





A clutch of women is success- 
fully storming male bastions 
at the workplace. However, 
for most women, it's more of 
the same at office. A survey 
by Absolut Data Research & 
Analytics (Women's Day 
Study) of almost 700 women 
in the age group of 18-34 
reveals that a majority still 
feels it's a man's world. 
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More than 7596 women feel that they 
have to constantly prove themselves 
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Approx. 5096 of the population feels 
that the 'glass ceiling' exists. 


"Threat of Sexual Harassment", 


| 





for the auction of the franchise rights 
has been instrumental in shoring up 
valuations. And that's not all. Brand 
Finance argues that iPL is still a rela- 
tively undervalued brand. "Compared to 
other global benchmarks such as English 
Premier League (EPL), valued at $12 bil- 
lion, which have a far limited audience 
and sponsors, IPL is a juggernaut and is 
still valued at only $4 billion. It has 
huge potential for value creation. Even 
a single club like Manchester United is 
valued close to $3 billion. Therefore, 
IPL is a great bargain and will create 
exponential value going into the fu- 
ture," Brand Finance says in its report. 

ANUSHA SUBRAMANIAN 





187.6 166.8 159.3 
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‘office politics’ and ‘discrimination 
in pay/promotion’ are among the 
main challenges that women face 
at their workplace. 
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Corporate and government jobs 
are among the most-preferred 
employment choices. 
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Majority of the respondents 

feels ‘personal aspirations/interests' 

and ‘academic stream’ are important 

factors in influencing career choice. - 
‘A SHAMNI PANDE 
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We don't believe more power plants are the only answer to India's energy problems. 
We believe smart grids are. Better management of electricity helps to minimise 
wastage, reduce emissions and power the economy 


Capgemini's Advanced Metering Infrastructure - a solution that helped one of Canada's 
largest electricity suppliers considerably reduce the supply-demand gap. Helping the 
company to charge differential rates for off-peak hours and encouraging consumers 
to shift usage patterns. The result: A reduction in provincial demand by more than 


five percent 


Our expertise in the smart grid is an outcome of over 40 years of innovative thinking. 
A people-powered company that believes in high-value intellectual services, we bring 
global expertise to the Indian business scenario at a market-friendly value. Our 10 
years in India have seen us grow into a dynamic organisation that is 21,000 strong with 
a growing client list eager to draw on our international experience 


To know more about what we can do for you, visit www.in.capgemini.com 


Capgemini offers technology, consulting and outsourcing solutions across M Cay OC d i ut ! 


Government & Public Sectors, Manufacturing, Retail & Distribution, Energy & 
Utilities and Financial Services. 
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Elevation of GRUNDFOS facility, slated 
for April 2010 opening. 





For enquiries call: 044 4252 5240 





Business in Swarnabhoomi 

* Multi-Services SEZ dedicated to IT, ITeS, 
Research, Animation & Simulation services 
and Healthcare spread over 300 acres with a 
Science Park * Engineering SEZ dedicated 
to General Engineering, Power Sectors, 
Auto Ancillaries & Electronics among others 
spread over 312 acres 





Learning in Swarnabhoomi 

* Knowledge Hub with Professione 
College for Contemporary Music, Residentiz 
School, Construction Management é 
Research and Foreign Universities « Centre 
of Excellence for Maritime, Energy, Film 
Animation, Arts, Management an 
Engineering & Life Sciences 


Corporate office: 4 / 318, Rajiv Gandhi Salai (OMR), Kottivakkam, Chennai - 600 041, India 





: MARG 
© see 
Spirit ot Visioneering a^ 
MODELS FOR 
ACCELERATED 
REGIONAL 


GROWTH 








Welcome to MARG Swarnabhoomi, the new paradigm for business, living and learning. Imagine a city where the 
environment is optimum, not just for living but also for industry. Where the most modern and contemporary methods of 
recycling, resource consumption and eco-friendly processes are maintained to ensure that quality of life goes higher along 
With industrial development. That's exactly what we're doing at Swarnabhoomi - The Uncity. An environment that boasts of the 
most modern waste management systems, uninterrupted power and copious water supply among many others. Welcome to 


pollution free living and working at The Uncity. 


A creation of MARG's spirit of visioneering, Swarnabhoomi is yet another Model for Accelerated Regional Growth that is 


inspired by the region's glorious past and promises to build an equally glorious future. 


Living in Swarnabhoomi 

* Residential Hub consisting of 14,000 exquisitely crafted dwelling units - Apartments, 
Row Houses and Luxury villas with Club houses (600 ready to occupy homes by July 
2010) * World class amenities and eco-friendly environment surrounded by the 

sprawling backwaters of Cheyyur * World class healthcare facilities « Luxury hotels, re 
Service apartments, Convention centres, Shopping malls, Banks, Foodcourts and T 


Ed: Swarnabhoomi 


Email: info@margswarnabhoomi.com Web: www.margswarnabhoomi.com The new paradigm for business, living and learning 
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Executive Director, KPMG 


FOCUS-BT POLL 


Is the Annual Budget 
of the Government 
of India an 


Overplayed Event? 











6.3% Can't Say 
Results of BT Online poll: No. of respondents: 261 

















In most countries, the Real economic policy gets 
Budget is not used to decided, articulated and 
announce large-scale acted on by the government 
changes in taxes and throughout the year. If there 
other policy measures. In is a global financial melt- 
India, the annual Budget down in June, the govern 
exercise significantly im- ment cannot wait till next 
pacts the business deci- February before announcing 
sions and often leads to aresponse. The other rea- 
unwarranted speculation. son why the Budget is over- 
Time has come for India to hyped is because it’s only a | 
align the fiscal policies — plan for government re- 
| with long-term objectives. | ceipts and expenditure. 
Making the Budget a What matters is the actual 
‘norrevent’ willhelp | | achievement in terms of re- 
the govemment as well | ceipts, expenditure and im | 
as industry. pact of such expenditure. 
Pratik Jain, Sanjeev Bikhchandani, 


CEO, Info Edge — W 
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Next poll question: eene attack competitor's 
products/services 


Log on to www. tah ad in "epi cast your vote 
COMPILED BY MANU KAUSHIK 


Save Tax 
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Gizmos to 
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f you're self- 

employed, there is 
considerable overlap 
between your workplace and 
home. That is also increasingly 
true for executives—many of whom 
fall in the category of professionals or 
consultants. The intertwining of life-at-work and life-after-work 
has one exciting financial implication: Many of your most-prized 
technology products and services can become the means to slash 
your income tax liability. 

You can buy a computer, Tv and even an Mp3 player and 
deduct the cost as a work-related expense. It's like buying gizmos 
at a discount of up to 30 per cent. Far from cheating on your taxes, 
this is a legitimate technique. You just have to know how to ask for 
it, pick your products carefully and justify the purchase. 


rÍ 


PCs, laptops, peripherals A computer (Pc or laptop) is one 
of the simplest expenses to claim as a deduction. Short of 

making several trips to cybercafes, this is the only way to work 
from home. Printer, scanner and other peripherals are also 
covered under this. 


Mobile and cordless phones vou do have to make calls 

lor work, right? So, write off the price of your handset and cordless 

in this year's tax returns. Even better, the government will help 

pay for the phone and call charges. But exclude personal calls. x” 


internet services Expenses incurred on an Internet 
connection and payment for the service are perfect for deducting 
those from your income, While at it, Wi-Fi enable your home and 
write it off as a professional expense, too. 


Camcorders and digital cameras iryou document your 
work or add video to your presentations, claim your purchase as 
a business expense. Never mind if you make home videos on 
weekends. When you bill for prints or pvps, just show a 
percentage as personal use. 


MP3 players All mp3 players double as storage devices where 

you supposedly store professional documents. Some even use 

recorders to record business deals. Your Mp3 player may be music 

to your ears, but is a business tool for the taxman. : 
COURTESY: MONEY TODAY 


We said our advice 
was good, but the 
experts disagreed. 








They said it was great. 


pe -~ We understand that the quality of advice makes 
a significant difference to your investments. Our 
investment advice has won us two of the most 
prestigious awards in the industry. You too can avail of 


this award-winning advice through our extensive 





network across India, at an attractive price. 
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‘Best Performing Bank’ 
UTI MF-CNBC TV18 
Financial Advisor Awards 08-09 





‘Best Private Bank in India’ 








sit your nearest HDFC Bank branch L" HDFC BANK 
. log on to www.hdfcbank.com | 


We understand your world 


FOCUS-WELL SAID 







t is best to free the prices. The saved / 
money can then be given directly to the 
poor through anti-poverty initiatives" 


Chief Economic Advisor to the Finance Ministry, on the Kirit Parikh Committee 





recommendations on petroleum product pricing, in The 1 imes of India 


“We think competi- 
tion is healthy, but 
competitors should 


create their own 


“Ilook forward tocreating Sashi a | 
| original technology. 
the future for the second c P. 


not steal ours" 
century of our company s ee 
history that will be (written) mae Tt 
in places like India” 

BM, President (rere Quei di ta Ar 





"The sugar policy can't be 
handled by someone who 
owns or controls the largest 
number of sugar mills in 
the country. It's a classic 
case of conflict of interest" 

, Senior BJP leader and Leader of the 


Opposition, in Rajya Sabha, referring to Agric ultur: 
Minister Sharad Pawar, in Business Standard 





"RBI should maintain status quo on interest rates. 
Fresh investment announcements have begun 
across sectors and further increase in interest 
rates will only hamper economic growth" 


President, FICCI. in The Economic Times 





Peter Drucker 
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-You create a Positive Footprint... When pe: lay 
Because the ITC Group sequesters twice the Carbon i emits. 


“ITC Royal Gardenia”, Bengaluru - the world's largest and Asia's first 
LEED* Platinum rated Hotel. 


*Leadership in Energy and Environmental Design 


“ITC Sonar”, Kolkata - the first hotel in the world to be registered by the 
United Nations Body on Climate Change for Carbon Emission Reduction. 





Visit us at www itcwelcnonmnroniin in 


FOCUS-ADVEH I ISING 


Most Watched Ads inretruary 200 


THE TOP TEN... 


FN celebrity ads—well, make that 
six, if you include child artiste 
Darsheel Safary of Taare Zameen 
Par fame-feature in the BT-TAM list 
for February. But it's a smart man- 
ager who can leverage the power of 
celebrity endorsements to enhance 
brand equity. HUL's Lux Toilet Soap, 
for instance, has inched up to the 
iyw. 842 pute qun an ae B14 third spot by riding on the chem- 
istry between Aishwarya Rai and 
Abhishek Bachchan. HUL seems to 
have actually perfected the art of 
using star couples successfully. It 
had earlier roped in John Abraham 
and Bipasha Basu for Clinic All Clear 
which proved to be a clutter-buster. 





~ 
Seconds on air: 2,144,920 





Seconds on air: 2,74,760 
Colgate Dental Cream GPS ... AND THE OTHER FIFTEEN 
ORNMURD RP 
t1 Ariel Oxyblu 598 


12 Bajaj Allianz Shield Plus 598 
13 Aircel Cellular Phone Service 592 


14 Sunsilk Co-Creations 592 
15 Maggi Masala 585 
l6 Thums Up 514 





17 Close Up All New Toothpaste 563 
18 Pantene ProV Hair Fall Control 555 
19 Lewis Berger Weathercoat All Guard 554 
20 Bajaj Discover DTS-Si 552 
21 Clinic Plus Strong & Long 504 
22 Asian Paints Apex Ultima 479 
23 Castrol Activ 4T 470 
24 Rin 458 
25 Clinic All Clear Dandruff 457 





Seconds on air: 3,33,400 





LG Group (Electronics) GRPs 
691 


MOST WATCHED ADS IN JANUARY ‘10 


| idea Cellular 1681 2 Complan 1317 3 Ariel Oxyblu 988 
A Nirma 913 5 Colgate Dental Cream 899 6 Sunsilk 
Co-Creations 778 7 Fair & Lovely Multivitamin 771 

8 Surf Excel Washing Mat Range 768 

9 Boost 740 10 Close Up All New Toothpaste 736 





Seurce: TAM Peoplemeter System 
All india CS 4«Yrs GRP normalised to 30 secs 
Seconds on air: 1,86,615 To see ad duration, visit www.businesstoday.in 
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HELP PROTECT A CITY'S DRINKING WATER BY PROVIDING 
INSTANT VISUAL ACCESS TO ITS AGING SYSTEM. 


IT S NEVER 
BEEN DONE - 


N 
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Get the full story at 


| BERT. ` | 
'Emerson. .com|BayVillage - Te es EMERSON 


CONSIDER IT SOLVED 





INDIA'S ‘SMALL’ BIG MALLS. 


The scores of malls dotting the urban Indian landscape demonstrate their growing 
mass appeal. In the last five years alone, the number of malls in India has more than 
doubled to about 600. But a survey (India’s Largest Malls) by Bangalore-based real 
estate consulting firm Asipac reveals that mall culture is still in its infancy in India. Malls 
here on an average are much smaller than their international counterparts and we still 
don't have any super mall. K.R. BALASUBRAMANYAM 


BIGGEST 5 | Why are Indian malls much smaller? 


€ Anchor stores (or department stores) in India are still 














NAME COUNTRY  GLA(sq. ft) PARKING UNITS* j ; , 
very small. This has a huge impact on the overall size 
The Dubai Mall UAE 37,70,000 14,000 1,200 of the mall. 
West Edmonton Mall - Canada 34,00,000 20,000 900 @ The 30 largest malls in the world have an average of 350 
Berjaya Time Square Malaysia 34,00,000 - 1,000 stores. In India, we are still struggling to fill up 202 stores. m 


ae Malls in India have not yet properly tapped local retailers. 




















" Mall of America US 30,724,000 12,550 520 
- ‘SM City North EDSA Philippines 30,00,000 4,000« 800 imum 
BIGGEST 5 
NAME LOCATION GLA (sq.ft) PARKING — UNITS* 
Mantri Square Bangalore 9,19,516 — 2,080 202 
< Ambience Mall - Gurgaon 8,73,000 2,500. ws 
= Great India Palace Noida 8,50,000 5,500 190 


R. City Mall Mumbai 6,57,000 3,000 140 


High Street Phoenix Mumbai 6,50,000 3,939 165 
*Number of shops GLA: Gross Lettable Area 
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Gross Lettable Areé 
E GLA = Total Built ) Area — Comm 








Modern shopping The first modern |. The Grand Bazaarin X | Spencer Plaza in 


malls were launched =: mall was the : Istanbul, which opened : Chennai, which 

in 1850 when the first : Northgate Mall in : in1461,isoneofthe : opened in 1863, is 
Department Store | Seattle, USA, which  : largest "covered" : believed to be the 
opened in Paris. : opened in 1950. : markets in the world. : oldest mall in India. 





Surpassing China in 
Manufacturing Growth 


| ndia has been one of the best perlorming manufacturing 
economies in the last decade. Yet. the manufacturing to cop 

ratio is substantially lower in India compared to other rapidly | 
developing economies. Over the next decade, the performance of 
Indian manufacturing will be crucial to achievin g India’s overall - - 
growth aspirations and employment generation. A cir Boston 
Consulting Group report asserts that India can match, ande eve 
surpass, the best performing manufacturing ec 'Ohomy in recen 
years—China. This would entail an annual growth rate of about 
11 percent (compared to 6.8 per cent for ey 1999-20€ 99 
Achieving and sustaining the high growth trajectory will be 
contingent on a few factors. Some of them are: 
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00,000 to 1, 20,0 000 sq. T u € Gross fixed assets will require a 4-5 fold increase in investment E 


Number of anchors: 2; orna ë | in the next five years, to eventually increase by Rs. 55-80 lakh 
| | crore by 2025. 
Type of anchors: Full/Jr Departmental Store, PONI Athan eee EE 
Racca Fashion, Apparel " Sut oen will need to accelerate to 1 5-20 per cent fre 






the 1 ] per cent growth seen in the last decade. 


OLIN Sata ea rnt It e BYE D 


" India S abour erode tivity will need toi increase esub 8 
to catch up with China. 


THUD tasto yt whaia oan tenia nana ot Spittal P te a 


All this is achlevable. says the report, and will make India the 
fourth-largest. manufacturing economy in the world by 2025 


Departmental Store, from its current ranking of 13th. © 
narket, Fashion, Apparel 
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Manufacturing share of GDP in India is lower than most 
developing economies... 


Chinal Nip MM S ae QUE 34 
Malaysia: d 








Manufacturing GDP (as % of total 
GEF lor FY 2008 
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Imm ideo Feet eei rv reum te sonaa eainiie 


J% growth rate will make India the fourth-largest manufacturing 
economy by 2025. 
Manufacturing GDP at constant prices (5 billion) 


2009 
US 

















China 
tae | i E b Germany 51195 und ü 
] E c Sa italy Aspirational CAGR Germany ? j 
?o6 for indian Qu SUO Sony 
7 = UK manufacturing — Italy 
r " France UK 
The Arcade in E Russia. France 
Providence, Rhode E india Brazil 


island, which opened 
in 1828, was probably 


Source: CREG Stud 


the first mall in USA. 
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www.lgindia.com 
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Igservice@lgindia.com To know mc 


Qc t 1800-180-9999, 39-01-0909 Él -757554 E] 
SERVICE (MTNL/BSNL Toll Free) (Prefix STD Code) ag | 


Regd. Office: LG Electronics India Pvt. Ltd., Plot No. 51, Udyog Vihar, Surajpur Kasna Road, Greater Noic 


India's No. 1 Refrigerator as per figures released by ORG - Gik Jan'09 to Dec'09 by value market share. Technoiogy/Features may vary trom model tc model and are subject to change without any prior notice. Pictures of refrigerators shown are refe 





LG 


Life's Good 





Some S 


statements are bolder than others. 


Surrender to a masterpiece. Just 
bring home the stunning range of 
LG Side-by-Side Refrigerators. 
With flower motifs and marble 
exterior finishes, in-built Home 
Bar, Water and Ice Dispenser, 
these refrigerators are the perfect 
expression of exquisite art and 
futuristic technology. Now you 
can make a fashion statement in 
your home. 
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TM se 
Icebeam Molst DIGITAL 
Door Cooling c3 5 Balance 


Crisper 





Let's create a wonderful impression 


SMS LGREF BT to 53636 for more information. 





! " 
bout LG, visit www.lgindia.com For Corporate/Institutional enquiries, please write to enquiriesGlgindia.com 


nen ee S 
$ 306, U.P. 


only and actual product may vary. E. &O E. 


FOCUS 


NUMBERS 
OF NOTE 


10.6». 


The average salary hike 
expected in India in 2010, 
the highest in the Asia- 
Pacific region, says a 
survey conducted by 

HR consulting firm 
Hewitt Associates. 


120% 


The cost, as a percent- 
age of Haitian GDP, of 
rebuilding that country 
after the January 2010 
quake. 


$500 bn 


Estimated worth of 473 





lakh (in 2007). 
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Friendly, Jobless 






Spiderman f 
he prolonged downturn in the us has started to take 
its toll on our superheroes as well. Peter Parker, 
that adorable alter ego of Spiderman, has lost his job. 
In the latest issue of The Amazing Spiderman, Parker 
is axed from his job as official photographer of the 
Mayor of New York and he runs out of cash to buy even ‘web fluid’. 
BT takes a look at other caped supermen and their job prospects. 
Clark Kent better polish his resume. Given the 
falling circulation of newspapers in the US, this 
mild-mannered reporter of The Daily Planet is 
likely to join Spidey in the long line of jobseekers 
in the US. Newspapers made $7.5 billion less 
in 2008 than in the previous year. `~ 


Batman/Iron man: These gentlemen have 
inherited multibillion-dollar empires. Pa 
Bruce Wayne (Batman) and Tony Stark x 
(Iron Man) are unlikely to look for jobs in. | 
the near future. Wayne Enterprises’ 
market valuation, though, is likely to dip 
as its investments in businesses like steel, $$ 
shipping, electronics and entertainment £ 
have been affected by the downturn. 







Daredevil: This superhero cannot see but 

practices law. Perhaps, ideal qualifications for a y^. 
lawyer. According to the American National Law =~” 
Journal's annual survey of the country's 250 

largest law firms, the number of attorneys in 

the private sector dropped 4 per cent in 2009. 

Not so good news for Daredevil. 


He is a nucleal 
scientist when he is not angry and 
turning a funny shade of green. With a 
Ph.D in nuclear physics and Iran looking 


to expand its nuclear programme, 
Dr Burce Banner is unlikely to starve 
provided he is willing to emigrate. 


T A F 
V. MAHAL NGAM i 
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At Kyocera Mita, we believe in "Customer First"- creating true customer 

satisfaction by providing the greatest value for all business needs. 

With Kyocera Mita this approach takes the forms of our printer brand "ECOSYS*" 

and the multifunctional system brand “TASKalfa”. 

Our printers and MFPs, meeting the demands of cost-savings, ultra-reliability and 

superior performance, won 2009 BERTL's Best Awards in a total of 10 categories. 
v- In addition, the TASKalfa 500ci series won five stars-the highest rating-proving 

the high reliability of Kyocera's technology. We continue our unending pursuit of 

value and reliability, and so remain the best partner for our customers. TASKalfa T 





* Kyocera's acclaimed concept of environmentally friendly products. 
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International recognition 














2009 highly prestigious Better Buys for Business BLI - Highly Recommended 
BERTL's Best 2009 5 star "EXCEPTIONAL" Editor's Choice 2006, 2007, 2008 and 
award by end-users survey 2007, 2008 and 2009 Recommended 2009 





KYOCERA MITA Corporation www. kyoceramita.com 4 KYOCERA 


" r TR First Floor, ORCHID CENTRE Sector-53, Golf C« Road, C »n, Indi. 
For additional information, please contact: KYOCERA MITA India Private Limited — 1::9:24 4571000 £ax0124-34 1001 — ——— 





\ KYOCERA MITA Corporation, part of the KYOCERA Group. ©2009 KYOCERA Logo are trademarks of KYOCERA 


FOCUS 





INDIA INC.'S 
TRYST WITH 
TWITTER 


The Twitter bug has now 
bitten India Inc. A study by 
Iffort (a web strategy and 
digital marketing company) 
of 66 brands from nine 
different industry verticals 
reveals that there are 
several companies which 
are using Twitter for brand- 
building and marketing. 
Says Aditya Swamy, Senior 
VP, Sales and Marketing, 
MTV India (which was the 
most followed brand on 
Twitter, according to the 
study): "In eight to 10 
months of joining Twitter, 
over 60,000 followers have 
been helping MTV gauge 
the pulse of its audiences." 
And the road ahead? 
According to the Iffort 
study: "More companies 
will start using Twitter for 
conducting market 
research, listening to 
users and keeping track 
of the competition." 
ANAMIKA BUTALIA 


Twitter Facts 


® Most active account: 
MSN India 

® Most conversational 
brand: ICICI Bank 

9 Most Re-Tweeted 
brand: Tata Docomo 
€ Oldest brand: 
Bookmyshow.com 

9 Top inactive brand: 
Acer India & Apollo 
Hospitals 
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LSD Postcards 
and Dead Actresses / 


A look at how Tinseltown is boosting box-office collections. 


Postcards from Hell 


With a name like Love, Sex aur Dhoka (LSD), 
Ekta Kapoor's upcoming flick doesn't need to 
do much to grab attention. Nevertheless, 
pub-hoppers in Mumbai were greeted with 
postcards which featured smoldering teddy 
bears and heart-shaped cactuses, with punch 
lines like—"Break-ups... the beginning". Any guesses about the storyline: 





Corpses and Heart-stopping Wagers 
Last August, cops in Mumbai were flooded with calls from 
morning walkers about corpses hanging from hoard- 
ings, oozing what looked like blood. The “corpses” 
turned out to be dummies that had been strung up 
by the producers of horror flick Agyaat, directed by 
Ram Gopal Varma. 


Aamir Clones and Idiots 
Actor Aamir Khan is a recluse, till one of his 
movies is about to see the daylight. The actor 


idiots 


Inside 






sported stained buck teeth, thick glasses and hit 
the streets of Varanasi to get film-goers to watch 
his movie—3 Idiots. Mumbaikars were not thrilled 
when they had to commute in autorickshaws 
painted with a sign that read: "3 idiots inside". 





The Haseena MMS 


In 2004, Multimedia Messaging Service or MMS was 
synonymous with sleaze and scandal. So, when the 
producers of Ek Khiladi Ek Haseena, Pritish Nandy 
Corporation (PNC), were looking to promote their 
movie, they shot the lead actors, Fardeen Khan and 
Koena Mitra, getting cozy. PNC diced that into an 
MMs and tapped the send button. Publicity came 
along with flak and the movie bombed. 





The Death of an Actress 
[n 1995, newspapers ran a headline—"Manisha 
Koirala shot dead". Fans were heartbroken, initially, 
and then enraged when they found that the news i 
plug was a publicity stunt for a film called Criminal. 
T.V. MAHALINGAM 
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FOCUS 


BT-CARMA 


CEO WATCH 





E O.P. Bhatt 


The intense speculation in the 
media on the direction of inter- 
est rates in February ensured 
that the spotlight remained on 
bank CEOs. And not surprisingly, 
the Chairman of India's largest 
public sector bank was the most 
written-about CEO of the month 
for his repeated assertion that 
interest rates will remain stable 
for the next six months. 


INDIA'S AND THE WORLD'S MOST TALKED-ABOUT CEOs IN FEBRUARY 


O.P. Bhatt | sei 


INDIANCEOs 1 


3 MV. Nair | Union Bank of india 17 
5 S.K. Roongta | sai 12 


7 R.C. Bhargava | Maruti 12 


9 K. Biyani | Future Group 


3 R. Murdoch | News Corp 59 
5 J. Ackermann | deutsche Bank 44 
7 S$. Jobs | Apple 


9 LC. |'9 L.C. Blankfein | coiiman sachs 38 








"We Have Over 235 Million Active Users" 


ARK PINCUS, CEO, Zynga Game Network, the 
Mio: that has devised the immensely popu- 
lar online games, FarmVille and Mafia Wars, was 
in India recently to open a game development unit in 
Bangalore. He spoke to BT'S RAHUL SACHITANAND 
on the global popularity of their products. 


The ease and accessibility of our games 
across social networks makes it easy for 

anyone to try them out unlike traditional video 
games. We have over 235 million monthly active 
users across our games which include FarmVille, 
Mafia Wars, Cafeworld and recently introduced 
FishVille and PetVille. 
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We don't see the lack of broadband penetra- 
tion in India hampering our growth here. Our 
games are designed to be played over Facebook 
and are light, so they can be played across any 
network. FarmVille has a large following in India, 
and in commemoration of our India launch, we 
have a gulmohar tree available in the game. 


We are excited to use local Indian talent 
to produce games lor the whole world. 
Bangalore has one of the most advanced 
and sophisticated talent bases and we 
hope to tap into it as we grow into a 
global company. 
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Every CEO's dream has finally come true! 
1 Call Shikha Saxena at 1800 180 1818 (Toll Free) / 


*91-124-39884088 or email info businessoctane.com 
to schedule a meeting with one of our collaboration consultants. 
Visit www.businessoctane.com 





Shree Renuka Sugars Ltd. 
Acquisition of Vale do lvai, 


Brazil 
November 2009 






Going global? 


GMR Energy Ltd. 


Acquisition of Homeland Energy Group Ltd., 


Canada 
June 2009 





Sintex Industries Ltd. 
Aca Fin for Nief Plastic SA, 
France 
October 2007 





Global Mergers & Acquisitions require unique expertise. An understanding of various 
Dusiness sectors and environments, rules, regulations and processes. Infinitely more important 
IS the ability to harness this knowledge to the client's business Strategy. Motilal Oswal Investment 
Banking gives you this edge. We offer customized solutions to enable Mergers & Acquisitions 
across diverse industries and geographies. A focussed transaction closure orientation 
combined with corporate finance advisory expertise helps us deliver Merger & Acquisition 
Solutions across industries and continents. So go ahead. Leave your global ambitions to us. 


Punjab Chemicals & 


Crop Protection Ltd. Aurobindo Pharma Ltd. 


Acquisition of Pharmacin International BV, 
Netherlands 


Netherlands | T 
August 2007 December 2006 


Acquisition of Pegevo Beheer BV, 








Investment Banking 


Aban Offshore Ltd. 
Acquisition of Sinvest ASA, 
Norway 
June 2006 


ECONOMY-BUDGET FINEPRINT 


THE BUDGET . . 
Surprises You Mir 


What's the value of all the cars the government owns? Why has the 
Centre given up on downsizing? And what are India's most subsidised 
industries? Read about these factoids and more. PUJA MEHRA 






































fthe 15 documents that form what are 
called the "Budget Documents", the 
the Budget speech—gets a 





thinnest 

disproportionately high attention in the 

media. "Budget-at-a-glance", another 
thin document, is also discussed in some detail. 
The remaining documents, each more obscure 
than the other, escape the attention of most pub- 
lications and rv channels. For those ready to wade 
through the hundreds of pages in these docu- 
ments, there are nuggets of interesting—and often 
valuable—information to be found. Business Today 
decided to do exactly this and found the following 
gems that shed light on aspects of government 
finances that rarely capture the arclights. 


Asset-Rich, Cash-Poor 


The government is running a record deficit —that 
is. it's earning far less cash than it is spending. 
But the government owns assets too. Perhaps 
more assets than any other single entity in India. 





Imagine all the buildings. vehicles, land—even 
shares in the public sector companies. To know the 
true worth of the government, we should not only 
know its income, but also the value of the assets it 
owns. Page 31 of this year's Receipts Budget— 
known as the Yellow Book in Budget lingo—gives 
the “Asset Register" of the Central government! 
is a compilation of the value of physice 
nancial assets that the government owns af 
ginning of a year, plus those it acqu es du 

the vear. Asset Registers of the last few Budgets 
show sharp variations in the value of some as- 

sets. For instance, while the government's own- 


3 


Actis' revolutionary 3D Telepresence technology 
provides three-dimensional, same-room experience 
even when you are thousands of miles apart. This makes 
muiti-location meetings and collaboration more realistic 
comfortable and productive than ever before 


A REAL SENSE OF PRESENCE Actis 3D Telepresence 
generates a life-size image of transmitted participants 
with true eye contact for an astonishing sense of pr 
and natural communication. Most importantly, this i 
possible at very reasonable operational costs si 
quality 3D calls can be made with just 2 Mbps of t 








ECONOMY-BUDGET FINEPRINT 


ership of roads was valued at 
Rs 4.332 crore at the end of 
2007-08. it inexplicably dropped 
to Rs 1,240 crore at the begin- 
ning of 2008-09. 
Interestingly, the value of 
vehicles (a depreciating asset) 
that the Central government 
owns is higher (Rs 1,717 crore) 
than the value of roads (appre- 
ciating asset). In fact, the Centre 
seems to have more valuable 
photocopiers and computers 


ASSET REGISTER 
OF THE CENTRE* 


(Rs 2,049 crore) than roads. Value 


(Rs crore at the end of 2008-09) 


Surprisingly, the Asset Register PHYSICAL 


doesn't list the value of hun- Land 117,149 
dreds of schools. colleges and Building (office) 13,525 
hospitals that the Central gov- Building (residential) 8,688 
ernment runs all over India. Roads 1,313 
This skew is perhaps why the Bridges 14,296 


h Fin: "v issi as : 
13th Finance Commission has Irrigation Projects 1,289 
recommended a complete re- Office Equipment 2,049 
balancing of the Centre'sasset Vehicles 17] 1 
portfolio by getting rid of some of 


the assets it holds (example: air- FINANCIAL ASSETS — 


lines) and acquiring those that a poc 

better depict India's develop- oa iiem 

ment priorities, such as schools. otal Assets 100, 
Source: Receipts Budget 2010-11; 
*Abridged list 


The Haj High-jack 
While much debate has taken place over the spurt in 
food and fertiliser subsidies in recent years—prompt- 
ing the government to begin thinking of Plan B for 
them—another subsidy that has skyrocketed in terms 
of growth rate (not absolute amount) is the Haj subsidy. 
In each of the past two years, the actual amount spent 
on this subsidy has overshot the estimate by over 50 per 
cent. The government now 


SUBSIDY FOR spends close to Rs 1,000 
HA) CHARTERS crore a year on this only sub- 
Budget Estimate 2008-09 sidy for a religious pilgrim- 
— i3 age. Moreover, India is the 
Revised Estimate 2008-09 only country to provide a Haj 
-a subsidy. Pakistan was the 


Budget Estimate 2009-10 
— l 


- 


Budget Estimate 2010-11 
—— 800 


Source: Expenditure Budget 2010-11; 


Figures are in Rs crore 


Revised Estimate 2009-10 
Ee 


other country to have pro- 
vided this subsidy, but it 
discontinued it in the late 
1990s. Surely, there are bet- 
ter ways of spending the 
same money on minority 
welfare without losing out 
on vote bank politics. 


Down With Dwns 

The new thinking in t- “Sizing 
problem, its speed of funt" e™Mment jg is tha 
this belief that include the Gg is, Indi: 
Basu, has smaller governmere P 
So, since efliciency and size have ». mic Adv ise 
banishing the thoughts of downsizit? ande 


ven “ine 
actually expanding it? The how abou : 
UPA government has bud- CBinent . 3 
geted raising its staff strength e$, "ind 


by 8.5 per centin 2010-11. — 2005-06 18.1) 
The ministries and depart- 2006-07 18.3 . 


ments planning toenterthe 9997-98 17.55 24. 


job market in a big way are: » 1824 44 
the Ministry of Home affairs — | " 099 
Source: Expenditure Budget 2010-1 


for Police (8,07.899 tO Excludes the Ministry of Railways: * Figures 
8,80,026), Ministry of arein Rs crore and include pay, allowances 
Broadcasting (5.128 to Ties 
6.373). Ministry of Power 

(from 1,495 to 1,978) and Ministry of Water Resources 
(10.322 to 12,769). The only department that plans to 
downsize is the Department of Science & Technology. 


The Least and the Most-Taxed 


Once the csr and the new Direct Tax Code gets imple- 
mented, most tax exemptions will go away. What sectors 
will be most affected by the withdrawal of exemptions: A 
definitive answer requires a detail study. but the table on 
"Revenue Forgone” (last page of Revenue Budget) gives 
some idea. While beauty parlours are the highest taxed 
entities, forest contractors the least. Those paying the 
least are perhaps the ones claiming most exemptions. 


MOST-TAXED SECTORS — LEAST-TAXED SECTORS 
Boauty Parlours 35.5 AE E 


S AS, ng Manufacturing of Textiles, 
34.8 Handlooms and Power Looms 
Television Channels 34 L23909 

F is show effective corporate cia e Laboratories 


tax rate (96); Source: Budget 2010-11 


The exemptions are like subsidies granted to the industries 
that the government thinks need preferential treatment. 
Some economists feel that the monetary value of such 
exemptions—revenue foregone—should actually be 
shown as expenditure in the budget. In the financial 
year 2008-09 out of the sample of 3,66,233 companies, 
1.46,554 (40 per cent) paid no taxes and only 40,7 14 com- 
panies paid tax at an effective rate of more than 33 per cent. 
Most interestingly, some 56,000 companies that 
accounted for 42 per cent of total profits paid tax at the rate 
of 20 per cent or less. © 
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OPINION-GST 





Uniformity 

in application 
of tax on all 
goods and 
services 

is most 
important. 


SATYA PODDAR 


PARTNER, TAX & REGULATORY SERVICES , ERNST & YOUNG 





Realising 








Q. Will GST reduce the tax 
burden on individual 
producers and consumers? 
The overall impact of the csr on individual 
producers and consumers would depend on 
the rate of cst. Assuming that the Gst rate is 
revenue-neutral, the overall tax burden would 
remain unchanged. However, there would 
be a significant shift in the distribution of tax 
burden across different goods and services 
and sectors of the economy. In general, all 
producers would benefit from: 
Bi Elimination of hidden and cascading taxes 
such as octroi, electricity cess, purchase tax. 
and Central Sales Tax; and 
E Elimination of competitive distortions caused 
by exemptions and different tax rates. 
Consumers would also benefit from a 
more transparent tax system. In all cases, 
the tax will be a given percent- 
age of the price they pay for goods 
and services. Currently, consumers 
have no idea how much tax is 
included in the price. Improved 
compliance under the csr would 


permit a reduction in the tax rates, Value of construction contract 
benefitting all consumers. ennaing 100000 
Q.Will GST make tax Non creditable cenvat paid on 
compliance easier and procurement of goods: 7,210 
less costly? — 


If csv is applied at a uniform rate 
and to all goods and services, the 
compliance costs would decline 
significantly. There would be fewer 
disputes about classification of 
goods and the amount of tax to 
pay. cst would facilitate automa- 
tion of compliance procedures and 
thus bring in greater efficiency. It 
would reduce interaction with the 


CURRENT SCENARIO (POST-BUDGET) 


Value of contract 
including cenvat 07210 


Service Tax on services (12.36 of 33% of 
total contract value) (10.30%): 3,677 
VAT (12.50%): 10,051 
Misc. cascading taxes (2%): 2,144 


CONSUMER INC. c1 23,082 | 


GST's Potential 


would be streamlined and simplified. The 
check posts would become redundant. The 
current plethora of taxes would be replaced by 
a single tax that is harmonised between the 
Centre and the states and across the states. 


Q.Like VAT, what loopholes can trip 
GST? For example, often we come 
across shopkeepers who avoid tax 

by not giving a cash memo. 

GST is a multi-point tax collected at each 
point of the supply chain (manufacturer, 
distributor and retailer). It would therefore be 
difficult to avoid or evade tax by any single 
distributor. A shopkeeper, by not reporting a 
sale, can only avoid additional tax payable on 
his value added. The tax he would have paid 
to the suppliers on the purchase of goods 
would then be not recoverable. 


Works Contract 
Total taxes paid on a construction contract could halve. 





If GST is at 16% 





| CGST (896): 8,000 
SGST (896): 8,000 


"qM 





tax department. Many tax forms OF TAXES TOTAL TAX 

would be eliminated and others TOTAL UD (Centre*state) 
(Centre*state) 23,082 16,000 
Figures in Rs 
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In any case, if the tax rate is low and 
covers a comprehensive base, it would reduce 


the incentive to evade tax. 


Q.In the Indian context, what in 
theory and practice must be noted 
for realising full benefits of GST? 
Three aspects would be most important for 
realising the full potential of csr in the Indian 
context. The first is the uniformity in 
application of tax on all goods and services. 
This would help eliminate the classification 
disputes and reduce uncertainty in applica- 
tion of tax. Also, the tax would apply to the 
competing producers and distributors in a fair 
and equitable manner, which is necessary for 
voluntary compliance. 

Secondly, the cascading taxes such as 
purchase tax, octroi and csr should be 
abolished. This is important to ensure that 
India becomes a common market. 

Thirdly, the csr should be applied at a 
low rate (e.g.. 5 per cent and 7 per cent 
recommended by the Finance Commission 
Task Force). It is difficult to apply a high tax 
rate comprehensively to all goods and services. 
A higher rate would give rise to legitimate 
demands for lower rates or exemptions on ne- 
cessities. Multiple rates, in turn, would give rise 








to classification disputes and erode voluntary 
compliance. A low rate, on the other hand, 
can become a virtuous circle facilitating its 
application on a comprehensive base, simple 
administration and better compliance. 


Q. Which countries have gained 
from GST? What have their 
models been? 

The most successful models of csr are New 
Zealand, Singapore, Japan and Australia. In 
Japan and Singapore, the tax was initially 
levied at 3 per cent. New Zealand witnessed a 
revenue growth of 45 per cent due to the 
low rate and simple structure of the tax. 9 
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OPINION-ADVERTS 





Tigers VS- 


„yes, that's a teaser heading on the latest Idea and Aircel ads. As both brands 


Is the Cub the 
New Pug? 





JOSY PAUL 


Chairman and Chief Creative 
Officer, BBDO India 


INVMSOD LIHOVY 


hen you look at many of 
the ads playing out on 
television these days, you 


get a nice warm feeling that India is 
developing into an environment- 
friendly superpower. Everywhere 
marketers and consumers are saving 
water, protecting trees, fighting cor- 
ruption, building greener environ- 
ments, getting people to vote, cleaning 
neighborhoods, reducing noise and 
generally doing good! We have 
become a nation of boy scouts and 
girl guides, running around with 
moral authority as we save the planet! 

So it wasn't surprising to see the 
high-decibel multimedia campaign 
from Aircel calling all Indians to Save 
Our Tiger! In collaboration with wwe, 
the campaign is attempting to raise 
awareness of the low count of tigers in 
India. All of which is fantastic, because 
the poor tigers have been waiting for 
so long for their turn to come. 

Don't get me wrong, I'm not pok- 


“Aircel is probably even taking on the endearing 
Vodafone pug with the frightened cub!” 
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ing fun at any of the initiatives. The 
"Save Our Tiger" campaign is eco- 
sensitive and the issue of the Tiger is 
now so top of mind! The figure 1,422 
is omnipresent and the vulnerable 
little cub in the ad really tugs at our 
heartstrings! More importantly. for 
Aircel, it's a smart move. It seems to be 
working harder for the brand than 
their previous attempts to build equity. 
using Dhoni as the ambassador. Aircel 
is probably even taking on the en- 


dearing Vodafone pug with the fright- 
ened cub! There's greater visibility for 
the brand, and lots of conversation 
and free media. Of course some ques- 
tions remain. What's the role of the 
brand? How do I save the tiger: Is it 
enough to merely talk about it? If it's 
a question of funding. what are the 
specifics that create action? Whatever 
the shortcomings, it's a brave mar- 
keting move and I'm sure the 
advertiser will fill in the gaps as the 
campaign evolves! 

Connecting causes to brands is 
not a new idea. Idea Cellular has been 
playing the game for as long as you 
can remember! Moving from one 
public issue to another—caste wars, 
education, corruption, fitness and, 
more recently, the environment— 
"Use mobile, Save Paper". Many of the 
brand's television spots are highly 
salient, wonderfully crafted and cre- 
ate new connections in the con- 
sumer's mind. But that's where they 
remain. Terrific rv spots! The brand 
flits from one cause to another with- 
out dropping anchor or making a 
commitment! After a point it does 
feel that the causes are horses that the 
brand is taking for a royal ride. There 
is very little source credibility. What 
has the brand done to truly champion 
these causes? But then, as my wise 
grandmother once said, something is 
better than nothing, and every little 
thing counts. So may thoughts lead to 
action! And may the tiger cub, the 
lush forest and the eco system live 
in joyful harmony! And may India 
continue to lead the commonwealth 
of causes, at least in advertising and 
marketing! 


` Woods 





latch on to environmental hot topics, BT asked two experts to cast their vote. 


Idea Wins Over 
a Paper Tiger 


here can't be a debate about 

the better campaign. Idea runs 

away with it, hook, line and 
paper. Consider the Idea save paper 
campaign. Simple thought. Powerful 
execution. The awesome thing about 
this campaign is that it is do-able. You 
can do it, I can do it, and so can Ramu 
Kakka do it. In fact, so can his cousins, 
bacchhas, nani, padosi, you name it. 

The content, along with aam aadmi 
casting, achieves the intent. They work 
together brilliantly, and effortlessly 
plant the seed of saving paper through 
mobiles within every Indian heart. 
More than changing over from the 
paper medium to the mobile media, 
the film is a veritable list of things to do 
and applications to consider. 

This is a campaign born for these 
times. People are already predisposed 
to saving paper and trees, and this 
campaign is but a well-timed impetus. 

The campaign is also friendly, 
earthy, relevant, relatable, entertain- 
ing, and inviting. It even uses the 
medium (mobile) to drive and make the 
message happen. Then again, the con- 
cept of replacing paper with the mobile 
media is not an idea that lives in Pluto. 
It is an idea that thrives in our imme- 
diate environment, and in our imme- 
diate lives. 

Look at email. Look at e-cards. 
Look at e-bills. Consider the number of 
trees already saved. Now multiply that 
with everything else that can be 
replaced by mobiles. Tickets, coupons, 
ads, magazines, exam papers, 
newspapers, a zillion possibilities. 

These aren't distant thoughts or 
fantasy. These are ideas that will yank 
open our eyes, minds, and our imagi- 


nation. Unlimiting us into doing more. 

The campaign also doesn't compel 
us to do anything extraordinary to 
save trees. It just greases our minds 
and suggests options. Encouraging us 
to use our mobile more like a living 
device than a talking machine. 

The best thing about Idea is that it 
isn't asking us to do anything heroic. 
To make the change happen, we don't 
have to take out rallies. We don't have 
to volunteer blood. We don't have to 
part with savings. Nothing. 

All the resources we need to save 
trees is in our hands now: The ubiqui- 
tous mobile. We just have to see merit 
in its potential that's just limited by 
our minds. This is the definition of in- 
spired empowerment. Showing us the 
way. Asking us enthusiastically to look 
at the brighter, more efficient, and the 
most immediate way of saving paper. 

With 500-odd million people using 
mobiles, or half of India already owing 
the only equipment needed to save 








PRATHAP SUTHAN 
National Creative Director, 
Cheil Worldwide, 
South West Asia 


"The best thing about the Idea campaign is 
that it isn't asking us to do anything heroic" 


trees, look at the sheer power of what 
this campaign can achieve, and the 
invisible force it has possibly started 
to gather. 

Just a quick thought about Aircel's 
tiger campaign. I think advertising 
has been trying to save tigers long 
before I started my career. And since 
it hasn't been able to save them till 
now, and tigers have perilously dwin- 
dled, I know Aircel's paper tiger cam- 
paign isn't going to work either. © 





April 4 2010 BUSINESS TODAY 47 


M. 


14 
id 


` 


fet 


= 
ha 


- 4 


"t 
ise dey 
M rn aA he 


touc f? 


* 
b 


SN Ld vs A 


t 


ui 


o 


2 


Li 


s 
— ġett 


bd 

s 
> 
. 





f 


In > 
21:132 oe ee 


"t 
"^. tht 


iiid I7 1:121: 18 





"cr 
tee» 
t 
i, 


U , ^ 2 f žė M 
SHOP AEE oe 
uU. IB | 
>A A 
" 


pt 


'so8gurÁepojeipuiMMM/VHHS3IN NVAIA 








COVER STORY-NOKIA 


Nokia India can ill-afford to 

s bask in the glory of being 
the biggest foreign-owned 
company in the country. 
Key to its lasting success 
is how it helps its parent 


make an ambitious 
transition into services. 
JOSEY PULIYENTHURUTHEL 


wo davs to Christmas, on 























an unusuallv warm 

afternoon in the capital 
management guru Ram 

Charan is pacing a large 
conference hall at a Radisson hotel 
in south Delhi. His audience, the most 
successful consumer sales force in the 
country, some 250 sales and 
* marketing people from Nokia, each 
key to the €4 billion, or Rs 22.700 


» | oos 
` 


crore, annual revenues the world's 


The Nokia India team (L to R): 

—" Vineet Taneja, Marketing Director; 
did D. Shivakumar, VP and Managing 

Director; Shankar Subramanian , 
Head, Retail, Vipul Sabharwal, 
Director, Sales; Sudhir Kohli, 
Head of Care, (standing at the 
back) and V. Ramnath, Head, 
Operator Channel 
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biggest phone maker counts from India. 

The part-time consigliere to global œos (from Jeff Immelt 
of General Electric to the Coca-Cola Company's Muhtar Kent, 
to Mukesh Ambani of Reliance Industries) has a simple fix 
to the dilemma before Nokia's foot-soldiers in India: What's 
there left to achieve after securing a crushing 60 per cent 
share of the market: 

"What you are selling today is not just boxes (phones) but 
services and applications," booms Charan, 68, to the collective 
sound from the audience and some rapid note-taking on 
smartphones. Then, paraphrasing legendary Coca-Cola ceo 
Roberto Goizueta's “share of stomach" strategy—that the 
Cuban-born honcho crafted to brilliant effect in the 1980s to 
counter Pepsi—Charan asks the core team of Nokia India: 
"What is the share of consumer time you can command? 
What is the app that a consumer cannot live without: 





Not a killer app yet: A Nokia Ovi store in India 





that's how you increase your runway.” 

The angst at Nokia.India has a global context. As early 
as 2001, when phone markets such as China were boom- 
ing—and India was just a blip on the global telecom 
radar—it was evident to Nokia's top team that saturation 


Services 


of its core market was but a few years away and soon it 
would be selling phones only to replace existing handsets. 
But. that 50,000-feet view was visible to few outside 
Nokia's Espoo, Finland, management. In 2002, when 
then-chairman Jorma Jaakko Ollila outlined his vision to 
have Nokia wade into mobile and technology services, it was 
not even noticed by analysts, who saw it as another attempt 
at "convergence" by yet another telecom, broadcasting 
or technology company. Nokia "started very early when the 
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market and competitors were not ready for it," says Carolina 
Milanesi, Research Director for Mobile Devices at the 
London offices of tech research firm Gartner Inc. 

Today, the world has an estimated 4.6 billion phones to 
its 6.2 billion people. and Ollila's (currently Non Executive 
Chairman at both Nokia and Royal Dutch/ Shell) vision is 
seen as a no-brainer and bought into widely. Even India, 
which had 10 million mobile phone connections when 
Ollila first publicly articulated his vision. today has at least 
40 times more cellular phones and some 500 million 
connections. It is the fastest growing telecom market in the 
world but the writing on the wall is clear for the Nokia team 
that Charan was addressing: Transform into an Internet 
company or perish. 

That is easier said than done when you are a company 
with €41 billion in sales globally and a legacy stretching 145 
vears. Think of the challenge with this 
hypothetical example: rv makers such 
as Panasonic or Videocon trying to get into 
creation of content to be stickier with 
viewers. There have been few attempts at 
transformations of such scale globally 
and far fewer that are successful. Disasters 
include the Detroit carmakers' attempt 
to get into insurance or Pepsi's move into 
fast food in the late 1970s and 1980s. 
Successes: Hewlett Packard's dive into 
printer services or IBM diversifying into 
services after a near-bankruptcy. 

Like iBM's teething troubles in the early 
1990s, Nokia has had its share of failures 
in the last six years. The initial years saw à 
confused Nokia aiming to be Google for the 
mobile world. Roadkills on the way—Ovi, 
its platform of applications that didn't 
climb as much in popularity as expected; 
its gaming strategy that turned a dud; 
and an $8.1-billion (yes, Rs 32,240 crore 
then!) acquisition of Navteq. a maps com- 
pany, that Nokia couldn't monetise (see More Misses Than 
Hits). Things came to a head middle of last vear with analysts 
panning Nokia's services and solutions shift. In August 
2009, Goldman Sachs downgraded the stock saying the com- 
pany's troubles were “self-inflicted”. 

But all that's history. Let's come back to India and 
management guru Charan's worried audience. Nokia 
globally is setting up for its next set of big drives into new 
services and its playground is decisively India. “India is a 
great microcosm of the world; it has (demand from) both the 
high end and low end of the market. We are using India as 
a test-bed for other markets,” says Mary McDowell, Nokia's 
New York-based Chief Development Officer, and a member 
of its Global Executive Board (cB) led by cro Olli-Pekka 
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AN 
HR PROFESSIONALS 
PROMISE. 


It's the promise | made to myself. For the sake of others. 


A pledge to find and realise the potential within those 
who make up the company | work for. 


A will to be a catalyst who makes organisations flower by 
helping their people be all they can be. 


A vow that can only be fulfilled when I first 
realise the potential within myself. 


It's a journey of growth and discovery. 


Abhishek Rao, HR Executive 
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Kallasvuo that steers the company with weekly meetings in 
what are turbulent times (2009 saw Nokia revenues shrink 
by one-fifth from €52 billion a year earlier). Top among 
the ctb's agenda are new initiatives Nokia is putting together 
to speed up its rollout into services and solutions. 
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PCC Iul mri 
Nokia Money promises anytime, anywhere, 
anyplace shopping. Merchant payments and 
person-to-person transfers hold big sway. 


Ce en 












rimary among these is a project the company calls 

Nokia Money—a financial services platform that enables 

money transfer, remittances, airtime recharges and 
payments on the mobile phone—that is being put to trials for 
the first time anywhere in the world in India. There have been 
several experiments and models around mobile transfers 
and payments but the Nokia secret sauce of a simple and 
intuitive user interface shines in Nokia Money (branded 
"Mobile Money Services” of partner yes Bank in India in def- 
erence to Reserve Bank of India rules). A customer can 
transfer money from a bank account or pay for a purchase 
with simplicity akin to sending an sMs or text message. 
Imagine being able to pay for vegetables with an sms or wire 
money to an impatient daughter's mobile phone at a mall. 

That is appealing but how will Nokia, which uses 
technology from Obopay. a mobile payments company it 
bought into in March 2009, differentiate itself from at least 
half a dozen others such as mChek or Boku vying for traction 
in the space? "We have the scale, cash and brand." says 
D. Shivakumar, Managing Director, Nokia India. The Finnish 
giant has an estimated 240 million phones in India, making 
it at least double the size of the biggest mobile phone services 
operator, Bharti Airtel. Globally, it has spent some 
$15 billion on its transition into services. On trust, Gartner's 
Milanesi thinks Nokia, which has topped brand-trust surveys 
in India, has the edge. "Customers don't really trust their 
phone operators (for mobile payments)," she says. 

If it gets its act right, it could be a game changer for 
Nokia in emerging markets. Ranjit Tinaikar, Partner at 
McKinsey & Co., reckons that revenues that banks and 
financial services providers make about $15 billion from all 
payments-—salary transfers to social security spending to 
candy purchases, all of which tot up to some $9 trillion in 
India. Within this. mobile payments today account for just 
$60 million but, at 43 per cent growth a year, is the fastest- 
expanding segment. "Even based on a conservative, tradi- 
tional business model of urban penetration, that could grow 
to about $1 billion by 2015," Tinaikar says. 

Or more if market uptake is faster for the service. Given 
that financial inclusion—the aim to increase banking cov- 
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ride with more lows than highs. 


distinguish between hype and truth. In 2003, when Nokia 

unveiled the N-Gage gaming mobile device, the press 
releases bragged how the device will be a game changer, 
giving mobile device users the ability to play high-quality 
games. But the device flopped, not least because you had 
to hold it to your ear sideways. 

By 2006, it was withdrawn from the market only to 
make a re-entry in 2008, when Nokia made it a game 
platform rather than being hardware-specific. This time 
it was done in by a lack of titles, clunky hardware and 
consumers gravitating to stand-alone portable gaming 
devices such as the Nintendo DS. 

Nokia's other service and solution initiatives such as 
Nokia Maps and the Ovi Store have been great ideas, but the 
company has dragged its feet on implementation, particularly 
in India. Two years ago Nokia announced the virtues of 
"Comes With Music", a service that allows unlimited access 
to the nearly 9 million tracks Nokia has on its music store, 
but is yet to introduce it in India and several other markets. 

Several other initiatives are in the works and Nokia will 
work hard and with intense tenacity to make sure they work. 
Full marks too for its honesty: Nokia Executive Vice-President 
Anssi Vanjoki admitted a few weeks ago that the N97, 
billed Nokia's iPhone Killer and launched in mid-2009, 
was indeed a let-down. 

Despite such openness, it is difficult not to conclude that 
Nokia has the smart people to come up with ideas but not 
enough of them to implement and build them into big business. 
Even when they implement an idea, it is often too little, too 
late to catch up with the market leader. Nokia today moves 
around a million applications a day from the Ovi Store, one- 
tenth of what Apple users download. And Apple is constantly 
improving its service as is the rapidly climbing Google and a 
newly-vitalised Microsoft which recently announced Windows 
Phone 7, a new mobile operating system. 

One way to fight this would be on the legal 
front. Nokia recently complained against Apple to the US 
International Trade Commission alleging Apple used Nokia 
patents without permission. Apple counter-sued. Whatever 
the result of this legal battle, Nokia will not win the war. The 
war is for consumers and the prescription there is simple: 
Delight the customer with new phones or services. 

One offering from the Nokia portfolio that has the 
potential to deliver such delight is Nokia Life Tools, an 
application that delivers information and entertainment 
updates on basic handsets. Between India and Indonesia, 
the company has a million users signed up in less than nine 
months and the application is ready for transplanting into 
markets such as China, Africa and South America, where 
consumers have similar needs. 


l n consumer electronics launches, there is little way to 
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Birth Of Chanakya Institute of 
«Management Studies & Research 
Chanakya was launched in September 
2007, under the auspices of "All India 
Institute of Local Self Government 
(AIILSG). The AllLSG was founded in 1926 
as a recognized autonomous research and 
training institution in the field of urban 
development and governance. It was 
registered as a society under the 'Societies 
Act’ in 1970. 
renowned international bodies such as 
UN-HABITAT, UNDP, 

UNICEF, WHO, GTZ, CLGF, IULA etc. to 
, impart training and conduct research 


It has cose ties with 


activities. 

To Capitalize on its experience in the field 
of education and research as well as to 
contribute towards meeting the high 
demand for ‘Qualified Management 
Professionals’. It decided to set up an 
advanced and progressive Management 
Institute. Thus Chanakya was born. 
Vision: 

To be a Premier Business School, achiev- 
ing excellence in Management 

Education and Research through continu- 


ous competency building 


Chanakya 


Institute of Management 
Studies & Research 
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Admission Open for PGDM 


(AICTE Approved) 


loday'’s Corporate require 


managers who possess a greater degree of intelligence 


Emotional & Spiritual Quotients i.e. value based managers who are emotionally 


stable, while applying their analytical power to project likely 
business scenario. Nurturing academic talent through extensive re 


outcome in given 


search is one of 


the primary objectives of our institute. Research is considered to be the backbon: 


of any premier management institute. 


We as a Management institute have always been open to new ideas and 


experiences on development paradigms and we have constantly endeavoured to 


search models that are relevant to the socio-economic and business 


of our country. 





Mission: 


To Provide quality education & 
training by employing innovative 
pedagogy. 

To have a flexible and need-based 
Course Architecture. 


To bring advancement of knowledge in 
the field of management by undertaking 


relevant innovative research 
programmes. 

To associate with the government, 
industry and institution in the 
development and application 

of new knowledge for the benefit 
of society. 


Corporate Activities at Chanakya 
I8 Management Development 


Programmes. (MDPs) 

Chanakya offers short duration 
Management Development 
Programs (MDPs). 

MDPs are designed keeping in view 
the ever Challenging and changing 
demands of the corporate houses. 


Customized Training Programmes. 


Standard Modules from reqular 
MDPs are also combined & adapted, 
Whenever necessary, to suit the 


environment 


requirements of Client organizations. 

* Duration of these programs ranges from 
two days to one month depending upon 
the variety, magnitude and complexity of 
topics covered. 

* Programs can be conducted at the 
Institute or in the premises of the client 
organizations. 

Consultancy & Research Assignments 

* Preparation of feasibility reports 
& project appraisals to Tax Planning. 

* Managing Personnel Problems. 

* Human Resource Planning & Policies. 
Organizational Restructuring and 
Development Interventions. 

e Market Research & Development 


of Effective Marketing Strategies. 
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erage of a population—is a key item on the government's 
agenda, the plans of Nokia Money (as also others in the mo- 
bile banking space) could get a big leg-up. Depending on the 
location and services offered, it costs a bank up to Rs 600 to 
open a new customer account. Even for so-called no-frills 
accounts that operate at near-zero balance, the costs rarely 
fall below Rs 60 for a new account. 

With mobile banking. says Rana Kapoor, Managing 
Director and cro of yes Bank, "such accounts will sud- 


denly become bankable with 70-80 per cent lower costs of 


opening and running an account". Besides, Nokia Money. 
which is telecom operator and bank agnostic, will get a fillip 


as such savings accounts make for the cheapest source of 


funds for banks, he adds. yes Bank alone is targeting some 
30 per cent of incremental savings deposits between 201 2 
and 2015—which is when mobile banking will “take off like 
the hockey stick curve"—amounting to some Rs 5.000 crore 
from mobile bank accounts. 

Nokia will not spell out how it will make money but says 
it will charge a service fee, commission or a cut of the 
transaction amount much like how credit card companies 


/ "There will be a small amount charged for cash-in and a small percentage for cash-out. 
| A merchant will pay a small amount ON each transaction" 





Ww 


SURESH VEDULA/ Head/ Nokia Money 


or banks levy a charge. "The business model is straight 
forward," says Suresh Vedula, Head of Nokia Money in India. 
"There will be a small amount charged for cash-in and a 
small percentage for cash-out. A merchant will pay a small 
amount on each transaction." 

How small? Vedula savs that costs imply the Nokia 


Money charges will be much like credit cards where the 


transaction fee is typically 2-2.5 per cent or postal money 


NOKIA'S ` 
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orders that levy 3-4 per cent to deliver money. That could 


make for a tidy—and prolitable—sum, given customer 
targets (Nokia Money will for now potentially work on 


the 200-million-odd phones in India, including those made 


by Sony Ericsson and Samsung, running recent versions of 
Symbian software). Vedula, the man at the forefront of 


Nokia's next big thing, expects to convert a "good proportion 
of the 200 million" in three-to-four years with inflection 


PATH DN Nokia's then- Nokia launches the Nokia 
/ CEO Jorma Ollila first two of its self- launches the 
outlines the services styled ‘multimedia N73, its most 
vision: "Digital convergence can bring new computers’, the N70 successful product in the 
revenues and productivity gains for all and N90. With support Nseries product range. The 
parties of the value chain. for the mobile device comes with an upgrade 
"The company takes its Internet, dedicated to the Symbian OS and is the 
first tentative steps music players and first device with a 3.2 
towards multimedia Nokia enters the gaming market high-resolution megapixel camera. 
devices. The first major with the N-Gage deck. Poor design ^ cameras and support In July, Ollila steps down and 
release of Symbian Series anda patchy selection of games for applications, these Olli-Pekka Kallasvuo takes 
60 operating system is | condemns the device to be a are a breakthrough over as CEO with a more 
made; it is colossal failure. It was outsold by in mobile devices. aggressive thrust on services. 
considered Nintendo handsets by a factor of Nokia acquires German route- 
ahead 100-1 in its initial days. Nokia planning company gate5 and 
of its time.  discontinues N-Gage in 2006. licenses maps from Navteq. 
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point expected in 12 to 18 months, "Much like sses took 
off in India," he insists. 

The aim at Nokia is clear: Take Nokia Money to other 
markets, says McDowell, the highest-ranking non-Finn 
in the company. "The goal of Nokia Money is to have a 
global tech platform and to be in similar economies. " 
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Beyond Cash 


Other money-spinner applications on the 
way, too. Agri information, entertainment, 
English tutorials on tap. 


If Nokia Money is the silver-tipped spear for the company. 
there are other arrows in its services quiver as well. Services 
such as music, maps and messaging; applications like 
Nokia Life Tools (Nur) and scores of others banded under its 
Ovi platform; and platforms that are being set up to tap into 
the needs of small businesses in emerging markets. All 
these services and solutions together contributed nearly 


| 


€170 million in revenues in the fourth quarter of 2009 for 
Nokia. This is small change for the company but enough to 
show the potential that services hold for Nokia's future. 
(Reality check: Nokia's media, gaming and Ovi global 
downloads of a million a day pale in front of the 1 5 million 
of iTunes songs and iPhone applications that Apple counts 
daily. mostly in the us.) 

several among Nokia's suite of services have been 
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“No-frills accounts will suddenly become bankable with 70-80 per cent lower costs. 
Between 2012 and 2015, mobile banking will take off like a hockey stick curve" 


RANA KAPOOR/ MD & CEO/ YES BANK E: 


conceived, developed and honed in India. Take Nur. for 
instance, which offers a range of agriculture, education 
and entertainment services for between Rs 30 and Rs 60 a 
mobile phone user a month. Nokia India gathers regularls 
updated information on 1 30 data points and categories 
and organises it with the help of a 40-seater call centre in 
Bangalore. Result: Farmers, traders and the like can access 
farm produce prices, weather forecasts and advice on seeds. 





January: Apple launches In an effort to keep up with 
the iPhone, the most suc- BlackBerry, Nokia introduces 
cessful multimedia mobile a new push email service: 
device to date with close to Nokia Messaging. Company 
50 million sold. September: takes the Symbian 0S 
Nokia launches 'Ovi' an forward with the Series 60 
umbrella for all its services 5th Edition that runs 
— Offerings. December: Nokia Nokia 5800, its first 
buys Navteq for $8.1 touch-screen device. 
billion and Nokia unveils Device still lags “*multi- 
its ‘Comes With Music’ touch’ capabilties of devices 
platform. Google forms such as the iPhone. 
the ‘Open Handset The first Google Android 
Alliance’ to create a devices start to ship. 
new mobile OS. 





In June, Nokia introduces the Nokia launches a 
N97, billed an iPhone rival. The new version of 
N97 too does not support multi- Ovi Maps with 
touch. August: Nokia introduces Free Navigation. 
Ovi Store with 10,000 apps and if In February, 
Nokia Music Store with the Nokia and Intel 
largest digital repository of — | announce that 
Indian tracks. : they will combine 
their mobile 0S 
| Google launches efforts to create 
Google several new features 'Meego' a new 
of Android including Linux-based 
free navigation. Nokia announces its Nokia platform to run 
Money, a mobile financial services initiative. multiple devices. 


In October, Nokia sues Apple, which hits 
right back with a legal suit. 
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fertilisers and farming on their mobile phones. Since its 
launch in mid-2009, the service is being taken pan-India after 
trials in Maharashtra. The model, exported to Indonesia in 
November, today has one million users—a number expected 
to ratchet up this year as Nokia rolls it out in other markets. 

Ditto with Nokia Tej, a sales force automation. or SFA, 
software. (Tej is Hindi for fast.) Tej allows a company's 
sales people and distributors easily update a retailer's stock- 
ing requirements or the quantum of raw materials needed 
by clients such as garment companies. Typically. today such 
information is relayed to the producer over phone, fax or 
email but Tej attempts to automate the process through a 
highly customised application on a mobile phone. 

This is not new ground that Nokia is breaking. "There will 
always be other players but with a platform like Nokia, we 
have the advantage." says Antti-Jussi Suominen, General 





"Nokia started on mobile and technology services VETY early, when the market and 
competitors were not ready for it" 
CAROLINA MILANESI/ Research Director, Mobile Services/ Gartner 


Manager of Corporate Business Development for Commerce 
at Nokia's Espoo headquarters. The bigger challenge. 
according to him, is the ability of Nokia to build an eco-system 
of software product vendors and system integrators around 
Nokia Tej to help the spread of the software. 

A similar eco-system test stares Nokia in the face as it tries 
to morph itself into an open, Internet company embracing 
a multitude of community-generated applications. Nokia is 
no Google or Apple when it comes to following in the de- 
veloper fraternity. The responsibility to change that and 


make Nokia a destination of choice lies on the shoulders of 


Purnima Kochikar, an Indian-born technologist in Silicon 
Valley. California, the heart of innovation in all things tech. 
She leads a developer initiative called Forum Nokia. 

"The Forum brings in third party innovation into the 
Nokia fold," says Kochikar. The pace at the Forum Nokia so 
far lags rival Apple by a few light years (6,500 applica- 
tions vs. 150,000), but Kochikar and team are putting 
together the various pieces of their jigsaw together. While 
Apple is mostly us-focussed, Nokia's strategy is to build a pres- 
ence that is more widely dispersed. There are early signs that 
penetration might be happening. Democracy activists in 
Teheran used Qik. a live video streaming application for 
phones with Symbian software and available on the Forum 
Nokia site. to broadcast videos to the world when the 
government there clamped down on media in June 2009 
after elections that the protesters said were rigged. 

Still. critical to seeding a large and vibrant code jock 
community is a mass base of customers willing to buy 
those applications for utility or entertainment reasons. 
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That is where Nokia's billing arrangements with 60 
operators in 18 countries helps. In effect, a bhangra rap 
music fan in Toronto or Taran Taran can buy an application 
around it and pay for it in local currency to his phone 
operator through a deduction of a pre-paid account or a 
charge on his monthly bill. 

Nokia makes money by keeping a cut of the amount paid 
for the application and passing on the rest to the developer. 
This can be a powerful model, especially for advertising 
clients: in a recent contract, Unilever's Brazil unit ap- 
proached Nokia Interactive (the company's ad network) for 
five cooking campaigns. Nokia connected the foods and per- 
sonal products giant with developers who rendered the 
campaigns. "Our market footprint make it interesting for 
developers,” says Kochikar, who counts India (second 
only to China by the number of developers signed on today 
with Forum Nokia) as a big potential base for developing 
applications for global and local consumption. 
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Devices, Culture a Drag 


China-made phones nip at Nokia's heels; 
three years after the iPhone, it is yet to 
respond. Telecom legacy hurts in Web era. 


Even as Nokia attempts the big transition into services, 
its core business of phones is hurting. Not just from the 
recession. In the developed world (primarily, the us), which 
makes for a big proportion of high-end phone sales, Nokia 
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is vet to recover from an almost knock-out punch that 
came from Apple in the form of the iPhone. “We've been 
waiting for an answer to the iPhone for the last three 
years,” says Milanesi, the Gartner research head. "At the 
high end, they have one last chance—the product after the 
N900 has to be the answer." The N900, launched in 
November 2009, is the latest of Nokia's smartphone releases 
and has been panned by reviewers and customers, who have 
been more impressed with launches by the likes of HTC 
and Motorola. That position looks more vulnerable as 
phones with better software capabilities such as Google's 
Nexus One hit the market. And, here's what makes it look 
worse: Smartphone consumption is forecast to climb to a 
third of global phone sales from 14 per cent by 201 3. 

In India, Nokia's second-ranked market by volume 
sales and where typically the demand for phones is in the 
value category, the company is getting buffeted by China- 
made phones that retail for less than Rs 2,500. A bevy of 
new mobile phone brands—Lava, Micromax, Intex, 
Karbonn, Spice, to name a few—have flooded the market 
with phones that challenge Nokia primarily on price (and 


| “What is the app that a Consumer cannot live without? : 





Services-that's how you increase your runway" 
Me RAM CHARAN/ Management Guru 


margins) and, occasionally, features such as dual-sim card 
capability. It's what Nokia's Shivakumar called “a real 
nightmare" in an interview with 57 last year, it seems, is 
coming true. “I wake up every morning thinking how to 
prevent a competitor from chipping Nokia's dominant 
market share away,” he had said in May 2009. Even 
branded competition such as Samsung has stolen a march 
over Nokia in India with so-called touch phones. 

So, that makes Nokia's world all the more complex: Not 
only should it chart its way into a new Internet-led world 
of telecom, it needs to deal with the pincer-like pressure at 
the top and bottom ends of the mobile phones market. Its cul- 
ture from the telecom world, relying on closed-door and pro- 
prietary technologies, is alien to open, Internet-based mod- 


els and this too hurts. “The telecom world is one of 


gentlemanly agreements on standards and handshakes,” 
agrees McDowell. “It is more bare-knuckled in the Internet 
world. Nokia is (today) aggressively setting standards." A 
recent tie-up merging its Maemo software platform used on 
its high-end phones with Intel's Moblin to create a unified 
Linux-based platform branded Meego that will run on 
multiple hardware platforms across a range of computing 
and mobile devices is one such effort. 

To be sure, spunky combativeness has always been a 
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strong feature in Nokia culture. Chances are that at least 
one of its new initiatives or all of them collectively will help 
Nokia hit paydirt (far beyond its conservative €2 billion 
target for 2011 for services). Think Nokia Money (BT saw 
a demo of Rs 100 transferred to a Pune customer with the 
ease of an sMs), think music or entertainment content on 
phones, think a killer application (for instance, one that is 
integrated with Nokia Maps and helps you track your 
kids), think software for sales people or suppliers, or think 
free BlackBerry-like email for enterprises. 

The possibilities before Nokia are enormous. It is just 
that no company in the world has made such an ambitious 
transformation driven in a large part far away from its 
home market. But if there's one international corporation 
that can make the change, it is Nokia. It is arguably the 
best positioned in emerging markets full of customers 
with fast-evolving needs that are waiting to be capitalised 
upon. And it has a history of changing its spots success- 
fully (it shed its power, tyres, cables and machinery 
businesses as late as the early 1990s to focus on electronics 
and mobile phones). As Kochikar, the Forum Nokia head. 
says, "We made the transition from rubber boards to 
mobile phones, didn't we? I suppose we can make it from 
mobile phones to mobile solutions." © 
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The fast growing petroleum coke industry in Asia offers tremendous 
potential for core industries like cement, power, aluminium, steel, 
refining, etc. The 1" Annual Asian Petcoke Conference will provide an 
à overview of emerging Asian markets; in-depth analysis of challenges in 
production, marketing and consumption of petcoke in all key 
applications besides providing ample networking opportunities. 


The Conference is organized by Jacobs Consultancy (formerly The Pace 
Consultants Inc.), the world's leading authority on Petroleum Coke and 
other Carbon products, and will have participants from India, China, the 
Far East, the Middle East, Europe and the Americas. 


You simply can't afford to miss it. 





Register now on www.petcokes.com 
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Cathleen P. Black 


President, Hearst Magazines 


~ We Cant be Afraid of 
e Online Medium, 
e Have to Embrace it” 








athleen P. Black, She spoke to &'s Shamni Pande about srilliant! (laughs) | am not saying 
President, Hearst Magazines, the challenges confronting print magazines that it is not difficult. I think if we 
(which includes such brands and the globalisation of lifestyles. Excerpts: innovate, look into our readers’ needs 
as Cosmopolitan, Harper's and tap them, successfully tap the 
Bazaar, Marie Claire and In one word, the future of your digital space... I see no reason for the 
Esquire) was in the country recently. magazines... printed magazine, as we know today, 
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not to succeed. But we must keep 
pushing all the time. 


Readers seem to be growing In 
the online space, but the paradox 
Is that It Is not a monetised model 
yet. So, what's the solution? 

I spend 30 per cent of my day dealing 
with issues connected to the onltne 
space. It could be a meeting about 
making an Investment in the space, 
acquiring a company, starting some- 
thing new... so, all of our people are 
very comfortable now in the online 
space. Whether 1t 1s mobile, video, 
e-reading, website... facebook pages, 
all of it. We cannot be afraid of the 
medium, we have to embrace it. 

Yet, the business model of the 
Internet is nothing like the business 
model of the physical magazine. Right 
now, there is no comparison between 
the revenues that we, for Instance, 
get for Cosmopolitan magazine and 
what we would get from the online 
space. In time, as the ad revenue 
grows for various things related to 
the digital space, there will be a 
change. 

We do not have a consumer or 
reader problem; The challenge ts to 
figure out how we can get the rev- 
enue on all facets of the digital space. 
It's starting to happen: Digital rev- 
enues have Increased about 20 per 
cent during 2009. There are strong 
forecasts for 2010, but still, it is a 
long way to go. 


I would say that the arrogant part 
for the "Vogue: September issue” that 
the movie seemed to reser to Isn't quite 
like that. But the truth Is that the aura 
of fashion fs an amazing draw... I am 
amazed that so many people are in- 
terested in the whole world of fashton. 
But it does open up the eyes of the 
people to the world. 


Oh sure! We are very consdous about 
costs today. We certamly want good 
work, but for less. Something that 
is less wasteful and more efficient. 
This is reflected also in the way we 
approach our content. We try and 
offer our readers choices of Inexpen- 
sive pursuits, give them investment 
advice, Slowly, but surely, there is 
a change. We have to take in a reader 
who is affected by the slowdown and 
wants options. But, yes, certainly 
being extravagant with our 
production costs ts out. It was never 
a good option. 


This Is your first visit to India. 
What is your Impression of the 
sights and sounds around you? 

It is exctting for many people, includ- 
ing me. I think, at one level, people 
here come across as being very 
sophisticated. There's pretty much 
an international feel to the crowd —in 
terms of thelr clothes, the kind of 
movies they watch. Our group here ts 
represented by many young women 
whose energy levels are high; they 
are very creative and talented. 


So, from a magazine point of view 
that would be a good thing con- 


Exactly! We believe that our 
magazines make that connection— 
they help someone live a better life: 
they give ideas, insptration.... 
Passion for home, fashion, personal 
grooming, relationships.... These are 
universal issues and make for com- 
mon connections. Most understand 
that the DNA of Cosmopolitan, for in- 
stance, is relationships, so you could be 
launching in Vietnam. ..but the concept 
remains the same. 


Given that the world is flat today, 
where would you say these influences 
emanate from? Stil New York and 
Parts? 

I think Asia is becoming more 
important. Our fashion editors today 
geek trends from all over the place. It ts 
a more difficult environment now for 
the fashion and luxury industry, given 
the slowdown. But the interest In all 
things Asian is a bigger trend. Given 
the way the Indian and Chinese 
economies are growing, there ts a big- 
ger, integral challenge tn how the 
Jewellery and luxury markets and 
brands are going to evolve. 


You are seen as the ‘first lacy’ of 
the American publishing business. 
How has the environment changed 
from the gender perspective? 

The biggest change ts that when you 
enter any business meeting and see at 
least 50 per cent of representatives 
being wornen-—sometimes even 90 
per cent women! But the magarine 
business has always attracted a lot of 
women. You see that internally as 
well; many of our offices are domi- 
nated by women colleagues. Though, 
mind you, I welcome men to our bust- 
ness as well! We publish three maga- 
zines targeted at men: Popular 
Mechanics, Smart Money and Esqutre, 
the latter ts a global brand. Their offices 
then, have a lot of men. Basically, I do 
not see any difference and our business 
has tended to attract both male and 
female readers. 


What are your expansion plans 
and plans to introduce The Oprah 
Magazine? 

We are growing and expanding Into 
new markets. The Indian experience 
has been good. In fact. 35-40 per cent 
of our profits come from global mar- 
kets. And that fs the way forward. As 
for The Oprah Magazine, | am not sure 
if this would go well beyond its home 
market and the audience will con- 
nect with her and her philosophy as 
strongly as they do In the us, © 
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bitumen at Rs 26,000-Rs 32,600 


per tonne plus taxes 
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THE LONG ROAD 
AHEAD 


» To do 7,000 km annually, 
work in progress of 20, 
km, worth Rs 2 lakh crore, 
is needed. 


> In the past five years just 
1,680 km of highway has 
been built at an average 

of just 4.2 km per day. 


>” 45 labourers 


five persons for 


miany after 





FEW 
MILESTONES 
TO REMEMBER 
50 FAR 


s Year-wise 





That's the milestone Highways Minister Kamal Nath 
wants to cross every year for the next five years. 
That works out to a daily average of 20 km, more 
than double what the country has ever achieved. 


Is the minister serious? 
K.R. BALASUBRAMANYAM 


ack in 2004, when Kamal 
Nath was Minister for 
Commerce and Industry 
in the first term of the 
United Progressive 
Alliance (UPA), one feather in his cap 
was his ability to persuade Toyota to 
set up its global small car plant in 
Bangalore (the plant will be ready to 
begin commercial production by the 
end of the year). You would think 
that the Toyota top brass would be 
grateful to Nath for the opportunity. 
Well, they might have been at one 
time but, today as Road Transport 
and Highways Minister, Nath has to 
hear some uncomfortable truths from 
the Japanese car maker. "Now they 
ask me: You told us to set it (the plant) 
up but where is the road and where is 
the port," shrugs Nath. 

Nath's short point in an interview 
with aT ("I Have Brought in Accoun- 
tabilitu", pg 66 ) is that the absence of a 
quality road and highway network im- 
pacts trade and manufacturing. "We 
talk about ports and airports but if you 
don't have port connectivity or airport 
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connectivity, it doesn't fly. Roads impact 
agriculture, trade and industry,” says 
Nath. Road traffic is growing at 7-10 per 
cent, and vehicle population at 12 per 
cent, a vear. Yet, national highways 
make up a puny 2 per cent of the na- 
tion's road network although thes 
carry 40 per cent of traffic. 

That may have been the trigger for 
Nath coming out with all guns blazing 
after he took over as Highways Minister 
in May 2009. He set a target of building 
35,000 km of national highways in 
five years leading up to March 31, 2014. 
That translates to 7,000 km a year, or 
20 km a day on an average. "To do 
7,000 km, we need to have 20,000 
km of work in progress, which translates 
into Rs 2 lakh crore of work in progress. 
So my first challenge was to build the ca- 
pacity to manage Rs 2 lakh crore of 
work in progress," Nath told nr. 

How humungous that challenge is 
can be gauged from the fact that in the 
past five years just 7,680 km of na- 
tional highway has been built, at an 
average of just 4.2 km per day. Of the 
44 projects awarded since June 2008. 


6 — 3166 2405 
8 643 2,205 

14 1,234 1,682 
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only six have achieved financial clo- 
sure. Even worse, the number of proj- 
ects awarded in the current fiscal has 
been far below the target set by the 
National Highways Authority of India 
(NHAI). The NHAI had targeted to award 
1 26 projects during 2009-10 and 92 
projects during 2010-11 covering à 
length of about 12,000 km in each 
fiscal. In the first vear, however, the 
target has been missed by a wide mark, 
just 36 projects involving 3,166 km be- 
ing awarded as of February. 

Nath. for his part, is confident about 
hitting 20 km per day by June 1. And 
he's doing his bit to kick-start investor 
interest and prod developers to exe- 
cute projects faster. For instance, last 
month the minister announced that 
no matter how big a company is, if it 
has three projects on hand, all awaiting 
a financial closure, then it cannot bid for 
a fourth project of the nnal. At the time 
of this magazine going to press, IRB 
Infrastructure, HCC, KMC, IL&FS Trans- 
portation, Reliance Infrastructure, 
Sadbhav Engineering and, IVRCL were 
some of the firms that had not yet com- 
pleted financial closure in three or more 
projects. Naturally, not everyone is 
happy. "It would be fair if such norms 
are linked to a company's net worth. 
After all. the capabilities of companies 
are different," argues Sudhir Hoshing, 
cEO (Road Business), Reliance 
Infrastructure. 

Yet, the introduction of this clause 
may just be what was required to has- 
ten the speed of highway development. 
The NHAI allows the winning contrac- 
tor a period of four months to com- 
plete financial closure after signing the 
concession agreement, and an addi- 


tional six months with a penalty. But if 


many NHAI projects are stuck, one of the 
reasons for that is lenders in many 
cases have found the bids quoted too 
aggressive. The Minister acknowledges 
the fact: "There were some indications 
that a few players were perhaps un- 
der-quoting the market and corner- 
ing projects but not delivering the re- 
quired performance on the ground." 
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“YOU CANNOT OVERNIGHT JUMP TO 20 KM 
A DAY UNLESS A WHOLE LOT OF BOTTLENECKS 
ARE CLEARED" 


Vinayak Chatterjee, Chairman, Feedback Ventures 


Some contractors had evidently made 
aggressive bids to snap up projects, 
awarded on a build-operate-transfer 
(por) basis, by quoting either a negative 
grant or a low viability gap funding 
(var) figure for support from the NHAI. 
O.B. Raju, MD, GMR Highways. calls for 
the ministry's intervention to get long 
tenure funds for highway develop- 
ment. "Loans are available for a max- 
imum tenure of 1 2-14 years whereas 
concessions are up to 25-30 years. 
The absence of a long-term credible fi- 
nance mechanism makes longer con- 
cessions unattractive.” 

The new financial closure clause is 
expected to check reckless bids and di- 
vert developer attention from oncom- 
ing projects to focus on achieving clo- 
sure in existing projects. "This new re- 
striction will prevent a handful of con- 
tractors from hoarding a big chunk of 
projects, and speed up the projects 
awarded," hopes Chander S. Bansal, 
President, Maytas Infra. 

Sections of contractors insist that 


they cannot in all cases take the blame for 
not completing financial closure. There 
are also land acquisition issues hokling up 
the process. "The NHAI should call for 
bids for a project only after it has ac- 
quired 80 per cent of land. No lender 
will touch your road unless right of way 
is given," says a developer emphatically. 
Even if the new clause does help to 
speed up the pace of highway develop- 
ment, Nath needs to follow this up with 
many more initiatives. "You cannot 
overnight jump to 20 km a day unless 
a whole lot of bottlenecks are cleared. | 
think we can reach that target over a 
reasonable period of time," says Vinayak 
Chatterjee, Chairman, Feedback 
Ventures, a consultancy firm. Senior 
government officials think the NHAI 
could do 7 km a day this year and 
slightly higher in the next, but it will take 
some time to leapfrog to 20 km a day. 
june 1 will tell whether the NHAI can 
walk the Highway Minister's talk. © 
ADDITIONAL REPORTING 
BY PUJA MEHRA 
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TREADING THE PATH OF 
EXCELLENCE HAS ITS REWARDS. 


IDBI Bank scales new heights in syndication & advisory, 
project and infrastructure finance. 


Reuters, Bloomberg and Dealogic all acknowledged IDBI Bank as the No. 2 in India 
and among the top 5 in Asia-Pacific for CY 2009. Additionally, Dealogic recognized 
us as the No. 3 Global Project Finance Loan Arranger. While it feels good to have 
experts reward our proficiency in syndication & advisory services, project and 
infrastructure finance, what really matters is that we have lived up to the 
expectations of our clients. We now look forward to continue performing at the high 
standards we have set for ourselves. For further details, email us at ssd@idbi.co.in 
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INFRASTRUCTURE-INTERVIEW 


Kamal Nath Highways Minister 
"^| Have Brough 
in Accountability" 


o achieve his target 
of building 20 km of 
national highways 





per day, Highways 
Minister KAMAL NATH 
seems to have it all figured out—he's 





made remarkable progress in untan- 
gling the vexatious issue of land ac- 
quisition, he's overhauling the way 


the National Highways Authority of 


India (NHAI) works, and he's talking 
about introducing new technologies 
to speed up the pace, and improve the 
quality, of highway development. In an 
exclusive chat with BT'S PUJA MEHRA, 
Kamal Nath reveals why he is so up- 
beat about meeting his target by June 
l. Excerpts: 
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To do 20 km a day from June 1 
onwards, you have got to get the 
momentum going. 

[ set a target when I joined this ministry 
on June 1, 2009 that in one year, from 
ist of June 2010, we will build national 
highways at the rate of 20 km a day. 
National highways are built by the NHAI 
and by pro (Border Roads Organisation). 
| am not adding the district roads we 
fund... like those under the cre (Central 
Road Fund). I am only talking of na- 
tional highways. I am confident that 
in June we will do this. On June 1, 2010, 
| will say: Till now we have reached 
this figure. And from today onwards 
this is what we are going to build: So and 
so stretch and at so and so rate. 





What has been the progress so far? 
We had gone up to 10 km a day by 
July but then we had a late monsoon 
(in August, September). We were 
heading towards 20 km, but we lost 
November to the fog. Of course, that 
will happen every year but I have 
said 7,000 km a year, which amounts 
to 20 km a day on an average. To 
do 7,000 km, we need to have 
20,000 km of work in progress 
which translates into Rs 2 lakh crore 
of work in progress. So my first chal- 
lenge was to build the capacity to 
manage Rs 2 lakh crore of work in 
progress. I recently hired 200 man- 
agers in one week. In the last six 
months we have hired general man- 





agers, managers, deputy managers. 
| am acquiring land under the 
NHAI Act, not the Land Acquisition Act. 


What are the challenges that you 
have to face and what are the 
strategies to fix them? 

The first thing is that to be able to 
have work in progress, you must 
award bids. To award bids, you must 
get bids. To get bids, vou must have a 
proper set of contracts, concession 
agreements. If vou don't have that 
you won t get bids... or you get bids 
that won't perform. So I spent 3-4 
months on correcting all this... I will 
get a bid provided bidders like the in- 
vestment opportunity. Bidders will 
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bid provided they get linancing. If bid- 
ders don't get financing, they can't 
bid. I have to create an environment of 
credibility that this is an attractive 
investment. So I created this atmos- 
phere. Now a contractor tells me that 
everybody calls saying we want to be 
an investor with you. They are finding 
this change. 


What about land acquisitions? 

We had to correct the process, which 
was cumbersome. I brought it down to 
eight months (from 12-24 months 
earlier). I found that a file was coming 
to me three times—what for I have no 
clue. I changed the processes. I said we 
need structural changes. Earlier every- 
thing was being run from Dwarka 
(headquarters of the NHAT). I told every- 
body there that they've got to move. 
The coms will now move to the state— 
the one for Maharashtra, for instance, 
is already there, looking after Goa too. 
I am in the process of appointing 
Executive Directors for five regions. 
CGMS are now posted in states. By del- 
egating, we've structurally changed 
the way we manage this show. 


By expediting land acquisitions, 
you seemed to have removed 

the biggest hurdle in highway 
construction. What made the big 
difference? 

Accountability. The project director is 


report is punched...The biggest 
change is attitudinal. You have to 
be accountable. Accountability needs 
to be changed at all levels within the 
framework. NHAI must learn they are 
accountable. 


The Planning Commission believes 
that the NHAI engineers push EPC 
(engineering, procurement & 
construction) projects-rather than 
PPP (public-private partner- 
ships)-as the former model lends 
itself to greater corruption (by 
inflating traffic estimates). 


EPC is the last way to build a road 
because it's not only clumsy, it leads to 
all kinds of issues. That's why I said in 
my programme 60 per cent will be 
BOT (build, operate, transfer), 25 per 
cent will be annuity (which will also be 
a PPP) and 15 per cent will be Epc, So, 
of 7,000 km, only 1,000 km will be 
EPC—and that too only where it has to 
be necessary. 

In India we are not short of traf- 
fic. Many times traffic is underesti- 
mated, not overestimated. We have 
got a large number of projects which 
we bid out in the last two months 
where people are paving us the 
money—negative viability gap 
funds—to get the awards...Capital 
costs are very high. That we are over- 
estimating traffic makes no sense. 
Sometimes the Planning Commission 


"The Planning Commission must really do the 


planning work and leave the 


of the 


understanding 
ground situation to the people on the ground" 


responsible for this. I said if vou don't 
do this and this, please tell me, we 
will find you another job. I have this 
whole system of reviewing and track- 
ing each project director. When I had 
the last meeting with project directors, 
I told one of them you have acquired 
40 hectares but vou have done noth- 
ing. | had that paper and he was 
shocked out of his mind. I set up a 
programme into which a fortnightly 


is unable to comprehend ground is- 
sues. | am saying a very harsh thing 
but it must be said: The Planning 
Commission must really do the plan- 
ning work and leave the under 
standing of the ground situation to 
the people on the ground. 


The Planning Commission, more 


specifically Gajendra Haldea 
(Principal Advisor-Infrastructure 
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in the commission) obstruct your 
ministry's work, don't they? 

I have no issues with the Planning 
Commission. Haldea is advisor to the 
Deputy Chairman (of the commis- 
sion), Montek Singh Ahluwalia. He's 
not advisor to the Planning 
Commission. He has his views. I don't 
think Haldea is a problem for this 
ministry. He just gets overruled. 
Ahluwalia is very practical on all this 
so there is no real issue. Certainly, 
you can have a view but accounta- 
bility rests with my ministry. People in 
Parliament question me and I have to 
answer them, not the Planning 
Commission. In the past, some of the 
decisions of the Planning Commission 
were quite erroneous as they cut out 
some of the structure and facilities of 
roads. This resulted in an uproar by 
the mes and the public. They wanted 
to know why service lanes have been 
cut out and safety issues compro- 
mised. I can't have a situation where 
a huge number of Mps are complaining 
and are in fact opposing some of the 
projects, saying that they are not prop- 
erly engineered. So we have to be 
cautious—we don't over-engineer 
but we also don't under-engineer. 


With concession agreements 
changing often, investors can 
complain of a lack of predictability. 
We changed the concession agree- 
ments designed by Haldea very 


project director” 


substantially because those won't 
lly. This is a continuous process. There 
is no one-size-lits-all. Because you 
have roads in Kerala and you have 
roads in Madhya Pradesh. In MP you 
don't require all those things that 
you require in Kerala—ike elevated 
highways, for instance, because some 
parts (of Kerala) are so densely pop- 
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ulated. Elevated highways would be 
a waste of money in MP. 


What about the new condition you 
have slapped that a company with 
three or more projects awaiting 
financial closure can't bid for any 
more projects? 

There were indications that a few 
players were perhaps under-quoting 
the market and cornering projects but 
not delivering the required perform- 


for 12-15 years accepted that point. 


The PM's review of the progress 

of highway projects and the 
ministry was scheduled for 
January and, | hear, you have had 
it deferred a couple of times. Are 
you avoiding the review? 

The PM reviews the status with me 
from time to time personally; normally 
such are done when there are inter- 
ministerial issues; (in our case) there 


“The NDA government did only Engineering- 





ance on the ground. We want to en- 
courage them to do their financial clo- 
sures fast and not to bite off more than 
they can chew. For us it becomes à 
stress check because when the banks 
appraise them they see if they have 
over-capacity or under-capacity. 


Have your roadshows overseas 
last year resulted in tie-ups with 
investors and contractors? 

The main purpose was investment. It 
had come to a standstill. I had to create 
the environment that this is a credible 
investment. In all the roadshows, | 
said this is what we are going to do, this 
is what India is all about, this is what 
we need and this is the traffic. They in- 


vest with the concessionaires so I can't 


"| said if you don't do this and this, please tell 
& me, we will find you another job. | have this 
whole system of reviewing and tracking each 


give you any figures. The concession- 
aires, who earlier said that they weren't 
getting any financiers, now say they 
are getting calls from investors. I told 
them (financiers) that there is no post- 
construction risk in India because of 
factors like traffic and the political sit- 
uation. The pension and insurance 
funds that look to invest their money 


are really no inter-ministerial issues. 


During its highway-building 
initiative, the NDA government 
had disallowed roadside shops 
and elevated structures to 
prevent water-logging. 
The NDA government did only EPC 
projects, which is only thekedari (con- 
tractorship)... The constructions along 
the highways are already done and the 
cost of elevating a highway is very high. 
You have got to use technology to ad- 
dress water-logging. In London it rains 
all the time, but the road doesn't crack 
up. They are using the right technology. 

There is a technology which is 
used for 10 years in South Africa, in 
Bangladesh. He (owner of the 
technology) comes to India and savs 
please use this technology. We told 
him fine we will do research on it. | 
told our fellows it's new for you, but 
actually it's pretty old. It is tried, tested 
and an applied technology. What do 
you want to research? 

| am trying to have a tolling tech- 
nology that is common for the coun- 
try. This is an issue that has a solid 
component of rr so I said that instead 
of some chief engineer doing it, out- 
source it to a committee chaired by 
Nandan Nilekani (a co-founder of 
Infosys and head of the Unique 
Identification Project). © 
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RETAIL-PRIVATE LABELS 






Las 


Will the 


f Director, Asian Lakto Industries 








Private label manufacturer for 


A clutch of third-party manufacturers made it big in the 
downturn, as organised retail fought for better margins 
and customers looked for bargains. What next? 

MANU KAUSHIK 


Reliance Retail, Future Group, 
More, Bharti Wal-Mart and 
Vishal Retail 


Turnover: RS 45 crore 





Contribution of private label to 
total turnover: 30% 


Contribution of private label to 
total turnover by 2012: 40% 


SHEKHAR GHOSH 


October last year, 







retail chain Big 
Bazaar approach- 
xl Haryana- based 
KCL Foods and 
asked it to make 
breakfast cereals 
for Big Bazaar's private-label Tasty 
Treat. It was the second attempt in 
months by Big Bazaar to enter breakfast 
tables with its own brand. The category 
has been growing at 20-25 per cent an- 
nually for the last two years and a deal 
with kc. would give it better margins, 
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and more bargaining power with 
national brands. 

Murginns, kcL's breakfast cereal, 
had been on Big Bazaar's shelves and 
gaining consumer acceptance. So KCL. 
agreed and introduced three variants 
for Tasty Treat. In the first month, the 


three gave Big Bazaar sales of 


Rs 50 lakh. The next month, Big Bazaar 
pulled Kellogg's cereals from its 148 
stores over a margin dispute, even 
though the multinational accounted for 
around 75 per cent of its breakfast ce- 
reals sales. Total sales fell, but Big 


Bazaar still sold around Rs | crore 
worth of breakfast cereals that month. 

“The sales dip was not as big as 
expected. The litmus test is now when 
the market leader is coming back," 
says Sanjeev Khemka., President, Kc! 
Foods. (Big Bazaar has signalled a 
truce with Kellogg s.) 

KCL Foods is just one of the many 
companies that flourished in the 
downturn by feeding the appetite of 
retail chains for cheaper products and 
bigger margins — and are now poised 
for a national presence. Take Asian 
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Rahul Mehta 


Managing Director, Creative Garments 


Private labe! manufacturer for 
Shopper's Stop, Future Group, 
Lifestyle and Vishal Retail 


Turnover: Rs 350 crore 


Contribution of private labe! to 


total turnover: 10% 


Contribution of private label to 
total turnover by 2013: 20% 


labels are no longer considered low- 
quality versions of national brands, 
and, in several cases, these brands 
are becoming the first choice of many 
consumers. Neeraj Poddar, Director, 
Asian Lakto Industries, says his com- 
pany has contract manufacturing tie- 
ups with Reliance Retail, Bharti Wal- 
Mart, Future Group, Vishal Retail, and 
Aditya Birla Retail's More. 

On an average, private-label bev- 
erages are sold at prices 10-15 per 
cent below that of national brands 
but give the retailers higher margins. 
Asian Lakto also owns two brands 
sold through traditional shops. 

“At present, 30 per cent of our total 
turnover (Rs 45 crore) is private label- 
ing. while our own brands make up 
the rest... By 2012, private labeling 
will account for 40 per cent of the total 
projected turnover," says Poddar. 

KCL Foods, a part of the paper 
packaging firm kc. Ltd, entered the 
market in August 2007, before the 
downturn, with its cornflakes. The 
challenge then was to build the right 
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"THE DOWNTURN HAS BOOSTED OUR 





PRIVATE LABEL BUSINESS, WITH OVER 309/o 
GROWTH REGISTERED IN THIS SEGMENT" 


product at the right price. Then came 
the downturn, followed by the deal 
with Big Bazaar. At present, Murginns 
is selling through 14 retail chains and 
traditional kirana stores and contributes 
75 per cent of KcL’s turnover of Rs 2 
crore a month. The rest comes from 
contract manufacturing for Big Bazaar. 
"When Big Bazaar came to us, 
we were running at around 18 per 
cent of our total capacity (600 tonnes 
a month). The deal gave us a stable 
source of revenue," Khemka says. 
For KcL Foods, margins on both 
Murginns and Tasty Treat are similar 
(eight per cent). Big Bazaar, though, gets 


4-5 per cent more from every packet of 


Tasty Treat cornflakes sold compared 
with what it gets from Kellogg's. 
Dynamic pricing also attracts cus- 
tomers to the private labels. For ex- 
ample, Kellogg's cornflakes sells at Rs 
1 30 for a 475-gm pack. Tasty Treat is 
priced at Rs 125 for the same weight, 
but is given at a discount and some- 
times with a freebie. "In the next 30 
months, we are expecting to touch 


an annual turnover of Rs 100 crore, 
with Rs 15 crore coming from pri- 
vate label business," says Khemka. 

Vineet Kapila, President, Spencer's 
Retail, says the private labels' share of 
the overall consumers' bills has gone 
up significantly in the last one vear. In 
2008, private labels accounted for 
25 per cent of the average bill. "In 
the last one vear, it has more than 
doubled to around 50 per cent. We are 
seeing good repeats in our nectar juice 
drinks category, where the market 
share of our private label brand is 30 
per cent," Kapila says. 

Private labels offer margins of 20- 
25 per cent against 12-15 per cent 
on the normal brands. Margins in ap- 
parel and accessories business can go 
up to 40 per cent. 

Says Anand Ramanathan. 
Manager, KPMG Advisory Service: "The 
obvious reason for the success of pri- 
vate labels is their price advantage 
which is made possible by the minimal 
spending on their brand promotion." 
Such spending is incurred only when 
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RETAIL-PRIVATE LABELS 


the private label gives discounts or 
bundles two-three products. 

The push factor is also evident 
Irom the fact that almost all the 
retailers—big or small—are expand- 
ing their private label portfolio. While 
the Future Group. of which Big Bazaar 
is a part, is planning to launch its 
own toothpaste brand "Sach", 
Spencer's has lined up launches in 
FMCG, apparel and electronics. 

Kapila says Spencer's has launched 
over 60 products across different cat- 
egories over the last one year, "way 
above the number we have ever 
launched in a single year". 

"Due to higher margins, we have 
given slightly higher than the fair shelf 
space to our in-house brands,” Kapila 
says. Today, private labels fetch 18 
per cent of Spencer's total turnover: 
by the next 18 months, the share is 
expected to touch 30 per cent. 

A notable success in retail has been 
Trent Ltd, the Tata retailer, which relied 


heavily on private brands at its Westside 
stores right from the start. As Trent's 
Managing Director, Noel Tata, told sr 
in an interview recently, “You have a 
lower turnover with a higher mar- 
gin in private label. And margins are 
what pay the bills.” 

Asian Lakto's Poddar has added 
Reliance Retail and Bharti Wal-Mart 
over the past 12 months, and even its 
existing clients are expanding their 
product portfolio by adding flavours. 

According to a 2009 KPMG report, 
Indian Retail: Time to Change Lanes, pri- 
vate labels account for 10-12 per cent 
of the organised retail product mix in 
India, against 17-18 per cent globally. 

Saloni Nangia, Vice President 
(Retail & Consumer Products), 
Technopak Advisors, says: “In the 
last one year, the private labels’ growth 
(30-35 per cent a year) has outpaced 
the growth of the organised retail mar- 
ket (25 per cent)...growth will 
continue to remain the same.” 


"WE GOT INTO PRIVATE LABELS RIGHT AFTER 
THE DOWNTURN. SINCE THEN, THE BREAKFAST 


CEREAL BUSINESS IS GROWING FAST” 


Sanjeev 
Khemka 


President, KCL Foods 


Private label 
manufacturer 
for Future Group 


Turnover: RS 24 crore ds: 


"T 
r4 


Contribution of private 
label to total 
turnover: 25% 


Contribution of private 
label to total turnover 
by 2012: 15% 


SATISH K \USHIK 


Private label portfolio 
of major retailers 


FUTURE GROUP 


> Fresh n Pure, Cleanmate and 
Caremate (FMCG), Tasty Treat and 
Premium Harvest (food & grocery), 
Koryo and Sensai (consumer 
electronics), John Miller and 

Bare (apparels) 


SPENCER'S 

> Smart Choice (food & grocery 
and FMCG), Great (consumer 
electronics), Island Monks and 
Mark Nicolas (apparels) 


RELIANCE RETAIL 


> Sudz, Endurf, Calcident and Dazzle 
(FMCG), Reliance Value, Healthy Life, 
Good Life and Dairy Life (food & 
grocery), Network, DNMX and 
First Class (apparels) 


MORE 


> Feaster and Kitchen's Promise 
(food & grocery), 110 Per Cent 
and Fresh-0-Dent (FMCG) 
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"IN THE LAST 18 MONTHS, THERE HAS 
BEEN A HIGH DOUBLE-DIGIT GROWTH IN 
OUR PRIVATE LABEL BUSINESS... 

WE HAVE RECORD ORDERS" 


Delhi-based jus Svendgaard has 
seen it all: for the first three years of its 
existence, it supplied exporters. Then, 
it tapped export markets directly, sign- 
ing deals with us retail majors and 
FMCG companies. In 2002, it bagged an 
order from Subhiksha Retail to make 
toothbrushes and pastes for it. 


Today, it has a good 40:60 mix of 


exports and domestic sales, in rupee 
terms, and makes private label items 
for Spencer's, Bharti Wal-Mart, and RH 
Agro as well as FMCG companies such 
as Dabur, Oral-B and Sahara India. 

Nikhil Nanda, Managing Director 
of jus Svendgaard, says his private la- 
bel business had been almost nine per 
cent of total turnover but fell to five per 
cent this year after Subhiksha, the 
south-based chain, collapsed. Nanda 
expects domestic retail to account for 
nearly 20 per cent of sales by 2015. 

"The overall market for in-house 
oral care brands is likely to grow 40- 
50 per cent over the next five years,” 
says Nanda. In oral care, national 
brands offer margins of 25 per cent, 
and private labels an average of 60 per 
cent. "So stores will always try to cre- 
ate more excitement around their 
own labels," Nanda says. 

Creative Garments, a Mumbai- 
based apparel maker, is another player 
aggressively expanding in private 
labeling. After almost two years of ca- 
joling by Future Group and Shopper's 
Stop, Creative's Managing Director 
Rahul Mehta decided to move into the 
apparels business in 2003. Starting 
with 100-odd pieces, it now churns 
out 5,000 pieces a day for private labels. 

Creative still exports 8O per cent 
of its output, while the rest is split 
equally between private labels and 
own brands. This year, when exports 
fell, it was saved by the private label 
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Managing Director, 
JHS Svendgaard Laboratories 


Private label manufacturer 


for Spencer's, Bharti 
Wal-Mart and REI Agro 


Turnover: RS 30 crore 


Contribution of private 
label to total turnover: 5% 


Contribution of private label to 
total turnover by 2015: 20% 


business. “Total turnover is likely to 
remain at last year's level... Thanks 
to the private label business, we have 
been able to break the fall in turnover,” 
says Mehta. In the next three years, 
private label division will account for 
20 per cent of revenues, he says. 
National brands are not running 
scared. LG Electronics, for one, is confident 
that price alone will not win the battle. 
L.K. Gupta, Chief Marketing 
Officer, 1G Electronics India, says: “The 
emergence of private label in a grow- 
ing like 
inevitable... Through our research, 


economy India is 
we have found out that 15-30 per 
cent of the consumer durable 
purchases are made primarily on the 


basis of prices.” For these consumers, 
buying a product with basic features 
is good enough, says Gupta. 

“The only way national brands 
can maintain their market share is 
to keep spending money on product 
innovation and brand building,” he 
says. He also cites after-sales service 
and warranty schemes as his big 
advantages. "I doubt private labels 
have the capability to offer something 
like this," Gupta says. 

For private labels this is not a pri- 
ority. Their focus: get a national pres- 
ence without any brand building. © 
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Business Today's sixth listing of the young trailblazers who 
are setting the benchmarks for success in India Inc. 


SHAMNI PANDE 


Habits of HYEs 


Passionand 2. Strategic 3. Planning People skills and ability 5. Integri 
persistence — vision and execution to attract and influence and character 








hen Business Today kicked off the annual exercise of pick- 
ing India's Hottest Young Executives (yes) in 2002. 
getting 25 such whiz-kids wasn't arduous. But this year we have 22! Now, if 
you're tempted to link this drop to the economic slowdown and the inability of 
the Hyt tribe to come out with flying colours in tough times, you might be right— 
but not totally. Yes, the shrinkage of the bright-pack during tough times 
may have something to do with the downturn—but that's largely because pro- 
moters get even more paranoid during such periods about their fast-trackers get- 
ting poached. sr—with plenty of help from its steadfast band of | IYE-stalking head- 
hunters (see The Panellists)—had few problems in drawing up a master list of over 
100 names. Whilst some of these didn't make the cut after several rounds of 
rigorous scrutiny, more than a few fell off the list simply because their emplovers 
preferred to shield them from the public—and competitive—glare. 

So, what does it take to be a tye? "Today, it is very important for candidates 
to have a magnetic draw that can attract various stakeholders and they 


BT PANELLISTS 


“Today, it is very important for candidates to 
have a magnetic draw and they should also 
have a demonstrated strategic ability and an 
implementation mindset” 


Sonal Agrawal/ CEO/ Accord Group India 





"Corporates today want young leaders 
who are not only aggressive, but 
also good with their people-skills"' 


Kalyani Shastry/ Lead Consultant 
StantonChase International 





“A leader's passion inspires 
members of an organisation to 
take on new challenges" 


Hastha Krishnan/ CEO/ Ma Foi Global Search Services 





" Leaders today are also expected to 
have undisputed integrity and 

must have the ability to create a 
culture of complete honesty” 

Purvi Sheth/ CEO/ Shilputsi 
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THEY'RE STILL BLAZING A TRAIL 


Yesteryear's HYEs may not be so young any more but they're even hotter now. 


executives neither burn out nor 

do they fade away. They just keep 
shining on-at least most of them do. Like 
R. Balakrishnan, aka Balki, who featured in 
our 2004 list at age 40. Or Santrupt Misra, 
who vaulted in at age 37 in 2002. Balki, 
Executive Creative Director of Lowe six 
years ago, has gone on to become 
Chairman of the agency, and also holds 
the title of Chief Creative Officer (along 
the way he also found time to make hit 
films Paa and Cheeni Kum). Misra, 
Director, Corporate HR, at the Aditya 
Birla Group in 2002, has since gone on to 
become a Director on the board of Aditya 
Birla Management Corporation, the apex 
decision-making body of the group. He 
also heads its global carbon black opera- 
tions besides being on the board of Aditya 
Birla Science & Technology Co., which 
does R&D for the group. 

Such trail-blazing career paths are 
doubtless inspirational stories for those 
striving for the big cheese. But then 
again, designations, added responsibili- 
ties, fatter pay-packets and column 
centimeter of media coverage aren't the 
only barometers of success. Cut to 
Nachiket Mor, famously known as one of 
those tipped to succeed K.V. Kamath as 
MD & CEO at ICICI. Instead, Mor today is 
far away from the hustle of corporate 
and retail banking: he heads the ICICI 
Foundation for Inclusive Growth. Mor 
clearly has moved away from the 
corporate highlife to blaze his own trail, 
quietly and off the beaten track. 


B usiness Today's hottest young 


should also have a demonstrated 
strategic ability and an implementa- 
tion mindset," says Sonal Agrawal, 
cro, Accord Group India, who has 
been on BT's HYE panel for six years 
now. Translated, that would mean: 
an executive who is respected by em- 
ployees, who is brimming with 
ideas—which he duly executes—for 


80 BUSINESS TODAY April 4 2010 





R. Balakrishnan 


BTHYE IN: 2004, as Executive Creative 
Director/ Lowe 


NOW: Chairman & Chief Creative Officer/ Lowe 
HIS ADVICE: 


"| believe that focus, ability 
etc. are all hygiene factors. 
It is finally a lot of luck 
involved in success...l still 
don't have an idea how 

and why the right idea 
comes, so it is about 
having the patience and 
resilience to hang in 

there till you get lucky." 


his employer. and who thereby does 
his bit to create value for sharehold- 
ers of the corporation he works for. 
Another way of distilling that 
message is to break it down into the 
qualities that outperformers need to 
have. Here are some vital ones that 81 
has zeroed in on after meeting the 
nyes: Passion and persistence, strate- 





Prasoon Joshi 


BTHYE IN: 2004, as National Creative 
Director/McCann 

NOW: Executive Chairman/ McCann 
Worldgroup India and Executive Creative 
Director for Asia-Pacific and the worldwide 
board member of the group. 


HIS ADVICE: 

"Achievers never take them- 
selves too seriously, they take 
their job and the moment 
seriously and are constantly 
practising their craft. They 
are constant learners and are 
stupid enough sometimes to 
not know that things can't 
work-and they do!" 


gic vision, planning and execution, 
people skill, ability to attract and in- 
fluence (colleagues and consumers), 
integrity and character. Passion, for 
instance, is a no-brainer—no pas- 
sion, no leadership. 

"Passion is infectious—others 
will feel it and want to get on board 
with vou. They will go to the ends of 





Santrupt Misra 

BTHYE IN: 2002, as Director, Corporate 
HR/Aditya Birla Group 

NOW: CEO of Carbon Black, & Director, HR/ 
Aditya Birla Group 


HIS ADVICE: 

"Have a keen interest in 
things that may not have any 
relevance to your immediate 
business. Gain knowledge 
about different aspects of 
business; put oneself behind 
people and harness the 
power that various people 
have in the organisation." 


the earth, live for it, die for it. A 
leader's passion inspires members 
of an organisation to take on new 
challenges," says Hastha Krishnan. 
CEO, Ma Foi Global Search Services, 
one of the panellists who helped 
identify BT'S HYES. 

Often, the difference between per- 
formers (who won't disappoint but 


Madhabi Puri-Buch 


BTHYE IN: 2004, as Country Head- 
Operations and Service Delivery/ICICI Bank 


NOW: MD & CEO/ICICI Securities 
HER ADVICE: 


"Seek out difficult 
assignments. This is where 
you can add maximum value. 
Have the stomach to do them 
differently. More of the same 
never solved a problem. 
Create systems and a strong 
second line so that there is 
no hesitation to let you 

move on.” 


who won't surprise on the upside, 
either) and fast-trackers is that the 
latter take on convention and go on 
to script a new paradigm. Example: 
Brotin Banerjee, the youngest cro in 
the Tata Group. One of the biggest 
challenges in the career of the 36- 
year-old Managing Director of Tata 
Housing Development Co. came 
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Kamesh Goyal 


BTHYE IN: 2006, as CEO/Bajaj Allianz 
General Insurance 


NOW: CEO, India, Middle East & North Africa / 
Bajaj Allianz Life Insurance 

HIS ADVICE: 

“In my view, the qualities that 
are required in a person for 
the top job are a sense of 
ownership, an ability to learn 
beyond the area of responsi- 
bility and also have an ability 
to take risks. Good leaders 
are usually equipped with 
these traits.” 


many years ago when he was with 
another operation in which the Tatas 
had a stake. It was Banerjee's chal- 
lenge at Barista, an early bird in the 
café retail business in India (where 
Banerjee went on to become its Chief 
Operating Officer). to persuade peo- 
ple to pay Rs 30 for a cup of coffee, 
which was otherwise available at an 
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Udipi outlet for almost a tenth of that 
amount. Barista and Banerjee suc- 
ceeded in creating that habit, in the 
process spawning an entire new in- 
dustry of coffee retail (which arguably 
today has benefited others like Café 
Coffee Day more than it has Barista). 

Or consider Ashvini Yardi, who at 
37 is a veteran of sorts in the world of 
content creation for gen- 
eral entertainment chan- 
nels (cecs). After a longish 
stint at Zee, she moved to 
Colors where she contin- 
ues to go against the grain 
of saas-bahu soaps and re- 
ality circuses to create pro- | 
gramming that takes on social evils 
like child marriage, female infanti- 
cide and farmer suicides. Those who 
believed that only the glitz and glam- 
our of superstars on the small-screen 
or contrived and vicarious family 
sagas earn ratings were in for a 
shock-—Colors, with a judicious mix of 
programming. emerged top dog in 
the GEC space. 

Fast-trackers also possess the gift of 
versatility that enables them to seam- 
lessly switch streams, no matter how 
distinct they may be. Note: This is 


Fast-trackers also possess the gift of versatility 
that enables them to seamlessly switch streams, 


years ahead may find many more dif- 
ferent species of fish to fry. 

HYEs, by virtue of their record, 
will never have to chase jobs (or head- 
hunters). Offers will come to them. 
The trick for them is to be able to pick 
the right one. Ajay Khandelwal knows 
that. Last year, perhaps during the 
worst period of the slowdown, the 38- 


year-old was rushed off his feet with 
three offers. Joining Jubilant Energy. an 
oil & gas exploration and production 
company was his eventual choice— 
not a bad progression for someone 
who was not too long ago managing 
the investments of a Norwegian high 
net-worth individual. 

Our HYEs also have a nose for 
sniffing out opportunity-—not just 
for the next job but for seeing potential 
for growth in the most unlikeliest 
of places or events. Amarnath 
Ananthanarayanan saw it in a killer 


no matter how distinct they may be. 


quite distinct from either often-delusory 
bravado or just sheer desperation that 
prompts an executive to jump onto a 
dissimilar ship. Consider Gautam 
Bhandari, who studied chemistry, 
then did an mea (from Stern School), 
plunged into the world of semicon- 
ductors before settling in the world of 
financial services with Morgan 
Stanley—er, settling down may not 
quite be the appropriate phrase to use; 
after all, Bhandari is only 40 and in the 
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tsunami. Ananthanarayanan, who 
was working with cr’s general insur- 
ance arm in 2004 when a tsunami hit 
southeast Asia and India's east coast, 
discovered that GE received just five 
claims across all of India, Indonesia 
and Thailand. The upshot: A massive 
potential for insurance. 

At this point, it would be good to 
throw some light on the age factor— 
how important is it for a hot execu- 
tive, or even a CxO, to be young? (Inter- 


estingly, when ar kicked off its HYE 
series in 2002, it wasn't easy find- 
ing executives who made the cut 
who were under 40; these days, it’s 
less of a problem.) 

Well, we've tackled that issue 
separately on page 104, where we 
look at why India's cros, particularly 
in sunrise high-growth sectors, are 


HYEs also have a nose for sniffing out opportunity 
not just for the next job but for seeing potential for 
growth in the most unlikeliest of places or events. 


getting younger. The conclusions: 
High-growth businesses attracting 
plenty of promoters and financiers, 
and those businesses that are run by 
highly-charged decision-makers who 
can think on their feet will have a 
distinct advantage. The downside of 
younger CEOs: They lack the experi- 
ence, but what the heck—they can 
only get better with age. 

Finally, how important is it to be 
a workaholic who burns the mid- 
night oil to be on the Hye list? 
Unfortunately, we don't have a clear 
answer on that. At one end 
of the spectrum we have 
on our list Mahendra Jain 
of r&v who frowns that to- 
day's generation doesn't 
want to spend long hours 
at work. At the other, we 
have Gaurav Mathur who 
chucked up an 80-90- 
hours-a-week investment banking 
job for a shot at private equity. Whose 
shoes would you want to be in, Jain's 
or Mathur's? We'll make your choice 
easier: Mathur these days spends his 
weekends sailing in the waters of the 
Arabian sea. That's if he isn't flying 
around with his wife in a rented 
Cessna 172! Read all about the hot, 
young, and loving-every-moment- 
of-it executives—at least most of them 
are—in the pages ahead. © 
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Now enjoy 
the Five Star experience 


when you fly international 


Introducing daily and direct flights from Delhi to London, Dubai, 
Bangkok, Hong Kong and Kathmandu. 


Kingfisher Airlines presents a unique flying experience from Delhi to London, 
Dubai, Bangkok, Hong Kong and Kathmandu. Settle into the comfortable fully-flat 
bed and enjoy our invigorating in-seat massager. Savour the delectable gourmet 
cuisine served in a traditional Indian Silver Thali. Treat yourself to a selection of 
award-winning wines in our exclusive in-flight Lounge & Bar. Our specially trained 
international cabin crew will make sure your journey is a truly extraordinary one. 
So, sit back, relax and enjoy the Kingfisher experience 
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H- Ajay Khandelwal 38 CEO Jubilant Energy 


Straddling 
Worlds 


T | will try to run the 

North Pole Marathon 
in 2011." says Ajay Khandelwal, 
CEO, Jubilant Energy. He has run the 
London Marathon and a few hall- 
marathons. But. doing marathons 
this vear could be dificult for 
Khandelwal as he settles into his 
six-month-old job— his first regular 
operations profile. 

Khandelwal reckons that the 
Indian exploration and production 
(E&P) sector is at an inflection 
point as a shill to an open acreage 
policy — which allows companies 
to choose the time of entering the 
exploration sector as well as the 
blocks they want to explore — is 


imminent. If this happens. he says. 


EDUCATION: BE (Electrical 
Engineering), MBA. 


Jubilant will be a very large company 

in the coming years. Khandelwal. 
is who has worked in transnational 
EXPERIENCE: PowerGen, 
Essar Power, Elan 
Energy Consulting, Shell 
International Oil & Gas, 
Norwegian high net 


worth family office . 


Shell as well as the family office of a 
high net worth (iyw) Norwegian 
individual, believes Jubilant can 
make that transformation to a large 
company with case. 

“I have worked in an office 
where, to spend $5 million, one 


had to write a 40-pagve internal 


When | went to do process note, and at the other 
my MBA ona extreme | have worked in a five 
100 per cent person HAW family office where 
scholarship. P $50 million investment decisions 
| were Laken on Post-It Notes.” 
TOUGHEST CHALLENGE: recounts Khandelwal. 
Last year, between \long the way, Khandelwal 
April and June, intends to get the exploration and 
when | had three appraisal processes right, spruce 
job offers and up revenue-veneraling properties 
had to make a and increase Shareholder value. 
decision to relocate. 


iR GHOSH/www.indlatodayimages.co (LISTING IN ALPHABETICAL ORDER) 
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EN Amarnath Ananthanarayanan 39 CEO | Bharti-AXA General Insurance 


The Tsunami Moment 


marnath Ananthanarayanan had come down from 

Bangkok to Chennai on work in December 2004 
when the killer tsunami battered India's east coast and 
Southeast Asia. After the devastation, one fact stood out: 
GE's general insurance business received just five claims 
across India, Indonesia and Thailand. "Barely two per cent 
of India's population has any access to insurance products MA 
and high premiums restrict access to most products," says EDUCATION: 

Sli eil a Economics (DSE), 
Ananthanarayanan, recalling his realisation about the PhD (Rutgers, US) 
potential for insurance in the region. — 
He had begun his career at GE, as a software techie, and 
; EXPERIENCE: GE, 

done stints at its BPO and later insurance unit, where he had Bharti-AXA 
worked out a business plan for GE's entry into the Indian 
market. When tough market conditions forced ct to refocus 


its strategy, he had moved to Grcis (the Bro unit now called Realising the 

Genpact) and then back into insurance as regional head. insurance potential 
A year ago, he joined Bharti-AxA General Insurance and — jn India after the 

has since introduced many concepts (including a rural 2004 tsunami. 

lifestyle protection programme with an annual premium of — — — — — 

Rs 87). doubled headcount from over 500 a year ago to TOUGHEST CHALLENGE: 


more than 1,100 today and tripled his unit's presence from Convincing rural 

36 locations to 100. But he knows that Bharti-Axa andthe customers of the 

industry put together have barely scratched the surface. utility of general 
RAHUL SACHITANAND INSUrance. 





DEEPAK G, PAWAR 


ENN Amit Dhingra 35 Head of Global Network Operations, Managed Services, NSN 


Network King EDUCATO MBA, London 


n 1997, two years after graduating in telecom I 
| engineering, Amit Dhingra moved to Europe with EXPERIENCE: Siemens 
Siemens Telecom (which later merged with Nokia a -— bil 
Networks to form his current employer). After 11 years in RSUITING, MODNE. 
Europe, Dhingra came back to head the Nokia Siemens 
Networks (NSN) Network Operations business, which looks Cho sera A the int 
alter networks for operators across the globe. "We are tion eds for mon 0 


constantly acquiring people as more operators hand over works during the 
their network operations to us," he says. Dhingra says he is Siemens Telecom and Nokia 





lucky for having joined telecom when it was taking off. Networks in 2007-08. 
Does he look forward to the top job one day? “Sure, bandi 
| do, ...but I won't restrict myself to telecoms...rather, | TOUGHEST CHALLENGE: In his 


would look at all tech-oriented jobs. I consider myself a consultancy iob when he 
global executive and can work anywhere as long as it had to sell 'c 'toan 
does not disrupt mv family as I have a voung child now." middle 

pim \ À 


manage- 
KUSHAN MITRA ment ofa telecom firm. 
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IVAN MEHRA 
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ENS Ashvini Yardi 37 


Programming Head-Colors 


Creative Queen 


EDUCATION: PG in 
Advertising. 


EXPERIENCE: 14 years 
at Zee, plus three 
at Colors. 


'AHA' MOMENT: 
Dropping 'Naya' 
from the tagline of 
Colors within three 
months of launch 
because we had 
been well accepted 


already. 


MANAGEMENT STYLE: 
Open door policy, 
delegative. 








A Yardi is known for her 
bold programming. At a time 
when family soaps ruled, Yardi 
changed the game at Zee by coming 
up with a serial —Saat Phere- Saloni 
Ka Safar 
sonable preoccupation with the 


that explored the unrea- 


lairness of the skin over that of the 
mind and character of a person. She 
has followed similar programming 
strategy at Colors, to tackle social 
issues such as child marriage, female 
infanticide and farmer suicide 
( Ballika Vadhu, Laado, Bairi Pia and 
so on) to name a few. Not to forget 
roping in superstar Akshay Kumar 
to host a television show for the first 
time ever. Colors was soon a strong 
No. 1 in Hindi general entertainment 
channels (cec), pushing back all-time 
favourite STAR Plus within two years 
of its launch. "My toughest 
challenge initially was to help 
Colors take the baby step and 
at the same time also man- 
age my own son who was 
growing up. It was like 
bringing up two kids 
together," she adds. 
While she says she 
has been offered top jobs 
in the past, she prefers 
to be in the creative side 
of the business, always 
looking out for good, 
original and refreshing 
concepts. 
\NUSHA SUBRAMANIAN 


NT GAMAI 


NISHIKA 





Brotin Banerjee 36 
MD, Tata Housing Development Co. 


Making History 


on t waste time look- 
LU. for the grech or 
MBA stamps in Brotin 
Banerjee's cv. He doesn't 
have either, but is today 
the youngest cEo in a Tata 
company. Banerjee had 
wanted to become a lawyer 
but then changed his mind 
and was getting set for the 
IAS. He got selected for the 


Tata Administrative Service 


before his IAS exams. 

As the first brand man- 
ager at Tata Chemicals, he 
made the Tata Salt brand 
bigger than the next four 
taken together. Then. he 
moved to Barista, in which 


the Tatas had a stake. "The 


challenge was to make 
people pay Rs 30 for coffee 
when they were used to 
paving Rs 3-4 at Udipi 
Cafes.” he says. Next, he 


EDUCATION: History 

ursa from St. 
tephen's; MA in 

International Studies 


from JNU. 


EXPERIENCE: Joined 
Tata Administrative 
Service in 1998. 
Worked in Tata 
Chemicals, Barista, 
and Tata Housing. 


'AHA' MOMENT: 
Many. Barista turning 
EBITDA-positive in 
2004-05; Tata 

Housing breaking even 
in 2008; Tata Salt be- 
coming the top brand. 


MANAGEMENT STYLE: 
Freedom, but strict 
monitoring when it 
comes to results. 


revived rHDC, the Tata housing outfit that had 
been in the doldrums, and won back for it the 
right to use the Tata name. His formula: 

joint ventures with landowners. At Tata 
Housing (as it is again called), challenging 
mindsets is one of his tough jobs. A 


sample: How can a Tata firm succeed in a 


non-transparent business like real estate? 


SUMAN LAYAK 


-~ 


rd 


MyPage 


from rediff.com 


5 


earch for helpful contacts. 

Whether you're looking for a job or researching a 
course, nothing beats inside knowledge. My Page 
lets you search for people in a similar position and 


ask them questions. It will even suggest pages worth 
visiting and people in the know. With 15 million 
users, you'll get all the help you need. 











EE Deepak Dhar 35 MD Endemo! India 
Content Provider for Alt 


is career in the media industry began not by choice, 
but by chance. A summer job, to be precise, at Prime 
Sports in 1996. Deepak Dhar, Managing Director of 
Endemol India, says: "That summer hasn't gotten over yet 
for me." He joined Endemol in 2005 as creative director. EXPERIENCE: With MTV as 
"Till about two years ago, we were known here only a senior producer, 
for our big reality shows—Fear Factor, Big Boss, Laughter then with STAR rv as 


Challenge to name a few. But, then we realised that Group Head of 
we must do fiction shows to survive. Today we have two Alpis. from 
fiction shows on STAR Plus and srAR One and are Endem ol n 
working on a third," he adds. : 

The toughest challenge has been to create content in hae 
regional languages. "The challenge came when we were ARA MOMENT: r 
creating the big-ticket show called Deal aa no Deal aa in When Big Boss w 

pitted against soaps 


Tamil for Sun Tv. “Here was a market that was so different, and became a 

a culture so different... It was extremely difficult but Monday- Friday daily 

| am glad we turned it into a successful show," he adds. show 

Endemol is looking forward to creating content for 

every little specific market for India and take it across to MANAGEMENT STYLE: 

different languages. Dhar says: “My aim is to be known Go with the gut feel, 

as a 360 degree content provider in India." roll up your sleeves 
ANUSHA SUBRAMANIAN and get work done. 


RACHIT GOSWAMI 


Mec Deepak Munganahalli 40 Managing Director, India & Middle East | Transocean 


Perseverance Pays cova IT Kanpur 


General Manager 
ine years ago, Deepak Munganahalli was sent to head the à 00 Sm In Harvard, 
Indian operations of offshore drilling major Transocean with a i 

clear brief: Take a hard look at the business and shut it if needed. “It 18 
had been at $10 million here for quite some years,” he recalls. EXPERIENCE: 10 years 


eroi oii with Transocean. 
l'oday, Transocean's turnover here is $1 billion. "Several things 


contributed to this...most important was the India team believing in 


growth," he says When ved 
"It seemed ridiculous the first year, challenging the second sii erii n> 
year and then became a habit,” he recalls. One of his toughest around in India 


moments came when he was 27, heading Transocean in an 

African country and retrenchments had made the situation volatile. “I probably came 

closest to packing and leaving...My boss said the usual ‘ifit were easy, anyone would 

have done it’. These cliches make no sense most of the time, but when you are in the 

dumps, they do make all the difference," he recalls. He is not averse to taking up an offer 

abroad again, if it means the top job. “I will never shy away from a challenge." he says. 
DHIMAN CHATTOPADHYAY 
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COUPS Ma hur 35 Founder and MD 
India Equity Partners 


W rking at jp Morgan's private 
equity (PE) fund business al 


Singapore was just his cup ol tea, 
Gaurav Mathur realised after 
switching from 80-90-hour weeks 
as an investment banking analyst at 
Deutsche Bank. But Mathur 
strongly felt that countries like India 
needed a dedicated rk fund instead 
of getting driblets from a global one, 
(hus was born the $ 352 million 
India Equity Partners (wP), of which 
Mathur was a co-founder. Then, the 
market grew manifold and became 
fiercely competitive. so Mathur 
became sector specific and now 
seeks larger shareholdings jn his 
investee companies. 

[EP has roped in senior consult- 
ants from top-notch firms like 
\ccenture. But that isnt the meas- 
ure of success for Mathur. "We 
would like to prove our success by 
multiplying our invéstors money, 
which we hope we/will be able to do 
over the next few pears, he says. He 
is now focussing Mot just on finding 
new investmenf opportunities but 
also on learning the tricks of delega- 
tion through à process, even though 
delegation is tough in a business 
where indiridual investment calls 
can makea huge diflerence. 

Apart from his professional 
engagements, Mathur spends his 
weekends sailing off Mumbai— and 
sometimes even going for a spin in a 
rented Cessna 1/72 aircraft with his 
wife. Mathur and his wile are 
licensed commercial pilots, 

RACHNA M. KOPPIKAR 


EDUCATION: BA, 
IIM Ahmedabad. 


EXPERIENCE: Principal, 
JP Morgan Partners, 
Singapore, 2000-2005; 
Analyst, Deutsche Bank, 
London, 1998-2000. 


March 2006...we were 
able to achieve first 
closing of our fund by 
mobilising $200 million at 
India Equity Partners. 
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SPECIAL-THE HOTTEST YOUNG EXECUTIVES 


ENSE Gautam Bhandari 40 MD | Morgan Stanley Infrastructure (MSI) 


The Alchemist emi M 


Eis — | (Stern School) 
[bim is an understatement for Gautam Bhandari. 
After studving chemistry at St Stephen's College, Delhi, he 
: m s ntm "e ‘AHA’ MOMENT: 
picked up a PhD from the University of Delaware in the us. And then Being able to 
decided his first job should be in the semiconductor industry. [ secure patents 
worked in a technology start-up. Advanced Technology Materials in the 
Inc.,” says Bhandari, who has 20 patents to his name. Then he en- semiconductor 
rolled at New York University's Leonard N Stern School of Business industry. 


for an MBA infinance in 1999. 

"In my previous job, I was handling business development. An MBA was à 
good skill set to have," explains Bhandari. Next step: Morgan Stanley. "Morgan's 
work ethic and strong culture appealed to me the most, "says Bhandari. 

The transition from semiconductors to finance was tough initially. He first 
honed his skills at the global markets division and then did investment banking. 

After almost two decades abroad, Bhandari landed in India just before the 
Lehman crisis hit. In August 2008, he was made the head of Morgan Stanley 
Infrastructure in India, Middle East and sub-Saharan Africa. 

“I love being back, but sometimes you do miss some of the efficiencies that you 
are used to in, say, New York or London," says Bhandari, who believes in empow- 
erment and delegation at work. ANAND ADHIKARI 






















Hari Kumar |37 | Partner & MD Deloitte US in India 


EDUCATION: Chemical 


Talent Builder engineer and MBA. 


m-—— 
LS 





nside his ifth-floor office in Hyderabad's HiTec City, Hari Kumar EXPERIENCE: 14 years; 
L consulting and leadership 


Pw is busy trylng a putt. No, this avid golfer is not playing at work. 
: "I am normally putting or drawing on —À around 
| the white board whenever I am thinking,” sik vedada 
A a , D says Kumar, who oversees the operations of four 
businesses of Deloitte Us in India. "AB MOMENT: 


Though Kumar hails from Kerala, he did his year-c 
schooling ánd graduation in the us. "I have a us iudi cdit by 
passport," he says. In his 14 years of consulting. Oracle Corp as its 'par 
Kumar has been an entrepreneur for five years, owninga of the year’ in 20 
specialised management consulting firm, eWaken, which he ——— | | 
ter sold to join Deloitte us. He says his biggest goal isto develop TOUGHEST CHALLENGE: Initial 

: oe oes man- as an 2 
rs nto leaders. ios ou. [OC Sen vate pereo n particular, 
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Pure Banking. 
‘Nothing else. § 








Relief! 


Invest in 













SBI Tax Savings Scheme 


and see your money 


grow under our care. 


Le I Reduce your tax liability before time runs out! 
pail, Sittings | Open a Fixed Deposit under the SBI Tax Savings 
xx: nE Scheme-2006, today. 

* Rate of interest, as applicable to 
term deposits (5 years) 
* Full tax benefits under Section 80C of 
the Income Tax Act, 1961 
* Long-term deposit (minimum of 5 years) 
* Minimum deposit: Rs 1,000 / 
Maximum deposit: Rs 100,000 


For more information, please call 24x7 
Helpline: 1800 11 22 11 (toll free from BSNL / MTNL landlines), 
or email: contactcentre@sbi.co.in, or visit www.sbi.co.in 





The Banker to Every Indian 


CALL: Punjab & Chandigarh: 9779162211 © Haryana: 9996372211 © West UP & Uttarakhand: 9760202211 * Kolkata City: 9748422211 e Rest of West Bengal (except for Kolkata city), Sikkim 
& Andaman & Nicobar Islands: 9933202211 * Mumbai & Navi Mumbai City: 9987552211 * Goa & Maharashtra except Mumbai & Navi Mumbai City: 9730012211 * Madhya Pradesh & 
Chattishgarh: 9893282211 © Karnataka: 9731932211 * Chennai city: 9790942211 e Rest of Tamilnadu (except Chennai) & Pondicherry:9791912211 * Delhi & National Capital Region: 
9958802211 * Kerala & Lakshadweep: 9995392211 * Gujarat, Daman, Diu, Dadra & Nagar Haveli: 9724342211 ¢ Andhra Pradesh: 9959192211 « UP East: 9793502211 * Orissa: 
9777452211 © Bihar & Jharkhand: 9955952211 e Assam: 9957052211 * Rajasthan: 9799332211 © Himachal Pradesh: 9805092211 e Jammu & Kashmir: 9797532211 © Arunachal 
Pradesh, Tripura, Mizoram, Manipur, Nagaland & Meghalaya: 986255221 1 (Local call charges applicable) 








SPECIAL-THE HOTTEST YOUNG EXECUTIVES 


EN Karthik N. Sarma 40 
Chief People Officer, WNS 


Team Builder 


H: started his career selling engineer- 
ing equipment, excavators and 
cranes. Today, Karthik Sarma is the Chief 
People Officer of wNs—a talent scout and 
organisational catalyst. "My aim is to be 
able to deliver superior organisational per- 
formance through organisation design, 
team construction and creating cultures,” 
says Sarma. An energetic and jovial indi- 
vidual even at work, Sarma is very clear 
that his team should be better than him. 

With the entry of Sarma into wns, the 
HR function has reinvented itself. Apart 
from a whole lot of changes, Sarma has 
also brought in technology to enable accu- 
racy, speed and efficiency. 

Sarma says the toughest challenge is to 
be able to enable people to do their best in 
their organisation. Remembering what 
one of his senior colleagues once told him 
at Infosys, he says: “If you focus on the per- 
son's strengths, the strengths will double.” 
From then on, Sarma says he has con- 
sciously tried to work hard to find out what 
is it that one can do to enable people within 
the company to do their best and continu- 
ously keep doing the same. 

ANUSHA SUBRAMANIAN 


EDUCATION: BE, MBA (XLRI). 




















EXPERIENCE: 
ICI India, Infosys. 


‘AHA’ MOMENT: 
The HR department 
coming out with flying 
colours at an annual 
business review without 
his presence. 


MANAGEMENT STYLE: 
Like to work in 
the background 
and enable 
the team to 
succeed. 


UMESH GOSWAMI 
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Kenneth Andrade 39 


Head-Investments, IDFC Asset Management Co. 


Passion for Making Money 


oaring growth sums up Kenneth — gpycarion: B.Com. 
Andrade's rise from running a Rs. —————— 

JO-crore equity portfolio in 2002 to EXPERIENCE: Fund 

managing Rs 3,000 crore of equity Manager, Kotak 

funds and overseeing an equity and Asset Management 

bond corpus of Rs 25,000 crore today. (2002-2005), Head of 

One of his most challenging moments Portfolio Advisory, 

was the move from equity-dominated SSKI Investor Services 

Kotak AMc to fixed-income player (1999-2002). 

Standard Chartered amc in 2005. His ~ 

task was to shore up the equity funds — ‘AHA’ MOMENT: 

performance. Then, mre bought Getting promoted aS 

Standard Chartered Amc in 2008 and EM at 

renamed it. "Dur funds had done well : 

in the previous year and in 2008 we arid " - 000. 

; à was a transition 
could protect our investors, says from being an analyst 
Andrade, whose passion for making to a fund manager 
money started off in college when a bet role in a similar 


on Digital Equipment gave him a 100 profile and set up. 
per cent return. He started his career 

as a reporter in a stock market magazine in 1990. As the 
financial sector opened up, Andrade switched over to NBFCS 
and asset management companies. 

His big break came at brokerage sski Investor Services, 
where he got a chance to head the portfolio advisory business 
in 2000. That was a tumultuous year for stock markets, and 
he had to face irate investors and keep team morale high. 

RACHNA M. KOPPIKAR 


ull Mahendra Jain 38 
CEO, Global Shared Services, E&Y 





The Transformer 


He step and 
jump jobs, and 


a hot-shot can ex- 
pect to become a CEO 
in his 30s. But 
Mahendra Jain did 
it the hard way: 
Within the same 
firm. Joining S.R. 
Batliboi & Co, a 
member firm of 
Ernst & Young 
Global, as a trainee 
in 1993, he 


EDUCATION: ICWA, CA. 


EXPERIENCE: CEO, Global 
Shared Services, E&Y. 


TOUGHEST CHALLENGE: 
we in Chennai, 
re | handled 

unfamiliar sectors. 


MANAGEMENT STYLE: 
Inclusive, informal 
and delegative. 


achieved his dream of becoming a partner in 
just eight years. Then came the jump to his 
present post, in end-2007. A workaholic, he is 


uneasy about “today’s generation not wanting 


to spend long hours at work”. His life changed 
when he shifted to Chennai. “The three years in 
Chennai made me very strong as an individual,” 
he says. And also philosophical: the tsunami 
struck when he was holidaying at a beach re- 
sort with family. "It's God's wish that many of 
us are alive today,” he says. 

K.R. BALASUBRAMANYAM 
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Pooja Gupta 33 


Finance Director, Johnson & Johnson Medical 


Asia Pacific 


No Kidding, Please 


li was not her ability, not her gender, 
not her qualification, but getting past 
her youth that has been a challenge for 
Pooja Gupta. "Often, people hesitate 
because they feel that you are too 
young for the job, though you may 
have the right attitude and aptitude," 
she says. She sailed through her char- 
tered accountancy finals in the 99.6 
percentile, and started off as a 19-year- 
old in 1995 at S.R. Batliboi. The funni- 
est moment in her career was when she 
flew into London to apply for a finance 
head's post and the people thought that 
she had come for an ur job. "It under- 
lined the stereotypes that people have 


EDUCATION: MBA from 
INSEAD, France; CA. 


EXPERIENCE: Finance 
Head, southern 


Europe, Honeywell Inc. 


AHA' MOMENT 

Being given charge of 
the entire southern 
European market at 
Honeywell. 


TOP GOAL: À global 
leadership position. 


across the world ...I found it quite amusing," she says. 
Today, other than her main role, Gupta finds time to 

groom other young people within the group for 

leadership roles. "Developing talent is taken very 


seriously at J&J,” she says. 


SHAMNI PANDI 
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Rahul Murdeshwar 37 CFO Godrej Hershey 


Crunching Numbers-and Chocolate 


M! job is somewhat like chess ...itis about finding EDUCATION: CA 
the right solutions to problems at the right time," (top one per cent) 
says Rahul Murdeshwar. A highly-regarded cro. at ——— 


P&G. he was inducted into the Global cro Circle in EXPERIENCE: Three 
2003. an exclusive club of r&c cros. His toughest years in Hershey's, 
moment was in 2008, when he and a colleague had before that 12 

to set up Hershey's venture with Godrej in India. years in P&G. 


"Many people initially were not comfortable with 
sap.” he recalls. The sar project had one goofy moment, when the manage- 
ment insisted that a priest fix the launch time. “The pandit-ji chose 10-10. 30 
am on a Monday—and precisely at that time, there was a glitch...With just 
five minutes of the “golden moment” left, we finally managed to wake up a 
colleague in the us and sorted it out... I laugh now when I think of it, but I i 
wasn't laughing then,” he recalls. 
A topper most of his life, he doesn’t want to settle for anything less than the 
best. “I have a lot to learn... But if I am offered the top job, I would be happy to 


accept the challenge,” he says. 





DHIMAN CHATTOPADHYAY 
NISHIKANT GAMRI 


EH Rizwan Soomar 39 MD India& Sri Lanka, Maersk Line 


Shaping up, Shipping Style 


AS Rizwan Soomar about the number of days he travels in a year, and 
there's an uneasy pause. "About 180 days,” he says. A week in every 
fifth is spent in Singapore attending classes for his executive MBA from 
Chicago Booth School of Business. Then, there are visits to all Maersk offices 
in India—the big ones every quarter, the small ones once a year. Not to forget 
Sri Lanka. As a Maersk Line lifer, Soomar is no 


cse rernm stranger to a peripatetic lifestyle or change. He 
Institute of Chartered joined in 1995 as a Management Trainee of the 


Shipbrokers, London. Maersk International Shipping Education (MISE) 
dili pid programme. A stint in Hong Kong in 1995 fol- 
EXPERIENCE: Maersk Line. lowed. A year later, Soomar was back in India as 
the Executive Assistant of Tomas Drybye, then 





ia Managing Director. In 2001, he was off 
‘AHAY MOMENT: India Managing Director. In 2001, he was off to 


The Egypt posting: he got Ludhiana to set up offices there. The big jump 


to manage a geography. happened in 200; , when Soomar was named 
MD for Egypt. A few months later, Soomar was 


put in charge of Libya, Lebanon and Syria. Recalls Soomar: "I was a part of 
the strategy team that reported to the cro, Today. when I see some of those 
ideas being implemented, it's a great feeling." 
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NEC GIVES THE PENINSULA 
SHANGHAI WHAT IT NEEDS - 
SEAMLESS SERVICE. 


The newly opened Peninsula Shanghai has everything 














a world-class hotel needs to differentiate its property: 
extraordinary service, five-star dining and Unified s 
Communications from NEC. With a fully-converged voice 4 
and data wireless LAN throughout 99.9% of the gee 
over 200 guest service staff on the move are conn dcs 
to applications that enable immediate re oa 
guest requests. Says Shane Izaks, "Weg p < em | Mr. Shane tzake 

our guests are well looked after and a pem General Manager, IT 


taken care of, thanks to NEC" — pr 
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Learn how NEC can partner with your Empowered by Innovation RI - 
company at 


SPECIAL-THE HOTTEST YOUNG EXECUTIVES 


EE Shubha Arora 37 Director, HR | Schindler India 


EDUCATION: MA, Social 


Top Floor, Please Work. 


Wi a Bachelor's in political science and Master's ^ gypegiENCE: Siemens, 
in social work, Shubha Arora could havejoined and Schindler. 


the media or the social sector. But she opted for the 
corporate world and today, at 37, she is the youngest 'AHA' MOMENT: 
member of the escalator and elevator giant's India Being chosen for the 
A-team. Last month, at the World arD Congress, Arora — Schindler Academy, 
bagged the Women's Super Achiever Award. “When! an internal 
joined Schindler India as an HR executive, we werejust Programme for high 
30 people,” she recalls. In 2004, she was named HR potential talent. 
Head of Schindler India. “We have grown substan- 
tially...to 700 people today...and still maintain a culture of transparency...that is 
my biggest source of pride,” adds Arora. And how is it being the youngest mem- 
ber of the management team? “This is a male-dominated industry. Initially, | 
would wonder if I should speak at meetings or not...” she recalls. “But, I realised 
that everybody has a role. That's the great thing about Schindler." 

T.V. MAHALINGAM 
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EN Sidharth Punshi 35 MD Jefferies India 
Starting out, Again 


t a time when the pillars of global investment 
banking had started to shake, Sidharth Punshi 
had two choices 





relocate to Goldman Sachs India or 
take the top job at Jefferies India to set up its India 
operations. He chose Jefferies although he says he is 
averse to taking risks. 
So, in mid-2008, Punshi was prowling the 
corridors of power in Delhi and Mumbai to get various — gpycAmoN: BSc 
regulatory approvals. "Dealing with the regulators, (Economics) from LSE. 
deciding on the office space, putting together a ————— 


team—it's been the toughest but an exciting EXPERIENCE: Vice 
challenge for me," says Punshi, a wine collector President, Citigroup 
and a kick-boxer in his leisure time. Global Markets 


The challenge didn't end with getting the licence. (1996-2005); Executive 
The next job was to get a motivated team. The slow- Director, Goldman Sachs 
down helped him, as he could hire bankers who were UK (2005-2008). 
keen to get out of large set-ups. "Given this role of — — —À 
building a team, I have to be consensus-driven but | 'AHA' MOMENT: 
have to take control and ownership at some level," Closing of the Amtek 
says Punshi, describing his management style. The Auto $165 million 
deals started flowing in from late last year, and there restructuring and new 
hasn't been any looking back for Punshi and his team. issuance of FCCBs in 

RACHNA M. KOPPIKAR 2009, 
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where it all begins 
— —# 


MER 


Cairo by Night 
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EE Somasekhar Sundaresan 37 


Partner, J Sagar Associates 


Bitten by the Legal Bug 


EDUCATION: LLB. 


EXPERIENCE: Five years 
as a journalist and 12 
years as a lawyer. 


TOUGHEST CHALLENGE 
‘When | joined the 
legal profession, it 
was tough to make 
other people believe 
in me when | had not 
spent a day in a law 
firm till then.’ 


MANAGEMENT STYLE 
Participative. 


s head of securities law and private eq- 
Ais practice at law firm JSa and a mem- 
ber of the Takeover Regulation Advisory 
Committee of the Securities & Exchange 
Board of India (seat) it is natural for 
Somasekhar Sundaresan to be hard-pressed 
for time. But he adds to his load. Each winter 
he teaches for two months at Government 
Law College, Mumbai. He also writes regular 
columns (his practice providing the fodder). 

Much new and "young law" has been 
formulated and interpreted in the past 
decade as Sundaresan was building his ca- 
reer, playing a role in landmark cases. But 
"corporate law can completely cut you off 
from the real world, so it is important to keep 
your connect," he says. Since 2005, he has 
been climbing mountains to do so. In Nepal. 
Turkey and Ladakh. This year, it is going to 
be Satopanth in Garhwal region. No wonder 
time management is an issue with him. 

SHALINI S. DAGAR 
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Sundar Raman | 37 
CEO, IPL, The Champions League 


On the Ball 





Bo Sundar —_epucaTioN: Applied 

Raman'snon- Science Graduate, 

chalant demeanour PG in Advertising & 

lurks a tough nego- Marketing. 

tiator who knows — 

every blade of grass EXPERIENCE: MD, 

— Mindshare (north 
“I have always & east). 

said we willnotrest . —^ ^ — 

till pL [Indian ‘AHA’ MOMENT: 

Premier League| be- Many Winning 

comes the most Hindustan Unilever 

recognised sporting busi 

property across the yea r first IPL match. 


world,” says Raman. 
Says former colleague Vikram Sakuja, CEO, 
GroupM South Asia: “He has a high degree 
of passion... He goes after big targets and 
thrives on challenges.” 

Raman admits to having grown into a 
far more patient and understanding leader: 
“I have realised that it is all about motivating 
people and the challenge is not whether | 
can work with them, but if people can work 
with me...." 

SHAMNI PANDE 
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Autumn Winter ‘og 


it ensures long lasting wrinkle-free properties. Because no matter 
how hectic your day gets, you need to look your very best, all day long. 


Underline your presence in distinctive Wrinkle - Free Shirts from | 
Park Avenue. Treated with LAP (Liquid Ammonia Process) technology, (oe) | park Avenue 





Park Avenue Exclusive Stores: BENGALURU (Brigade Road* Tel: 25598080 | 100 Feet Road. Indira Nagar" Tel: 41264553). CALICUT (Focus Mai! Tel: 4021006); CHANDIGARH (Sector 17E" 
À Tel: 4653487); CHENNAI (5, Citi Centre. Mylapore* Tel: 43577111 | First Avenue. Anna Nagar Tel: 45500160); DELHI (C-12, Inner Circle Connaught Place* Tel: 41516555 ! 2€ Ajmal Khan 
Road, Karol Bagh Tel: 25744455 | 29/B, Khan Market" Tel 24635755 | Greater Kailash |* Tel: 29233666 Bungalow Road, Kamla Nagar Tel: 47001515 | E 13, South Extension-II* 
Tel: 46081223); GURGAON (The Metropolitan* Tel: 4300208 | F-101, Ambiance Mall* Tel:4665464), HYDERABAD (Jubilee Hills Road No. 2° Tel: 23550275); KOLKATA (6A. Elgin Road 
Tet: 22894464) MUMBAI (High Street Phoenix* Tel: 24910939 | Inorbit Mall Maiad* Tel: 28789354) PUNE (F.C. Road" Tel: 25510929) 





"Park Avenue Woman Merchandise also available 


SUUM S lifestyle © CENTRAL KV ~ and other leading stores — www parkavenue.co.i 
AAA dentsumarcom/ 10312/09 
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EN Vaishali Kasture 40 MD, India | Butterfield Fulcrum 
EDUCATION: MBA 
Model CV from Jamnalal 


aishali Kasture's cv bristles with big names and key Bajaj College of 
T — Citibank, then stints with up (formerly EDS) Management. 
business MphasiS and in Japan and Hong Kong. Back in E 
India, she found herself chased by headhunters with EXPERIENCE: Citibank, 
lucrative banking offers, but she joined Infosys BPo and Infosys BPO. 
helped it build its focus on non-voice business. Kasture's 


career isn't devoid of painful missteps, like her decision to ‘AHA’ MOMENT: 

join Prime Broking as a trader in 1996-97. "That was the ees etel 

biggest mistake of my life," she says. which bot tm 
The next move was into hedge fund administration realise that her spe- 

start-up Fulcrum. When private equity giant 3i took a cialty was operations. 

controlling stake in Fulcrum (and later merged it with 

Butterfield to create the world’s fifth-largest administrator), TOUGHEST CHALLENGE: 

Kasture initially hired a small group of 15 people to begin the Transitioning 700 

transition of work from North America to India. “We funds to India from 

transitioned 700 funds to India in 12 months,” she says. North America in 





RAHUL SACHITANAND 12 months. 


DEEPAK G. PAWAR 


GE Vivek Pandit | 40 | Partner | McKinsey & Co. 
A Balancing Act 


or Vivek Pandit, life is a constant balancing act. 
Born in the us and brought up there till he was 10, 


Pandit spent his formative years in India (11-17) at EDUCATION: Dual Master's 
» = acd s in Business and 
Doon School and Jamshedpur. He was off to the us for Engi ing 
higher studies, but was back in India in 2005. 
Though of Kashmiri lineage, Pandit’s family struck , 
EXPERIENCE: 10 years in 


roots in Orissa two centuries ago, and he speaks Oriya as McKinsey; Started and 

well as Urdu and Hindi. His three children always spend sold two technology 

a part of their birthdays at the Asha Sadan companies before 

orphanage. And while he heads two verticals for joining McKinsey. Was a 

McKinsey in India, he also advises the St. Jude's Cancer team leader in the sci- 

Care Centers, Indian Public Schools Society and the entific staff at Bell 

Union Ministry of Human Resources. Northern Research of 
"McKinsey grants you the freedom to act as if there's Nortel in between. 

nothing to lose, to practice resurrection. Therein lies Du — 

challenge—to take consulting from the realm of the 'AHA' MOMENT: 

probable to that of the possible; moving from success to Resurrection within 

significance," says Pandit. What about the top job at McKinsey: Coming back 

McKinsey? He says that the top job at McKinsey means to India was one such 

the firm becomes your biggest client. While that is moment. 

something he would take up someday, he feels he has 

much more to do in his current role. MANAGEMENT STYLE: V 

SUMAN LAYAK inclusive & colla ive. 
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Attention: Central Excise and Service Tax assesses 





For Rs.10 lakhs and more duty, 
e-payment & e-filing is now mandatory 


If you are an assessee: 





Paying total duty of Rs. 10 
lakhs (cash * credit) or more 
for payment of Excise Duty/ 
Service Tax for the financial 
year 2009-10 


E-payment & E-filing of 
yourreturns is mandatory. 





Effective from 


1" April, 2010 
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31" March, 2010 is the last 
date for payment of Central 
Excise duty and Service tax 
for the month/quarter 
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EAA ending March. 
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For more information on e-registration, e-payment & e-filing of 
Central Excise & Service Tax Returns log on to www.aces.gov.in 





DIRECTORATE OF PUBLICITY AND PUBLIC RELATIONS 
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SPECIAL-YOUNG CEOs 


Hot Blood at the Top 


More and more businesses today are being headed by professional CEOs in their 30s. What 
do they bring to the table that is making them the darlings of promoters and boards? 





ANAND ADHIKARI 


hen Madhu Kannan, 

now running India’s 

oldest stock exc- 

hange, turned up at 

the Bombay Stock 
Exchange at 6.30 a.m. on his first day at 
work, the guard posted at Phiroze 
Jeejeebhoy Towers, where the bourse 
is housed, stopped him. He did not know 
that BsE had recruited the youngest œo in 
its history, and thought that Kannan, 36, 
was pulling a fast one (Kannan's prede- 
cessor was 45). 

“It was tough getting in. It was eas- 
ier to get the job,” chuckles Kannan, 
who is just one among several top exe- 
cutives finding their youth an advan- 
tage—and a burden at times—as they 
race into the ceo's room in record time. 
Others: Rajesh Kamat at entertainment 
TV channel Colors, Varun Bajpai at 


Rajesh Kamat 36 


CEO, Colors, since Jan. ‘08; 
Group COO, Viacom 18, since Jan. ‘10 


BLAST FROM THE PAST: Brand Manager at 
Coke; Sr. Vice President at STAR India. 
Set s erg operations of Endemol, 
UK's largest production house. 


CHALLENGES AT HAND: Achieve break- 
even and de-risk the business model 
by launching more channels. 


"What compensates for lack of 
grey hair is the point to prove and 
passion to prove. You can always 
find people who want to aspire 

to get to the next level" 





RACHIT GOSWAMI 


SBI Macquarie Infrastructure 
Management, Tarun Katial at Reliance 
Media World, Gagan Banga at 
Indiabulls Financial Services, Akshay 
Gupta at Peerless MF and Sameer 
Kamdar at Ask Investment Managers. 

These young c&os symbolise a 
challenge to the stereotyped greying 
cko with decades of experience as 
more promoters and boards favour 
young leaders. Is it because they und- 
erstand target markets (read: the 
young population) better or take the 
pressure better: 

Jayanta Roy, one of the promoters 
of Peerless Mr, explains why he chose 
Gupta, 36, to run the fund: "The busi- 
ness requires the right competencies 
and capabilities and, after a certain 
experience level, age does not add 
much incremental value." 

E. Balaji, Director & ceo, Ma Foi 
Management Consultants, thinks the 
trend of younger cros so far has been 
largely a new-economy phenome- 
non. "We see younger œos in retail, rr, 
media & entertainment, and finan- 
cial services," says Balaji, adding that 
taking bets on younger ceos would 
be the next logical step for even older 
family businesses that are mostly into 
manufacturing. 

Ashutosh Khanna, Partner, Korn/ 





Ferry International, says that, apart 
from the sectoral aspect, it's also eco- 
nomics at play. "The number of com- 
panies keeps growing. and they do 
not have a wide pool to choose from— 
they have to look at the second rung 
of bright talent." 

Then, he says, it's not always via- 
ble for even existing companies to tap 
“experienced” cros as many have a 
huge asking price. "Younger profes- 
sionals are willing to take risks in new 
areas that senior leaders, often. are 


Madhu Kannan 3e 
MD & CEO, BSE, since May ‘09 


BLAST FROM THE PAST: Rose to Senior 
Vice President at NYSE Euronext 
(holding company for NYSE and 
Euronext); also held the managing 
directorship at Corporate Strategy 
Group of Bank of America- 

Merrill Lynch. 





CHALLENGES AT HAND: Turn around 
BSE, which is losing market share. 





"There is absolutely no replacement 
for high quality relevant experience, 
right attitude and the willingness to 
adapt to the changing environment. 
These are bigger drivers than age" 


Gagan Banga |34 


CEO, Indiabulls Financial 
Services, since Dec. ‘07 


BLAST FROM THE PAST: Rose to National 
Sales Head at NIIT in two me (after 
three rapid promotions). , headed 
branding at Indiabulls. 





CHALLENGES AT HAND: Build a healthy 
asset book and prepare for turning 
the NBFC into a bank eventually. 





"There was a time when | was 
facing a wall—what to do next- 
as my job then had no challenges left" 


unwilling to," he says. 

SBI Macquarie's Bajpai, pointing 
out that many businesses owned ot 
run by families are now hiring pro- 
fessional ceos, says: "That's simply 
because India itself is operating at a 
very fast pace and promoters are smart 
enough to realise that." 

Reliance Media's Katial puts the 
"pace" in perspective: "The work life 
cycle that one would earlier cover in 
3-5 years is now completed in one 


year." Katial himself works for 





SPECIAL-YOUNG CEOs 


Tarun Katial |35 
CEO, Reliance Media World, since Nov. ‘09 


BLAST FROM THE PAST: Honed his skills 
at advertising agencies and then rose 
to Head (Programming) at STAR India 
(KBC) and Sony Entertainment 
(Indian Idol). 





CHALLENGES AT HAND: Make Reliance 
Media the largest p media 
platform for brands in the country. 





"The work life cycle one would cover in 
3-5 years, is now completed in one year" 


12-14 hours a day, six days a week. 

The way these new ceos operate is 
unconventional and requires both 
entrepreneurial and large operation 
skills. One of the first things Kannan 
did at ask was to move down from the 
ceo's palatial 25th floor office to the 
15th floor. "You have to be where 
the engine (operations) is," explains 
Kannan, whose new office is a sev- 
enth the size of the earlier room. 

When Bajpai took up the 
Macquarie offer, he was actually the 
first recruit in India as Mp and his first 
few months were spent in creating 
the administrative and logistic set-up. 

Kamat, who runs Colors, believes 
in walking up to his Programming 
Head or Sales Head instead of calling 
people to his room. “People don't work 
for you. They work with you,” he says. 
His quick-thinking approach to pro- 
gramming caught giants like STAR, 
Sony and Zee unawares. 

“We are not stuck on any one 
particular format of doing things in a 
market where consumer likes and 
dislikes are changing very fast,” Kamat 
says. Example: Colors is ready with 
Rock Star, a musical show in a tie-up 
with Indian Premier League (IPL), the 
matches for which are on, and a Fear 
Factor show with iPL cricketers. 

Still, for such professionals, the 
journey to the corner room is not an 
easy one. Candidates must have the 
ability to take risk with their career. 
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"7 > meuf 
k " 


"Hm dius Ma ee 


Take Indiabulls’ Banga, who joined 
nur and rose quickly up the ladder. “I 
was staring at a wall after lapping up 
three promotions in quick succession,” 
says Banga, who left irr as National 
Sales Head while still in his 20s. The big 
bet he took was to join a lesser known 
brand, Indiabulls, which had an 
Internet-based stock-trading model. 
Rishi Khiani, cao of Times Internet, 
dabbled in entrepreneurial ventures 
before taking up the current job. In 
1998, he founded Urban Eye Media, 
which was focussed on creating high- 
end custom design for many leading 


WHY YOUTH IS HOT 


@ Global benchmarking of 
businesses requiring 
different skill-sets. 

@ Consumer behaviour changing 


fast and product lifecycles 
also shortening. 





@ Performance culture and 
meritocracy at play. 


@ Business models or strategy 
also changing fast in tune 
with external environment. 





brands (us Army, Nike, FIFA 2006). 
He was ceo at Sidewalks of the World, 
an online store offering customers 
unusual art and home décor prod- 
ucts from around the world. 

Kamat left a cushy job as MD of 
UK-based Endemol's Indian operation 
after setting up the business from 
scratch. "I actually learnt the busi- 
ness aspect at Endemol much before 
pitching a format and producing a 
show," he says. Ask's Kamdar also 
had an unusual career and route to 
the ceo's chair. He did research, built 
a corporate mutual fund business in 
India and then joined ASK AMC as its 
cgo. He was 35 then. 

Some nuance the leaps they have 
made in their careers. "I would term it 
as initiative rather than willingness to 
take risks," says Bajpai. 

How do these œos deal with issues 
in a culture where age is treated 
mostly with deference? Getting senior 
and experienced people to work for 
him initially was difficult, admits 
Colors' Kamat. "Not everyone works 
for a vision." 

It is important for these c&os to 
create an organisation that is as merit- 
based as age-agnostic. Reliance's Katial 


says: "We need people who are 
younger in mind. My un head is 50 
years old, but he thinks like me." 
Competence and delivering on prom- 


Rishi Khiani 34 


CEO, Times Internet, since Aug. ‘09 


BLAST FROM THE PAST: Founded Urban 
Eye and sold it to Web18; and also work- 





ises make for another surefire fix: "You ed as CEO for Web18 for some time. 

have to deliver the expectation of the 

board," says Gupta of Peerless MF. CHALLENGES AT HAND: To be the most 
Maturity of the individual and his ci deren regn adr X 


or her professionalism, too, are fac- 
tors that outweigh the young-in-years 
considerations, says the young brigade. 
That may be the reason for Kannan to 
get the top job at the Bs. He had earlier 
worked at the Nyse Euronext. High- 
quality relevant experience, attitude 
and the willingness to adapt to a 
changing environment "are bigger 
drivers than age," he believes. 

But, being "too young" has other 
downsides. As Banga says: "If I had 
seen more of life, I would have proba- 
bly not made some of the mistakes | 
made." Katial, who was a business 





"Companies in the forefront of inno- 
vation globally (the large Internet 
companies or the media companies) 
are the ones with a younger CEO” 


head at age 30, cites another downside: 
"At that age people tend to reject you." 


Passion and Vision 

All these young turks swear by the 
vision-mission mix. BSE's Kannan wants 
people with abilities, passion and an 
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Innovation is Life 


leader in providing protection to homes against insects and pests and to 
farms, orchards and gardens against excessive sunlight. As packaging 
material, these nets provide protection to fruits, vegetables and toys. 
These nets also find applications in AC grills, windmill rotors, 
construction of roads, landfills, runways and railway tracks as 
well as sericulture, poultry and many more. 







World-class Solutions in Flexible Packaging 

in the year 2008, TUFLEX INDIA set up a world-class 
infrastructure to bring to you the highest quality PRINTED 
FLEXIBLE PACKAGING LAMINATES & POUCHES for a range of 





applications in Tea, Sugar, Milk, Confectionery, Seeds, Lubricants, RTE Foods, @ — 
Detergents, Cosmetics, Spices, Wafers, Atta, Edible Oil, Rice and other ll | | 
consumer products. 1 | T 
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Our flexible packaging unit is equipped with state-of-the-art European 
machinery for printing, lamination, slitting, pouching, laser marking and foa." 
quality testing. Our quality systems are certified under ISO 22000:2005 | 
indicating the highest standards of Food Safety Management and hygiene 
levels to protect your valuable products. With these unmatched facilities, 
backed by a team of highly trained personnel, we can provide solutions to 
meet your requirements for superior quality flexible packaging laminates. 
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TUFLEX INDIA 


Division of Parry Enterprises India Ltd 
201/202, Regent Tower, Racecourse Circle, Vadodara 390007, Gujarat, India. Ph.: + 91-265-2312900/2311239 Fax: +91-265-2339352 Email ho@tufiex.net 
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understanding of the vision of the com- 
pany, rather than just experience in 
years, as he focusses on technology. 
innovation and operations. "We want 
to transform BSE into a financial 
supermarket, which offers tradable 
products across asset classes and an ar- 
ray of allied services." he says. 
Indiabulls' Banga expects the bal- 
ance sheet (loan asset) to be 
Rs 25,000-28,000 crore by 2012 
from the current level of Rs 10,000 
crore. Katial wants Reliance Media 
to be one of the largest integrated 
media platform for brands in the 
country. Macquarie's Bajpai 


Varun Bajpai |34 
Senior pop ohm Macquarie 


Capital, since ‘05; also CEO at SBI 
Macquarie Infrastructure Management 


BLAST FROM THE PAST: Joined Kotak as 
part of their M&A advisory team and 
switched to Deutsche Bank. Later, set 
up Macquarie's Indian operations. 





CHALLENGES AT HAND: Expand Macquarie's 
India franchise and aid in infra financing. 





"What matters is the maturity of 

an individual, the professionalism 
one operates with and also the 
competence one brings to the table" 
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expects his fund to grow to $2 billion 
and be the largest infrastructure fund 
in the country. 

The pace at which these cros are 
working could make them burn out 
faster. In fact, many talk about strik- 
ing a balance. "You need stability and 
an anchor at home," says Kamat, 
who is into yoga and squash. 

Katial does meditation and says 
he grew up quickly when he went to a 
vipasana course some years back. "You 


| 


wp 
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Sameer Kamdar | 36 


CEO, ASK Investment Managers, 
since Jan. '09; also CEO at ASK AMC since 
Aug. ‘08. He holds a minority stake in this 


BLAST FROM THE PAST: Developed the 
corporate mutual fund business in India; 
rose to National Sales Head at Mata 
Securities. 





CHALLENGES AT HAND: Set up a mutual 
fund business in a field with four dozen 
players and a dozen more awaiting 
clearance. 





“| think the barriers are now coming 
down and | see a trend of younger 
CEOs accelerating in future" 


have to be self-critical when you grow 
to manage a larger role," he says. 
Banga, citing tennis star Roger Federer, 
says: "The patience in his game is 
something I would like to follow." 
Banga goes for long runs every day. 

So, will success stories like these 
prompt more promoters and boards to 
appoint young CEOs and oust oldies? 
There's one hurdle: 15-20 years of 
work experience may not be enough to 
understand all business complexities. 
"You need to have some multi- 
divisional, multi-functional experi- 
ence to run a company, say, of 
30,000-40,000 employees,” says 
Balaji of Ma Foi, pointing out that 
there are few examples of young 
cos heading conglomerates. Tata 
Chemicals, the world's second- 
largest producer of soda ash. has 
42-year-old R. Mukundan as 
Managing Director, for instance, 
and Carrier Aircon's India Head is 
38-vear-old Zubin Irani. 

But the age barriers are falling. 
and not just in innovation-led sec- 
tors like the Internet companies or 
media. "It's also very important to 
be at the right place at the right 
time. There could be many more 
who, given the opportunity, could 
have done equally well or better.” 
says a modest Kamat. © 

ADDITIONAL REPORTING 
BY SHAMNI PANDE 
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LUXURY-SMALL TOWNS 
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Frontier 


Nearly a third of India's 
84,000 dollar millionaires live 
outside the big cities, but 
that isn't stopping them from 
acquiring the best things 
money can buy-yachts, 
luxury cars, bespoke suits 
and limited-edition watches. 
DHIMAN CHATTOPADHYAY 


ibrugarh, on the banks 
of the Brahmaputra in 
Upper Assam, is one of 
the state's largest tea 
producing districts, 
which has earned it 
the sobriquet "Tea City 
of India." Recently, 
Adhiraj Agarwal, 48, acquired a tea 
estate in the town, along with two 
partners. Now Agarwal, his business 
interests notwithstanding. wasn t 
exactly looking for a teetotalitarian 
way to celebrate the acquisition. 
"Unfortunately one can't just go out 
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and buy champagne, let alone top- 
quality champagne in Dibrugarh. So | 
called up a friend who works for Moét 


Hennessy India (from the stable of 


luxury goods major, the LVMH Group) 
for help to order at least 50 bottles. 
Barely 48 hours later, there was this 


courier boy standing on the doorstep of 


my bungalow with the parcel. They 
even sent the napkins to wrap around 


the glasses," gushes Agarwal. 


From the North East to a sleepy 
village on the outskirts of Pune in 
Maharashtra, in which resides one 
R. Dastur. Dastur is in no mood to 
reveal what the R. in his name stands 
for, or how he earns his ample stash ("1 
have my own business," he grunts)— 
not even the name of his village. What 
he is willing to divulge is his love for the 
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Vroom towns: Porsche has sold over 200 
cars outside of the metros, says Wallace 


(in pic), the luxury car maker's man in India 
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good life—and his romance with the 
Mont Blanc brand. Dastur owns a 
gold-plated Mont Blanc Sport 
Automatic watch worth a little over Rs 
5 lakh. And recently he got another 
Mont Blanc model for his wife with a 
tag touching Rs 1 2 lakh. "I had it de- 
livered to my home, which is an hour's 
drive from Pune, up in the hills. If I 
can get such products and such per- 


sonalised service sitting far away from 
the hustle of a big city, I see no reason 
why I should live in one,” grins Dastur, 
who also has ancestral property in 
Mumbai. "Today everything, right 
from my 82-inch tcp home theatre to 


my watch to even my regular supply of 


Italian wines, is home-delivered by 
companies or their agents... | am away 
from the noise (of a city) but still have 


SMALL TOWN INDIA 
IS GETTING RICHER 


As on Dec. 31, 2009 there 
were over 84,000 High Net 
Worth Individual Indians with a 
combined wealth of $310 billion. 





The high net worth population 
in India is expected to triple 
its size between 2008 and 2018 

to around 2.5 lakh individuals, 

with small towns accounting for 
around 35-40 per cent. 


India's dollar millionaires 
are younger than anywhere 
else in the world. Only 996 are 
over the age of 66. A majority is 











fastest rate in small towns. 
Already there are 51 districts that, 
together, have twice the market 
potential of the four metros 
combined. This is expected to 


get even more geographically 
dispersed. 


Source: 2009 
Capcemini/ Merrill Lynch 
Asia-Pacific Wealth Report 


luxury on my finger tips." gleams the 
30-something millionaire. 

They're ones with a fortune and- 
with due to apologies to C.K. Prahalad 
—sitting pretty on top of the pyramid. 
If you thought it's only well-heeled 
city-slickers who have a penchant for 
fast cars or some limited edition brew 
from the highlands or a diamond- 
studded timepiece, consider this: 
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KULDEEP 


Aniu is MD, and Gautama is ED, Marine Solutions 


"Our clients also live in small towns of 
Maharashtra, Punjab, Gujarat as well as 
Andhra Pradesh and Madhya Pradesh" 


Ludhiana in Punjab is the largest mar- 
ket for Rs 1 crore-plus watches in North 
India, after Delhi. Down south in 
Coimbatore, Porsche and Audi, both 
high-end automobile brands from the 
Volkswagen stable, did roaring business 
in 2009, selling 35 cars; in that same 
year, the two luxury car brands sold 
some 1,800 cars in India. In Surat in 


Gujarat, some 1 1 Mercs priced between 
Rs 27 lakh and Rs 3 crore were sold in 
December last year. Cochin in Kerala 
was the fastest-growing market for 
small boats and yachts in 2008-09. 
The upshot: Non-metro India has 
its moneybags, some of them farm- 
ers, others businessmen, and yet oth- 
ers who've left the big cities for some 


Upmarket, Upcountry 






LUDHIANA 





JALANDHAR BHOPAL 
Largest market for Rs 1 One of the largest Increasing demand for sports 
crore-plus watches in consumers of Rolls boats and sailing yachts. 5 sold in 
North India, after Delhi. Royce in 2009. last 18 months. 
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COIMBATORE 


SURAT i Porsche and Audi sold an 
Significant growth in estimated 30 cars in 2009, 
demand for Mercedes PAWNA roughly 5% of total India sales. 
and Audis in 2009. In Growing sales of 

December 2009 alone, sailing yachts and 

11 Mercs priced boats thanks to 

between Rs 27 lakh luxury bungalows COCHIN 


Fastest growing market for small boats and 
yachts in 2008-09, around 6 sold in that period. 


and Rs 3 crore were 
sold in Surat. 


coming up around 
Pawna lake. 
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peace and quiet, their riches in tow. 
According to the 2009 Capgemini/ 
Merrill Lynch Asia-Pacific Wealth 
Report, the high-net worth individ- 
ual (HNW1) population in India—those 
who are millionaires in dollar 
terms—is expected to almost treble 
from 84,000 uNwis in 2009 to 2.5 
lakh by 2018. And here's the number 
that's sending marketers of luxury 
goods up country: 35-40 per cent. 
That's the percentage of HNWis who 
will be based in small-town India. The 
study also points out that wealth is 
growing at the fastest rate in small 
towns. Already, there are 51 districts 
that, put together, have twice the 
market potential of the four metros 
combined. This is expected to get more 
geographically dispersed. According to 
AT Kearney's India Luxury Review 
Report of 2007-08, the market for 
luxury products in India will be in 
the $25-30 billion range by 2015. 
Non-metro India could account for 
at least $10 billion of that. 
"Marketing in India has to be dif- 
ferent from many of the other 
economies we operate in, simply be- 
cause of the sheer size of the country 
and the great geographical diversity. 
The fact that people with massive sur- 
plus incomes reside right across the 
length and breadth of the country 
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doesn't make it easier," says Benoit 
Tiers, MD, Audi India. 

Across luxury categories, mar- 
keters are making eflorts to penetrate 
deeper. Top-end bespoke suit maker 
Ermenegildo Zegna, for instance, flies 
down their master tailor to a client's 
residence for fittings and trials. "There 
is a market in smaller towns and if a 
client lives in a city far from our show- 
rooms, and for some reason cannot 
travel, our team visits them in their 
city of residence for both measure- 
ments and then again for fittings." 
says Shantanu Mukerji, GM India and 
Asia Pacific, Zegna, who is based out 
of Singapore. 

Even luxury yachts are finding 
their way out of traditional markets like 
Mumbai. Distributors such as Marine 
Solutions, West Coast Marine and 
Azimut Benetton deliver a vacht, com- 
plete with a captain and crew, to any 
city or port in India. "We have offices 
in quite a few cities such as Kolkata, 
Vizag and Goa apart from Mumbai 
but then our clients also live in small 
towns of Maharashtra, Punjab, Gujarat 
as well as many places in Andhra 
Pradesh and Madhya Pradesh. We 
have sold boats to clients living as far 
away as Sikkim," says Anju Dutta, 
Mp, Marine Solutions. (Whilst yachts 
are sold primarily in coastal areas, sail 
boats and motor boats are sold in land 
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BENOIT TIERS 
Managing Director, Audi India 





"The fact that people with massive surplus incomes reside right across the 
length and breadth of the country doesn't make marketing easier " 


locked regions too, which have their 
own lakes, say, the lakes in Bhopal. 
Upper Lake and Lower Lake). 

Some products of luxury clothes 
and accessories giant Gucci, too, are 
available online, making inroads into 
non-urban India. On rediff.com, for 


THE SHIFT TO 
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METRO/SMALL- EXPECTED 
TOWN RATIO NOW RATIO IN 2015 


TA 
"ATC j 
JL ANJAN 


PRODUCT 











in many cases people who live in small towns 
come to a metro to buy smaller luxury products 
such as suits, watches or fragrances. The ratio 
is an estimate taking into account both people 
who actually order from a small town and those 
who live there but have made a purchase on a 
trip to a metro. 


instance, clients from over 400 cities 
and towns can have Gucci perfumes, 
eyewear and other accessories, whose 
prices range from Rs 3,000 to over 
Rs 1 lakh, home-delivered. That is pre- 
cisely how K.S Narula (not his real 
name), a resident of Bhatinda, bought 
his wife a set of three Gucci "Envy Me" 
perfumes. "It would have cost me a 
lot more to fly down to a Gucci bouti- 
que in Delhi or Mumbai," says Narula. 

Also using the Internet—but for 
a different purpose—is Porsche. "We 
have a facility where a buyer can design 





his own Porsche on our website. You 
could, as one customer did, have an 
electric slide glass sunroof added," says 
Rod Wallace, Mp, Precision Cars India, 
the sole distributors of Porsche in India. 
"A majority of our customers in India 
are still in their early 40s against the 
global trend of Porsche buyers being 
50-plus, and 25-30 per cent live in 
smaller towns," he adds. Of the 720 
Porsches sold in India to date, over 
200 were sold outside of the metros. As 
more get richer and ambitious in non- 
metro India, be ready to spot 91 1s and 
Cayennes cruising down newly-built 
highways of non-urban India. © 
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Business Today is the # 1 business magazine in India. 


A leader cultivates a loyal following and nowhere is it more apparent than in the figures for Business Today's total 
readership numbers as revealed by IRS '09, Round 2. It is head and shoulders above the others in total readership, 
clocking an impressive 596 growth over IRS '09, Round1. Proof that leaders will always be above all in all aspects. 
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21 YEARS OF NDTV. 21 YEARS OF INDIA 


NDTV acknowledges and salutes the Indians 
who have been instrumental in shaping the 
country's future in the past 21 years. 
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Chennai's MRTS carries just about 10 per cent 
"of the commuters it was meant to, making it 

a case study in bad urban infrastructure 

planning. What can revive it? N. MADHAVAN 


; The Problem: 

; There are no takers for the 

i MRTS despite connecting 

| densely populated areas, 
faster commute and 
futuristic stations. 
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3 The Cause: 

, Ranging from poor access to 

; the stations and poor safety to 

i unsafe parking facilities and a 
lack of integration with other 
modes of transport. 


* 
* 
* 
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The Solution: 
Commercially exploit 

the large built-up area at the 
stations; speed up land 
acquisition for extending 

the line to St. Thomas Mount. 
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A lonely wait: A woman waits for her 
train at MRTS' Light House Station 


;, The Challenge: 

j Bureaucracy; the need to 

i make the best use of avail- 
| able resources and greater 


co-ordination between 
Southern Railway and CMDA. 
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t cost Rs 1.171 crore. took 16 
long vears to build and was pro- 
jected to carry six lakh people a 
day. Chennai's Mass Rapid 
Transit System (MRTS) covers à 
distance of about 20 km and 
passes through (mostly as an 
elevated structure) some of the 
most congested localities in the citv. 
There are 1 5-odd futuristically-designed 
stations along the route and each has 
parking space for more than 100 cars 
and 500 two-wheelers. At peak hours, 
the end-to-end trip from Velachery in 
the city's southern suburbs to Chennai 
Beach (the central business district) 
takes just 40 minutes by MRTS as against 
two hours by road. 

Ideally, such a transport svstem 
should be overflowing with people. But 
the ris carries barely 80,000 people a 
day, doing in all 1 28 trips using nine-car 
and six-car rakes. For the 10-month 
period ( April 2009 to January 20101. 
the MRTS earned a revenue of Rs 1 2.76 
crore (Rs 12.21 crore from ticketing 
sales, Rs 0.26 crore from publicity and 
Rs 0.29 crore from parking contracts) 
as against an estimated operating ex 
pense of about Rs 2 3 crore. Southern 
Railway, which operates the MRTS, is 
seriously considering reducing the num 
ber of car rakes to just three during 
non-peak hours. The project has be- 
come a financial nightmare. 

Southern Railway and Chennai 
Metropolitan Development Authority 
(CMDA), the other agency involved in the 
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CASE STUDY-URBAN INFRASTRUCTURE 


auma 
Commercial Focus 
Needed 


VIJAYALAKSMI VISHWANATHAN, 
former Financial Controller, Indian Railways 


ass Transit Rail System of Hong Kong 

with a daily average ridership of 3.6 million 
and Singapore's MRT with 1.5 million commuter 
trips a day are success stories. Their profitability 
can be attributed to their seamless integration of 
services with different modes, common ticketing 
for travel over all modes, simplified ticketing 
process, innovative fare and a single manage- 
ment. Integrated property development and 
extensive commercial exploitation of land, 
have also contributed to their bottom lines. 

MRTS Chennai lost its central business district 

of Parry's Corner, with the shifting of markets and 
bus stand to Koyambedu. The operation of a 


Profitability of the Hong Kong and Singapore 
mass transit systems is due to their seam- 
less integration of services with different 
modes with common ticketing, innovative 
fare and a single management. 


competing bus service, accessibility problems, 
absence of thickly-populated residential areas 
close to the stations, and above all, lack of 
co-ordination between the State Government and 
Railways, despite the cost-sharing, dented the 
prospects of the system further. Spurred by the 
contemplated link to St. Thomas Mount and 
Cooum river beautification scheme, the fortunes 
of the system may improve. But this would 
require a separate business entity with equity 
participation from Railways and Tamil Nadu, 
with commercial focus. 

Future planning for the MRTS has to naturally 
take note of over-ambitious ridership projections. 
Due to its glamour, the MRTS attracts many 
planners who fail to explore alternatives. A 
complete and thorough evaluation of other low- 
cost solutions should be made. A comprehensive 
mobility plan, facilitating seamless travel, to 
attract users of personal vehicles to public 
transport and an institutional mechanism for 
single-point collection of revenue must form part 
of the project report. Integrated property devel- 
opment and commercial exploitation of land and 
air space must also be spelt out and tied-up. 
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project, are aware of the problems but unable to agree on a 
solution. Both blame each other for not doing enough for the 
urts. With the project not generating the sort of 
income it was expected to, the agencies are reluctant to 
invest large sums in the existing line beyond just running and 
maintaining it. As a result, the Mrs languishes. 

The reasons why people have not taken to the MRTS in a 
big way despite its obvious advantages range from the remote 
locations of stations, poor safety at the station premises, in- 
cluding the parking facilities, and poor frequency during 
non-peak hours to difficult access to stations due to a lack of 
integration with other modes of transport. 

When the project was conceived in 1984, it was de- 
cided that the route will run along the Cooum river for 
most part of its length. "This alignment was chosen to avoid 
problems of land acquisition as the rail line passes through 
the congested parts of the city," says R. Ramanathan, Chief 
Administrative Officer (Construction), Southern Railway. 
(Ironically, the slums that dot the banks of the river proved 
difficult to relocate resulting in significant cost increases 
and delays.) But what the planners overlooked was the 
location of the stations. “The wnrs' alignment along the 
river meant that most stations were actually located far 
away from the actual users who had to walk quite a distance 
in the absence of proper connectivity (bus or autos) to reach 
the stations," points out S.K. Kulshrestha, Divisional Railway 
Manager, Southern Railway, Chennai. The state government, 
which does not get any revenues from the project, despite in- 
vesting heavily (67 per cent of the project cost is shared by the 
state but does not get any revenues from ticketing sales. 
Its only potential source of revenue is by developing the air 
space above the station building and that has not taken off 
vet), is reluctant to invest any further. 

The location of the stations at desolate places without 
proper access roads and street lighting and surrounded by 
slums is a major safety hazard: There have been 
instances of chain snatching. Anyone taking the MRTS 
has to come to terms with the lack of proper inter-con- 
nectivity and common ticketing with the city's popular bus 
system. Railway officials acknowledge these problems. 


"The alignment over the river meant that most 
stations were actually far away from actual users 
who had to walk quite a distance, in the absence of 
proper connectivity to reach the stations" 


S.K. Kulshrestha, Divisional Railway Manager, Southern Railway 


"We are in a chicken-and-egg situation. We 
cajoled Chennai's Metropolitan Transport Corporation 
(MTC) to run bus services to a few stations. After a few 
weeks they discontinued the service saying there were no 
users for it," explains Kulshrestha. 

Repeated attempts to find parking lot contractors for 


many of the stations have failed as there is hardly any traffic. 
Similarly, poor usage is preventing the Railways from properly 
maintaining the huge stations. Despite deploying about 50 
Railway Protection Force officers and constables to guard 
the Mrs stations, taps, electrical fittings, hand railings, cement 
slabs and other such things get stolen, often leaving the station 
dark and untidy. The fact that the Railways cannot protect its 
own property is reflecting on the usage, especially among 
women. The “ladies specials” that MTS started six months ago 
has an average occupancy of 10 per cent! 


“Anything which is a dead end will not be of much 
use. The phase II extension will link Velachery to 
St. Thomas Mount...This will make MRTS the 


preferred mode of transport” 


R. Ramanathan, CAO (Construction), Southern Railway 


Does that mean that the mers is a jinxed project? Not re- 
ally, if the Railways and capa get their act together. The 
Railways should wake up to the potential that exists in 
commercially exploiting the 5,000 sq. metres of real estate 
space it has already built at each of the stations. For many 
years now, the commercial exploitation of this real estate has 
been caught in a bureaucratic muddle and remains un- 
tapped. "We, in Southern Railway, do not have the power to 
lease out such a large area," admits Kulshrestha. And those 
in Delhi have other priorities, After the advent of Railway Land 
Development Authority, the papers have been sent to the 
authority, which is yet to act. 

Commercial exploitation, it is estimated, could earn 
Southern Railway as much as Rs 36 crore per annum, thus 
making the mrvs operationally profitable. That apart, once 
commercial activity picks up, many of the MRTs' problems— 
access, safety, parking and maintenance of the stations —will 
disappear as footfalls increase. It may ultimately get more peo- 
ple to board the train as well! 

The other big opportunity is the phase II extension that is 
now under way at a cost of Rs 496 crore. "Anything which 
is a dead end will not be of much use. The phase II extension 
will link Velachery to St. Thomas Mount where the MRTS 
will connect into a suburban line and the Chennai Metro. 
which is under implementation. This will make the MRTS 
the preferred mode of transport," says Ramanathan. Land ac- 
quisition for 3.5 km ofthe 5-km phase II extension is complete 
but the challenge is the next 1.5 km, which passes through 
a dense residential area. The cMpA needs to move in quickly 
to acquire the remaining land. This segment is supposed to be- 
come operational by December 2010. But frustrated rail- 
way officials don't see that happening before 2012 end. © 


Case studies on Nirula's, TI Cycles and ITC's e-Choupal and 
Q Harrisons Malayalam are available on www.businesstoday.in 





Ames 10 rupees, on an average, 
belonging to every man, woman and 
child in India, is invested in this project. 
More is being lost every year. Examples of 
such wasteful expenditure can be found in 
many parts of the country. 

A wonderful opportunity for public- 
private partnership has been wasted. Using 
real estate to subsidise a public transport 
system is a fundamentally sound idea. 
Governments are well positioned to 
assemble land, take the initial risk, and find 
capital from the tax kitty. But to make the 
project work you need commercial sense, 
efficient management, business creativity 
and great financial management. These are 
best provided by the private sector. 

So, how do you marry the public with 
the private? The two governments in this 
case should have roped in the private 
sector to conceive, design, build, and 
benefit from the real estate. The private 


sector can also be made responsible for 
the management of the commercial and 
non-commercial facilities on the platforms. 
All this will lead to better service and 
generate more revenues. 

The Railways and the Government of 
Tamil Nadu have jointly financed and then 
physically divided each piece of real estate 
between them! It is like saying ! will look 
after the upper half of the baby and you 
look after the lower half. A commercial 
project is an organic whole and has to be 
managed as such to maximise value. 
Physical division of the commercial space is 
an archaic way of running a business of this 
size. A special purpose company led by the 
private sector with participation from the 
two governments is the way to go. 
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ala S., Senior vP for Global 
Re-engineering at Genpact, 
the business process out- 
sourcing (BPO) major, would 
be piqued each time he was 





asked to appraise his team. The 
us-based Bala would turn into a pro- 
crastinator and make a lot of noise 
about how the appraisal system was 
distracting him from his primary work. 
His annoyance would intensify when 
he actually got down to working on 
appraisals both as a boss and as an 
appraisee. Reason? Bala would lose 
direction while going through the 
online system. For a team that worked 
on multiple projects, performance 
evaluation was supposed to be done on 
fixed goals. “It was a system that 
worked in a straight, silo-based line. 
We work as global cross-functional 
teams that drive projects. | wanted 
flexibility in the system to be able to 
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give project-based feedback,” he says. 


Besides, since Genpact teams worked 
on client sites, Bala also wanted an 
open-architecture, speedy, multi- 
language system that could be acc- 
essed from anywhere. 

Such feedback prompted Genpact 
to overhaul the appraisal system for its 


Your Employer has Performed 
Well on Appraisals if... 


€ Your evaluation has not taken 
you by surprise. 


€ Your KRAs were decided at 
the beginning of the year. 


€ You were given periodic feed- 
back on your performance. 


6 Reward is in consonance with 
performance feedback. 
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it has put in place a new system of 


appraisal in 30 languages that has 
Bala raving. It's praise this time. 
While Genpact overhauled its sys- 
tem, a score of organisations continue 
to have archaic appraisals. Employees 
across sectors complain that often the 


shape, size, form and character of 


appraisals are complicated, hazy and 
obscure. "I have been asked to self- 
appraise myself on factors like dele- 
gation when | had no team to lead," 
says an employee in a consultancy, 
not wishing to be named. 

[t's hardly surprising then that the 
appraisal system, instead of addressing 
management of performance in the 
organisation, ends up being a system 
for determining end-ot- the-year rating 
of employees for the purpose of dis- 
tributing increments and bonuses. 

For its part, Genpact has managed 


to change its svstem dramatically. 
"Earlier, we used to talk of general, 
universal competencies; now it's about 
specific competencies of teams and 
individuals,” says Piyush Mehta, 
Global Head (HR), Genpact. Beyond 
the online module, Genpact contin- 
ues the earlier system of an annual dis- 
cussion between appraisee and his 
supervisor and then another discus- 
sion along with the supervisor's boss. 

It's at the level of functional head 
or supervisor feedback that employees 
and companies face a bigger chal- 
lenge. "At all times, an honest, trans- 
parent discussion is important. The 
supervisor needs to make sure that 
feedback is given continuously, but 


not everybody does a terrific job of 


it.” Mehta admits. 


HR experts point to a big flaw of 


appraisals—lack of preparedness on 
the part of appraiser. "It's not a com- 
lorting thought to know that your 
boss may be clueless on how to 
appraise vou. Worse, his evaluation 
may be subjective and biased," savs 
Dhruv Prakash, mp (India), Leadership 
and Talent Consulting (LTC), 
Korn/Ferry International. 

Little surprise then when PepsiCo 
India decided to go in for a humon- 


gous overhaul of its entire approach to 
appraisals three years ago, it started by 
conducting workshops for its man- 
agers and teaching them how to write 
appraisals and give feedback. “To 
strengthen the process, we conduct 
confidential surveys through the year 


that feed into and validate some of 


the feedback that we have in the app- 
raisals," says Pavan Bhatia, VP (HR), 
PepsiCo India. 

At these workshops, managers 
are explained what the various par- 


ameters stand for. Often, the quality of 


managers varies and the appraisals 
done by them have to be calibrated to 
rule out either personal bias towards 


a style of operation or the quality of 


manager. For instance, a manager 
at centre A could be more exacting in 
his appraisal than his counterpart in 
centre B. Or, a manager in a certain 
place could be simply better than his 
counterpart in another centre, say. 
in a non-metro. 

"Hence, we conduct a calibration 
workshop where we reach a consen- 
sus on how the scores are to be und- 
erstood to rule out such differences,” 
says Bhatia. This system has now 
been adopted by PepsiCo businesses 


across 200 countries. 


"The supervisor needs to make sure that feedback 
is given, but not everybody does a terrific job of it” 


Global Head (HR), Genpact 





HSOHD YVHNAHS 


Auto major Maruti Suzuki India, 
too, has rolled out a new online per- 
formance appraisal system this year 
after testing it for three years. While 
the system retains the standard mid- 
year review followed by the final 
review, the company has introduced 
multiple check points to appraise its 


non-blue-collar workforce instead of 
one or two persons deciding the fate of 


an employee. 

The objective of the new system at 
Maruti is to make the appraisal process 
scientific and transparent. "It's process- 

















There is no grant or any other 
money-wise aid from the part of 
the government towards the 
functioning of the school. Fact 
is, itis run by the people who are 


kind enough to spend a little 


time and money for these 
children. If you are willing to do 
something for them, we are glad 
to tell you how. 


The United Physically 
Handicapped School 


Contact 


tuphschool@gmail.com or Call: 99655 09313 
Log on to www.tuphschool.org 
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“In an individual's case, performance appraisal 
can become one-dimensional and biased" 


S.Y. Siddiqui, Managing Executive Officer for Administration (HR, Finance &IT), 


Maruti Suzuki India 


driven and not judgement-driven. In 
an individual's case. it can become 
one-dimensional and biased, leading 
to discontentment,” says S.Y. Siddiqui, 
Managing Executive Officer for 
\dministration (HR, Finance & IT). 
Maruti Suzuki India. 

After deciding on the KRAs or key 
result areas in April, the company 
puts in place a mid-term feedback 
process—from department head to 
employee and from employee to 
department head. "It's an important 
wav of letting the employee know 
where he stands and what he can do 
to better his performance." By all acc- 
ounts, such feedback comes in handy 
in handling expectations after the 
appraisals. "The idea is not to sur- 
prise the employee at the end of his 
appraisal." he says. 

Korn/Ferry's Prakash, however. 
has a bone to pick with the idea that 


one or two appraisals in a year is 
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enough. "There is no way that such 
infrequent discussions—especially 
when held at a time when reward 
distribution is the overriding con- 


cern—can result in raising levels of 


performance," he says. 

He advocates a more frequent int- 
eraction between a boss and his team 
member on setting goals, reviewing 
progress or outcomes. "If you can 
have business meetings and reviews 
on a monthly basis, why can't these 
also give indications and feedback on 
performance?” he asks. 

This will ensure a seamless com- 


munication, lessen the possibility of 


friction and also ensure that an indi- 
vidual knows how his work is linked 
with the business growth. 

A case in point is multi-business 
manufacturing entity sRF's employee 
evaluation christened "Development 
Dialogue". At the beginning of the 
financial vear, projects are planned 





helps. The year-long process of feed- 


back takes care of anxieties and gives 
a fair sense of communication." 

What if an employee gets a bad 
review? While organisations like 
Genpact are still open to a re-review, 
most organisations cannot address 
this issue post-facto. Even when org- 
anisations justify an appraisal, the 
employee will continue to be dissatis- 
fied. The feeling can be assuaged, but 
not fully eliminated. 

The way out for both organisa- 
tions and individuals is to be proactive 
and not reactive and it's one of the 
biggest challenges for the org- 


"We conduct confidential surveys that feed into 
and validate some feedbacks in the appraisals 


Pavan Bhatia, Vice President (HR), PepsiCo India 


at the business leadership level based 
on business requirements for the year 
for all its five businesses. Then these 
projects are broken into activities for 
teams and subsequently, activities for 
individuals. The online process ensures 
that an individual can clearly see at all 
times how his activity impacts the 
business and vice versa. 

Moreover, the key areas assigned 
to an employee are in play all through 
the year. At the time of appraisal, all 
that an appraiser needs to do is give 
evidence for his observations and rat- 
ings. Says Suresh Tripathi, sRF's 
President for HR: “Communication 


anisations. “We would like to imp- 
rove our system of feedback. The nat- 
ural tendency is to avoid negative 
feedback.” says Tripathi. 

If your appraisal has given you a 
nasty surprise, all you can do is agree 
to disagree. But, for the next time 
around, irrespective of whether or 
not a rigorous performance appraisal 
system is in place, you must compul- 
sorily check with your boss on your 
performance frequently. You will be 
helping your boss arrive at an inf- 
ormed decision on you. © 

ADDITIONAL REPORTING BY 
SHAMNI PANDE 





CAREERS 


After Jobs, Pay Hikes are Back 


Sectors worst hit during the slowdown make a fast recovery. 





ndia Inc. is decidedly rescinding salary freezes and even making up for 

ground lost during the downturn. The increments that companies started talk- 

ing about gingerly late last year are becoming a reality in 2010. Sectors that 
experienced maximum job squeeze are also making a recovery, though not to 
the same extent as fast-growing sectors. 

A salary increase survey conducted by ur consulting firm Hewitt Associates 
across 465 companies points to organisations resuming pay raises. Salary 
increase on average for 2010 in India is projected to be 10.6 per cent, the 
highest in Asia-Pacific. China and the Philippines follow India with a pro- 
jected increase of 6.7 per cent and 6.4 per cent respectively. 

The projected increment of 10.6 per cent is a three-fifths increase from the 
actual increase of 6.6 per cent in 2009, according to the survey. Indian-owned 
companies will in all likeliness outperform MNcs with a projected average increase 
of 11.4 per cent as against 10.2 per cent by the latter, it says. 

Oil and gas along with the power sector has the highest projected salary hike 
of 12.8 per cent. "Not only have these sectors continued to grow, but are currently 
witnessing a talent gap," says Sandeep Chaudhary, Leader, Performance and 
Rewards Consulting for Hewitt in India, explaining high levels of pay hikes. 

Salary hikes in banking, financial services and insurance (Brsi) have 
made a smart return— banking is set to give double-digit increments while 
in financial services it is still in the region of 8-10 per cent. Average increment 
in banking was subdued last year and salary freezes ruled across sectors. This 
year is a different story. "Since Indian arms are contributing to the growth of 
MNC banks, it's translating into rewards for employees." says E. Balaji, ceo, Ma 
Foi Management Consultants. 

Merit-based increases are getting more aggressive. Says Gautam 
Chainani, Chief People Officer, Aditya Birla Financial Services, 

"In financial services there is a move towards aggressive vari- 
able pay." The company is handing out 8-12 per cent hikes 
as against five per cent last year. 

Increments in IT services are muted, how- 
ever. "That's because business and cost 
productivity pressures are still high," says an 
HR executive in an IT services firm, adding, 
"hikes will be more in the range of six to eight 
per cent on average." © 
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Description: Post-graduate in HR/ Industrial 


relations; awareness of HR concepts. & 
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Program/ Delivery Manager - YT Telecom 
Location: Bangalote, Pune 
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. activities, | thorough. Telecom: Domain : 
küowledge. EB. v 


d stat eo) / od. space etc. 


Thomson Reuters 

Enterprise Architect - MIS 

Location: Bangalore 

Job ID: 7972273 

Description: IT experience of which over ten 
years as Enterprise Architect responsible for 


the complete architecture of a entire Business 


Unitot Division. 
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‘Mastek. 


St. Manager Corporate Planning 


l Location: Mumbai 


JoblD:7975010 | 


| Description: Strategic. middle managem 


position that seeks a strong manager with de 
knowledge of finance domain etc. 


Cisco seteris (India) Private Limited 
Client Solutions Executive | : 
Location: Mumbai BÉ 

Job 1D:7710819.- 


Description: Drive business strategic gro 

by focusing on strategic mega deals 

— pursuing transformational 
* «cspecifien market... 


solutions ir 









EMC Corporation 
EMC Storage Architects: 
Location: Bangalore. 


Job ID: 7724504 


Description: Proficiency in hardw 


csoftware and/or operating syst 
"environments; analytical ability & prol 


solving skills etc. 
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Temenos India Pyt Ltd IPsoft India Pvi Lid 
Senior Business Consultant Peoplesoft HCM / HRMS Consuitani 
ur Location: Chennai Locatiou: Bangalore 
TEMENOS | JobID: 7949313 È SOFT | JobiD:7826439 
Description: Analyze client business Description: PcopieSoft Functional Lead to 
functional requirements and relate them to lead the impiemeniation of PeopleSoft HRMS 
I EMENOS products capability. = ~ applications & in-depth understanding of 


PcopicSoft HCM applicauon aud dais 


pi MESES Cu. 


Virtusa Software Scrvices Pvt Ltd Capgemini 
Project Leads Software Designei — Oracle 
1 Location: Chennai s . | Location: Cheasai 
g afin «ip Capgemini CONS cya 
ITlliSA = Job ID: 797755 aune mesiras | JOD ID: 7981268 
Description: Project leads with relevant work Description: Ability io analyse the various 
Capenence. quality dimensions including pErtOr aiee, 


reliability and tesien C ard dc Sigli Cle 


Impetus Infotech India Pvt Ltd 


lava Architect, SAP “ata? i 
Location: Noida CKM feconiical Vonsuitanis 
i S ) Job ID: 7909676 Locatiou: Daugak nc, Guapaon 
mpetu Description: 7+ year of industry experience. x Job 1D: TED í | 
Demonstrated exposure to have ` Desciiption: SAI impicmcotanon 


m tera E " ".- n , ) by) 
architected/designed 2 enterprise class developincut experience in ABAP Objecis , 
. a 2 3 ` T7 pm N f . ^ » r 
solutions independently. BSÍ / Webdynpro/CRM ‘sale ; Service, 


Middleware, inici-nci Sales). 


Professional Access, Limited Yahoo Software Deveiopiuenm India Pvt 
Softwarc Engineer/ Programme: Lid 

dir aan Location: Bangalore 7 Sr technical Koic (java) 
Job ID: 7041015 YAHOO! Location: Bangaloic 
Description: Java/J2EE experience; exposure Job LD: 78/8449 
to ATG, & various application servers (WAS, Description: Suong technical skills in Cox 
JBoss). Commerce project experience is a Java, ZEE (EJB, JBOSS, Hibernate), Spring 
bonus. Framework, UNIX, Oracio, XML/KS5LI. 


SOAP and Web services 
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TATA Consultancy Services Ltd 

Market Research 

Location: Bangalore 

Job ID: 7981510 

Description: Excellent written and spoken 
French language skills, excellent analytical 
skills; experience in market research or 
marketing, 


Nous Infosystems Pvt. Ltd 
Business Development Manager 
Location: Bangalore 


| JobID: 5388663 


Description: Exp. of hardcore software 
services sales in the UK market; preferably be 
an Engg. Graduate with MBA in Marketing or 
International Business. 


Thomson Reuters 

Business Development Manager 

Location: Bangalore 

Job ID: 7971858 

Description: Responsible for effectively 
managing, sustaining and developing 
customers within SSR market in India etc. 


Infomedia 18 Limited 

Business Development Executive 

Location: Chennai 

Job ID: 7966317 

Description: Sale of print advertisements for 
business directories, achieving sales 
penetration/ revenue targets for the directories 
etc. 
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Wipro Infotech 

Area Business Manager 

Location: India 

Job ID: 7946982 

Description: Responsible for over all numb: 
on revenue and new order booking; shor 
have managed team of sales and delivery tear 


Capgemini 

Bid Manager 

Location: Mumbai 

Job ID: 7971034 

Description: Demonstrable experience 
working on large and complex bids as 
member of the "Core Team" & busin 
development experience . 


Robert Bosch Engineering and Busin: 
Solutions Limited 

Brand Manager 

Location: Bangalore 

Job ID: 7958842 

Description: Good overview of market for 
and ITES services; ability to conceptual 
business model, pricing strategy, branding. 


SAP 

Business Development Manager 
Location: Bangalore 

Job ID: 7678516 

Description: Identify sales opportuni 
within SAP install base customers; manage 
sell and cross-sell opportunities etc. 
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Cognizant - 


| 
ce THOMSON REUTERS | 





ACS, Inc. 

Accountant 

Location: Bangalore 

Job ID: 7711614 

Description: Strong knowledge of customs, 
bonding & debonding procedures, STPI 


compliance formalites etc. 


Cognizant Technology Solutions India 
Private Limited 

Chartered Accountant/ CPA 

Location: Hyderabad 

Job ID: 7972877 

Desctiption: Educational background in 
accounting & experience in Investment 


banking etc. 


Thomson Reuters 

Manager - General Accounting 

Location: Bangalore 

Job ID: 7971977 

Description: Qualified accountant with good 
understanding of accounting regulations; 
experience in management accounting etc. 


Oracle 

Country Controller - CA/ICWA 

Location: Bangalore 

Job ID: 7658289 

Description: Perform tasks to ensure that the 
financial statements of the countries are 
correct & represent true view of the state of 
affairs etc. 


TESCO 


o --— o eo 
Hindustan Service Centre | 
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onsider IT Done’ 





monster com 


Deloitte 

Finance Manager 

Location: Hyderabad 

Job ID: 7974061 

Description: Real estate-related professional 
experience; familiarity with leases, financial 
statements and Argus; etc. 


Tesco India 

Chartered Accountant/ CPA 

Location: Bangalore 

Job ID: 7902755 

Description: Ensure day to day running of 
processes are in line with controls already 
defined within sub process across all Finance 
team. 


Syntel Inc 
Management Trainee 
Location: Mumbai 
Job ID: 7409342 


| Description: BCOM /M.COM candidates 
| with AMFI / NCFM certifications; knowledge 


of Capital markets / Mutual funds etc. 


Motorola India Pvt. Ltd 


| Sr. Specialist/Manager - Corporate Finance 


Location: Gurgaon 
Job ID: 7951737 


| Description: Lead statutory audit, corporate 


accounting, MIS reporting, account 
reconciliations; plan etc. 
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For the fastest, easiest and most 
economical way to get to the 
perfect resume, call us or email 
at sales@monsterindia.com. 
We'll get you 
the right candidate, 
no matter what. 
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in association with 


AVAYA 
GLOBALCONNECT 


INTELLIGENT COMMUNICATIONS 


The Chief Financial Officer charts the roadmap for the financial success of an organization and propels it 
to greater heights through financial management and leadership. YES BANK presents the Business Today 
Best CFO Awards to recognize the finest CFOs of India for their contribution in enabling the robust arowth 

and overall success of their organization. Come, witness the most coveted awards ceremony to honour 

India's best financial leaders who successfully managed the transition of their organizations through the 


challenging economic environment and seized opportunities for growth. 


Shri. Pranab Mukherjee, Honourable Minister of Finance, Govt. of India, 
will be the Chief Guest for the evening. 


Date: April 14, 2010. Venue: Taj Mahal Hotel, New Delhi. 
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MONEY-DEALING WITH DEMAT 
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Getting share certificates dematerialised 
can sometimes become an exasperating 
journey. BT alerts you about the key 
hurdles along the way. racuna m. Koppikar 


round mid-2009, when 
Kanika Singh, a 48- 
year-housewile in sub- 
urban Mumbai, 
thought of investing in 
a property, she reckoned she would 
have to sell the shares of over a dozen 
companies that had been handed 
down to her by her deceased father. 
Since those share certificates had 
multiple holders, including her fa- 
ther and four siblings. she figured it 
would take 2-3 months to get them 
transferred in her name and credited 
to her demat account before she could 
sell them. So far. she has managed to 
"demat" only half of those shares (see 
case study on the next page). 

Cut to another part of Mumbai, 
where the Narayanans, a couple in 
their 60s, have been sitting on share 
certificates of bluechip companies 
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worth Rs 2,00.000. Three months 
back, their neighbour, Jaideep Singh, 


38. a retail banker who makes pots of 


money from the stock market, offered 
to help them with the dematerialisa- 


tion of those shares. Today, a lot of 


the formalities remain incomplete. 
and Singh realises that the whole 
process is going to take a lot more 
time than the 60 days that he 
initially had in mind to do the job. 
Kanika Singh and the Narayanans 
are typical examples of people whose ef- 
forts to get the physical shares dema- 
terialised have run into unexpected 
roadblocks, taking a huge toll of their 
time, effort and money. and even up- 
setting some of their major plans. 
However. the problems arise not so 
much due to the demat process per se, 
which is quite simple. One just needs to 
open a demat account with a deposi- 


b 
AT? 





tory participant bP) which could be 
a bank or a broker, fill a demat re- 
quest form and submit it to the pp and 
get the shares credited to one's demat 
account in electronic format in 30 
days. Instead, most of the problems 
occur on account of the way in which 
the share certificates are held, which, 
in turn, determines the ease or difficulty 
of the demat process. s7 gleans from the 
experiences of Kanika Singh and the 
Narayanans some of the key prob- 
lems faced during the demat process 
and shows how to deal with them. 


You May Need to Open a 
New Demat Account 

Some of the share certificates held 
jointly by Shyam and Vinita 
Narayanan could not be demateri- 
alised. This was because physical 
shares can be transferred into a 


3 
4 
E 





demat account only if the name, its 


order and the type of ownership of 


the demat account matches with 
those in the share certificates. Since 
the existing demat accounts are in 
their individual names, they were re- 
quired to open a new joint demat ac- 
count to get the jointly-held shares 
credited into it. Thev can then trans- 
ler it to any one of their existing 
individual accounts. 

shyam faced another problem as 
he owned some shares as a joint 
holder with his deceased mother. 
Getting these shares dematerialised 
took a lot of time, as he had to send a 
notarised copy of his mother's death 
certificate to the company so that her 
name could be deleted from the shares 
certificates before those could be de- 
materialised. Kanika Singh has faced 
a similar problem with several shares. 





RACHIT 


The Narayanans also learned that 
jointly-owned shares can be trans- 
lerred to a jointly held-demat account 
even if the sequence of the holders' 
name in the certificates is different. 
Shyam is the first holder in the joint de- 
mat account but a second holder in 
some of the share certificates, but 
those shares were transferred to this 
account by just filling up the "trans- 
position cum demat request form”. 


If the Signatures 

Do Not Match 

One of the share demat requests of 
Narayanans was rejected due to sig- 
nature mismatch. "How would one 
remember the way he or she signed on 
a piece of paper 25 years ago?" asks 
Jaideep Singh. Signature mismatch is 
the most common reason for rejec- 


tion of share transfer or demat 
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Kanika Singh 


48, Housewife 
SHARES HELD IN: 15 companies 


ZIITIIITITTITTTITTTTITITITIITYTTTITTT 


Time taken for dematting: 
Over 6 months 


ZIIIIIIIITITITTITTITTYTTITTIIITIYTITY 


No. of shares dematted So far: 8 


Cost incurred: RS 20, 000 


"The process of 
getting the shares 





transferred from my 


father and my 
siblings’ name into 
my own seems like 


an endless journey." 
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MONEY-DEALING WITH DEMAT 


requests, as Kanika Singh has learnt 
during her tryst with the demat 
process. For a company which issues 
shares, a signature is the only way to 
ensure that the person is the same in- 
dividual to whom shares were origi- 
nally issued. The registrars have sig- 
nature experts for matching signa- 
tures, but some companies also have 
an independent audit team which ver- 
ifies the signatures of shareholders for 
demat and other requests. 

Usually, when a signature mis- 
match occurs due to a diflerence in 
the spellings, company registrars and 
pps require the signature of the share 
certificate/account holder to be at- 
tested by his bank along with the seal 
of the bank, name of the bank man- 
ager and the address of the branch 
along with a self-attested copy of the 
identity/residence proof. In case of a 
major difference in the signature, an 
affidavit from the court along with 
the identity/residence proof needs to 
be submitted. 


If the Residential 
Address has Changed 
Several Times 


Most of us forget to inform the com- 
panies whose shares we hold about 
changes in our addresses. As a re- 
sult, we miss out dividends, bonus 
or new certificates issued by compa- 
nies. As both Kanika Singh and the 
Narayanans are getting their cur- 
rent addresses updated in the com- 
pany records as part of the share 
transfer process, they could possibly 
be getting arrears of dividends which 
the company may have paid out in 
the past. But companies can pay 
such arrears only up to seven years 
from the date of declaration of divi- 
dend or bonus. 


Gets de-listed, Merged, 
De-merged, Amalgamated 
Many people end up sitting with shares 
of companies that have delisted from 
the stock exchanges. The exchanges 
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Demat Dos 
Be ready for one or all of 


the following: 


> More than one demat 
account if the share 
certificates are held jointly. 


> An affidavit if your old and 
current signatures do not 
match. Signature mismatch 
is the biggest problem 
shareholders face. 


> Multiple identity/residence 
proof, as your depository or 
the company registrar may 
ask for more than one proof. 


> To inform your depository 


if you change your bank 
account. 


> The bottom line: Getting 
some of your share 
certificates dematerialised 
can take up to a year. So 
have patience. 


require such companies to accept share 
buy-back requests for at least one year 
after the delisting of shares. Such share- 
holders can get their money back by 
filling a share transfer form, getting 
their signatures attested from their 
bank on the share transfer form and 
sending it to the company’s investor re- 
lations cell provided the one-year period 
has not elapsed. The Narayanans are 
now stuck with Essar Steel shares 
which delisted from stock exchanges 
way back in December 2007. 

Also, in case of a merger, de- 
merger or split of a company's shares, 
the old share certificates need not be 
surrendered to the company as they 
stand cancelled. The prs do not ac- 
cept such share certificates. In such 
cases, companies issue new share 


certificates to the existing sharehold- 
ers in their records. Getting one's res- 
idential address regularly updated in 
company records particularly helps 
in such instances as the new share 
certificates are mailed to you. By not 
updating their address earlier, the 
Narayanans had to submit their resi- 
dence proof to company registrars 
with a request to issue new duplicate 
share certificates. Getting this done 
has added to the delays. 


If the Company's 
Name has 
Often companies change their names 
and this can confound shareholders. So 
before sending the demat request for 
such shares, one must check the new 
name of the company, along with 
which the folio number also changes. 
Usually in such cases, one needs to 
get the sticker with the new name 
from company registrar's office, at- 
tach it to the certificates with the old 
name before filling the demat request 
form with the new name of the com- 
pany. However, some companies or 
their registrars may not require you to 
run around as they can emboss the 
new name when the demat request 
form comes to them. 


If It's a Matter of a Will 

In case the share certificates are part of 
the will of a deceased shareholder, 
then the surviving shareholder has to 
produce a probate from the court 
which proves that he is the legal heir. 
In the absence of a registered will. a 
succession certificate and a letter of 
administration from the court has to be 
obtained and submitted along with 
the demat request form. "In case of 
death of a shareholder, we follow the le- 
gal regulations which require succes- 
sion certificate or will. But now we 
have made it compulsory to assign a 
nominee in a demat account, so in 
case of death there is no hassle to the 
other joint shareholders," says Cyrus 
Khambata, Senior vp at cspL, the sec- 
ond largest pp. © 
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To Touch or Not to Touch 


Should your next computer have a touch screen? KUSHAN MITRA 


indows 7, the latest iter- 
ation of Microsoft's per- 
vasive operating system, 
is a much improved piece 
of kit. One trick up its sleeve that only 
a lew computers have taken advar itage 
ofuntil now is its superb multi-touch 
abilities. However, there are newer 
devices coming out later this year that 
will take advantage of multi-touch. 
So, should your next computer be a 
touch-screen device: 

If you have used Apple's iPhone 
and iPod Touch you might be famil- 
iar with "capacitive touch" or what 
is commonly called "multi-touch". 
This allows you to use more than 





one linger on the touch surface at 
any given point of time, offering a 
more natural motion that gives vou 


the liberty to stretch, zoom and rotate 


on your computer screen by just 
using your fingers. 

The« mly tssue with such devices to- 
day is a lack of software using these 
multi-touch abilities, Microsoft throws 
in something called the “Surface Pack", 
which includes "Surface Globe" (Earth 
viewing software) and "Surface 
Collage" (akin to a soft-board). 
Hardware manufacturers also throw in 
some multi-touch software tools. 
However, later this vear, software 
developers. especially in educational 








SOME OPTIONS 


HP TOUCHSMART 600 

The big daddy of touch-screen 
devices and, currently, the only 
premium touch screen available 


Price: Rs 89,950+taxes 


ASUS EeeTop ETI602 

Not the best touch screen and 
puny performance, given the 
price. Also runs Windows XP 


Price: Rs 44,000+taxes 
Lenovo C315* 


It will give consumers an afford 
able entry point to touch screens 


"Yet to be launched in India. 


US price: $649 


software, will be releasing touch tools. 
This will make touch devices an 
interesting option in households with 
young children. 

Touch devices are getting cheaper 
though every touch-screen device 
on the market today is an “all-in 
one" machine, where the computer is 
behind the screen. It might be a while 
before one sees assembled touch- 
screen machines. HP's Touch Smart 
costs a whopping Rs 90,000. But. 
with Lenovo announcing the C315 
(at least in Us) at a modest $649 (Rs 
30,000), such devices will become 
more mainstream though thev will al 
Ways attract a premium. © 


Touch-screen devices are There are few software . Aproblem with touch Apple does not have a touch 
ramensvebutpricesare | tools today but more touch | devices is that you always ^ desktop: instead all iMac's 
falling and more devices _ programmes are coming, . feed to be within an arm's ship with the multi-touch 
will be launched soon. . especially in education. . length of the screen. "Magic Mouse”. 
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PRO-AM OF CHAMPIONS 2010 
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Hotels, palaces and resorts 


India's most prestigious golf event and the country's only Standalone 
Pro-Am, The Business Today Honda Pro-Am of Champions accredited by the 
PGTI, celebrates its 15th Anniversary this year. Captains of the Industry will 
compete, for once, to perform below par. After regional rounds in Bangalore, 
Kolkata & Mumbai, the event will culminate with the grand finale in Delhi. 
Come on, The Turf beckons! 


Win a Honda «m i) Pd for a Hole-In-One 


Schedule 


Delhi: 27 - 28 March, 2010 Classic Golf Resort 


Entry by invitation only. 
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BOOKS 


Generation G 


What will it take for India, currently the 11t" largest economy in 
the world, to become an advanced economy in one generation? 
This well-produced ADB study has answers that will be of 
interest and use to businessmen doing long-term planning. 


The Four-speed World 


LT 


wm Advanced economies 


India 2008 = China 1998 


India's following China with a 
10-year lag... 


1,000 








GDP per capita ($) 
800 
600 India, 1991-2008 
400 China, 1981-98 
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Tracking Other Growth Spurts 


India's growth follows others’ over comparable periods. 
30 
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1 . o P 
» Nonconverging middle-income economies 


immi Converging middle-income economies =E Nonconverging low-income economies 


..and has the potential to raise per 
capita income 23 times in a generation. 











2007 2039 
Global Output $62 trillion | $200 trillion 
Asia's share 20% or more 50% or more 
Average per capita income 
Global $8,500 $23,400 
India's rank 12th | 2th 
India's footprint in <2% | 17% 
global economy | 


The book premises that India could 
accelerate its potential growth to 8.5 
per cent per capita for the next 30 
years. With population growing at 
about 1 per cent, this implies a real Gop 
growth of around 9.5 per cent. At 
these growth rates, the Indian econ- 
omy would increase by a factor of 19. 
In real terms it would reach $20 





EDITORS: 
HARINDER S. KOHLI 
& ANIL SOOD 


PUBLISHER: 
Sage Publications 


PAGES: 281 
PRICE: Rs 2,300 


The book divides 145 countries into 
four categories to demonstrate the dif- 
ference between economies that are 
able to sustain a high cpp growth for 
more than a decade or two (a 
generation) and those who grow fast 
only for a few years. Some of the former 
countries (green colour) have 
converged with aflluent countries over 
an extended period of time, demon- 
strating an ability to “catch up". The 
latter fall into a middle income trap 
(yellow). India has to avoid this trap. 


To attain the kind of transition high- 
lighted in the table on the left, the 
book says India has to manage three 
simultaneous transformations: 
becoming a more cohesive society, a 
globally competitive economy and a re- 
sponsible global citizen. 

The task list: Tackling structural in- 
equalities, creating functioning cities, 
improving the infrastructure and 
creating a competitive edge, renewing 
the focus on education, technological 
development, and launching a 
revolution in energy. In that order. 


trillion by 2039—that's one-and-a- 
half times as big as the Us economy 
today. This long-term growth scenario 
is consistent with India’s middle- term 
growth forecasts. © 


All charts taken from the book. The book 
also explains in detail the agenda that will 
enable this transition by 20 39. 





SMART EXECUTIVE 


Thinking Job Change? 


Do your homework well. One bad move can 
mess up your entire career. SAUMYA BHATTACHARYA 









NK RD NE: 


irst rule of job hunt: Be sure of why you want to 
leave a job. HR experts caution against any des- 
peration to leave the current job and take up 





NS 


1. What does this job involve 























any offer that might come up your way. Just because and are the tasks to your 
you're unhappy in your current job isn't reason = liking? 
enough to change your job. Carefully analyse z 2. Do you have the requisite 
what exactly the problem is ín vour current 2 Skills to be a top employee 
job: does the issue lie with your role, your in this job? 
boss or your stagnant career? Caution : 3. Are these the kind of 
Boris Groysberg and Robin Abrahams. | people you would be 
Associate Professor and Research Associate ! comfortable working with? 
respectively at the Harvard Business School: 4. What makes you diff 
"Candidates not only skimp on research in the belief that the grass has to he from other people vying 
greener elsewhere but also fail to look stra tegically at their current companies for the same job? 
opportunities that might exist for them." | 5. Can you persuade the poten- 
Plan your job moves as meticulously as you do your finances, Sanjeev Bikhchandani, tial employer to hire you at a 
Founder-cto, Info Edge India. which runs popular job portal Naukri.com, likens career — salary you need or want? 


Source: What Color is Your Parachute? 
(Richard Nelson Bolles} 





to financial invest nent. "The biggest mistake at the time of job hunting is that people look 
for returns whereas they should understand the risks involved.” This is more true of en- 
try-level executives who are not well informed about their job choice. Bikhchandani terms 
it as “snacking on jobs". "Young executives, mostly from not-so-good B schools, at the 
beginning of their careers try a few jobs before figuring out what works for them.” 
Your job hunt will be only as good as your research. Be well informed about the € Do homework on your 
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financial stability of the company you are plan ning to work for and examine the role industry or function. 
being offered carefully—the job title itself could be misleading. Ask yourself if there € Pay attention to a potential 
is a clearly defined career path for you when you move into this role. HR experts cite employer's financial 
instances of coveted roles in organisations getting redundant during last year's down- stability. 
turn. A careful assessment of risks involved will € Don't leave a job only for an 
"THE BIGGEST MISTAKE help you avoid setbacks. Carry out research about increase in compensation. 
AT JOB HUNTING the culture of an organisation ane decipher € Make realistic assessment 
IS THAT PEOPLE whether you will be a cultural fit. Eventually, of your skills. 
rour research will help you decode what vou are 
repa ely ES ind at, what vou are nee in and is the © Assess how the job will fit 
| | re into your career plan. 
SHOULD UNDERSTAND opportunities are. 
THE RISKS INVOLVED" Groysberg and Abrahams, who recently con- 
Sea Bie dn ducted a research on the most common missteps 
Founder-CEO, info Edge india of job hunters, put it in their research published in SUGGESTED READIN 


Harvard Business Review: "A hasty job change, 
made with insufficient information. is in herently compromised. When under time pres- 
sure, people tend to make certain predictable mistakes. They focus on readily avail- 
able details like salary and job title instead of raising deeper questions, and they set their 
sights on the immediate future, either discountin g or misreading the long term." 


Sed maker sien P 
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What if you have taken up the wrong job? Cut your losses and move on. PATHFINDER WHAT COLOR IS 

suggest Groy : ahams. “Don’t hesitate t wn anot if it How to Choose or YOUR PARACHUTE? 
DIT FEST iS a é i 7 A ct ate i E. E io t Ac EX. 3 ; ar He a " "is. ete 
suggest Groy be rg and Abrahams Don't hesitate to go down another road if it Change Your Carcerfor ay Richard Nelsen Bolt 
becomes evident that a certain kind of change won't be right.” © seen id Satisfaction 
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SANJAY KHOSLA 


The Cheese Man Cometh 


People working for a chocolate company are a happy lot, notes SANJAY 
KHOSLA, President (Developing Markets), Kraft Foods. On his first visit to 
India after the American foods giant snared Cadbury for $19.6 billion in 
January, Khosla, 57. sees the deal as a “win-win proposition in India”. 
"Cadbury has great strengths in distribution, while we have strength in 
modern trade internationally." says Khosla. He sees Kraft leveraging 
Cadbury's strength in distribution to launch Kraft products (like cheese and 
Oreo Biscuits) in the country. But that still is some distance away. Right 
now, Khosla is focussing on the integration of the two entities, especially the 
people angle. "The priority is to appoint one clear leader for each geography, 
get them to focus on their businesses and then take it from there," sums up 
Khosla. Anand Kripalu, mp, Cadbury India, has already been drafted into 
Kraft's Asia-Pacific team and will handle a few other South Asian countries 
Looks like these could be the first steps towards one sweet marriage. 


T.V. MAHALINGAM 
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MASAHIRO TAKEDAGAWA 


A Fresh Start 


Honda Siel Cars Chief 
Executive MASAHIRO 
TAKEDAGAWA, 55, has 
finished his five-year stint in 
India and is leaving to take 
charge of Honda Canada. 
His stint in India was an 
eventful one. Not only did 
the company dramatically 
increase its production with 
the successful roll-out of 
second-and third- 
generation Honda City, it 
also launched the Honda 
Civic and began building 
(only to delay it later) a 
second plant at Takepura 
in Rajasthan, “The Indian 
automotive industry is 
complex and dynamic. I am 
glad I had the opportunity 
to be a part of this industry 
in India. The coming vears 
are surely going to be excit- 
ing at Honda India as we 
prepare for the introduction 
of Honda's new small car 

in India in 201 1," says 
Takedagawa. 


KUSHAN MITRA 





PRODUCT 


Samsung Jet 2 The 
Homecoming 


Come fall and Yale University will 
witness a homecoming of sorts. Its 
1971 alumnus and India's leading 
economic policymaker, RAKESH 
MOHAN, 62, will return to the 
university as one of the inaugural 
Senior Fellows at the new Jackson 
Institute for Global Affairs, and 
Professor in the Practice of 
International Economics and 
Finance in Yale School of 
Management. Says George 
Joseph, Assistant Secretary 
for International Affairs, Yale 
University: “We are expanding our 
connection to India. At a bigger 
level, the objective is globalisa- 
tion." And who better than Mohan 
PLACE to steer that? The ace economist- 
Berlin banker's plate is more than full. He 
will spend three months every fall 
for the next three years at Yale. 
And back in India, he plays the role 
of the Chairman of the high-level 
National Transport Development 
Policy Committee. Says Mohan: 
| will be teaching a course on 
Evolution of Central Banking 
and Financial Regulation, on issues 
that have acquired new resonance 
in the last two years.” While at 
Yale, Mohan is unlikely to miss 
home; his son Rasesh is an under- 
graduate student of political 
science at the university. As we 
Over the past decade, the cultural heart of Europe has grown into said, it’s a homecoming of sorts. 
one of the first cities of the world, putting contenders like New York SAUMYA BHATTACHARYA 
and London in the shade. Since Berlin has a busy cultural calendar 


Samsung has played a major role in popularising 











touch-screen mobile devices in India and the 
launch of the Jet 2 bolsters the top of the product 
line-up. This is Samsung's most powerful touch 
device until now, featuring an 800 Muz processor 
and loaded with several applications. This device 
uses Samsung's own operating system, with 
an upgraded version of its TouchWiz 
user interface. This is complemented with 
Samsung's 'Dolphin' mobile Internet browser 
and the fact you can run Java applications on 
the device. But the biggest selling point of 
the device is that it supports the DivX and 
Xvid video formats, which allows it 
to back up as an effective portable video 
device. And, priced at Rs 19,990, 
it isn't unaffordable. 

KUSHAN MITRA 





with something worth seeing every week, it's a great destination 
through the year. And April is a great month to make your way to 
Berlin. On the 10th of the month is the renowned “Berlin Night of 
Operas and Theatres” featuring all-night performances—most 
of them for free—at various venues around the city. Then comes 
“Achtung Berlin” from the 14th to the 21st: a festival-cum-award 
show for some of the most cutting-edge films and theatre from 
around the world. If that's not your cup of tea then there's the 
spring festival of Classical Music from the 2 3rd. If it's April, you 
have got to get to Berlin! © 

BIBEK BHATTACHARYA 
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HARSH MANGLIK Us 
Chairman & Geography MD 


Accenture India - d B N 
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The leadership lesso on. 
| remember best © 


We need to accept respor nsibil ility 
and accountability and e rut thful. 
Without trust and straight talk, 

a leader has no standing. 


eu 4 ©- 
LI " * 
aK i D 


The political leader 


| admire the most _ 
Mahatma Gandhi. _ E. ^ 


The business. leader. 
| admire the most 
Bill Gates. 


A book/movie | woul d o 
recommend on leac ers ship 


The Emperor's General Iby 
James Webb. 


What | think is the 
difference between 
manager and a lee ader 
Leaders inspire, build something 
that outlasts themselves a d E 
focus on nurturing the next 
generation of lea ership. 
Managers make things w ork k 
which is equally — 


My biggest test _ 

as a leader T 24 
To be tested every day - 7 

is a basic aspect of the 
responsibility of pg pe T 
It just goes with the — 5 
territory. 


All good managers 
aren't good leade t | 
Being a good manager helps, 
but it does not autom: ly 
make one a goodleader. — — 
Potentially, good managers 
can also develop into - ES 
great leaders. x e 

As told to Rahul Sachi tanan : 

r Re 3 


e E 
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ne Next Big Thing 


Cricket—argely thanks to the IPL—is where the action | | 
Is, but the big money sloshing around could go a tong Hill Il 


vay in the creation of a broader snorts ecr 
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Fór India and Boeing, innovation is the foundatie: 
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From the Editor 


or sports, India has to be the last huge 

market and possibly the biggest opportunity 

on the planet today." The March 21 
auction of the two IPL teams bears out this 
prophecy made by a UK-based sports consultancy 
firm in October 2008. Almost overnight, on 
March 21, the potential value of all Ip. teams 
shot up by four to six times their price paid just 
two years ago. Mumbai Indians, iPL's biggest The Next Big Thin 
(ranchise that was bought for $112 million, Ua 
could well be worth over $600 million now. This 
means that the value of investment has grown over five times in two 
years—a very impressive business proposition even for the world's 
richest Indian. Mukesh Ambani, who owns the team. 

Though cricket, and specifically IPL, is the crowning example of the 
scope, size and growth of sports business in India, the prospects for other 
sports are by no means negligible. With the rapid growth in household 
incomes, the leisure time of the middle class Indians has become a huge 
marketing opportunity. Television viewing grabs the prime slice of leisure 
time and sports a good portion of that slice—especially when sports is 
tinged with Bollywood glamour. Brands, big and small, looking for ways 
to build their share of a huge consumer market, want to be on this 
viewership platform. This is what is fuelling the tt. and will boost the 
prospects of other sports, too—a recent example being the Hockey World 
Cup. Broadcast on YouTube opens another opportunity. You own 
(or are a fan of) an obscure football team or a strong but regional sport 
that national rv isn't interested in? The Internet will cover it—giving you 
first the visibility and then the advertising. Our cover story (pages 52-64) 
takes you through these less understood, but fast-emerging facets 
of the business of sports. 

From the stories of some of India's newest brands like the IPL, we take 
you to one of the country's oldest and most endearing brands—Amul. 
On page 72, we tell you how and why the 63-year-old dairy business is 
amidst its most significant 
transitions ever. DuPont is 
one of the world's oldest 
companies—207 years to be 
precise. Yet, in India, it is still 
relatively small. Is that set 
to change? Find out on page 
90. Sports may be the new 
leisure business, but that 
doesn't mean the old claim- 
ants to our leisure time 
aren't demanding their 
share. Our special report for this issue (page 106-120) outlines the new 
and happening trends in the hospitality and travel industries. Fun, 
in any shape and form. is becoming a big business. 
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Nokia's New Hunting Grounds 

Nokia's ambition to become a services and media solutions 
firm (Nokia Looks Beyond Handsets, 8r cover, April 4) 
bears a close analogy to what Mark Twain wrote in 
‘Adventures of Tom Sawyer’: There comes a time in every 
rightly constructed boy's life when he has a raging desire to 
go somewhere and dig for hidden treasure. Alok Rai, Chennai 





Services and Apps Makeover 
Mobile phones are modern day's version of | 
the Swiss Army Knife. Not only are they 
expected to deliver voice but also whizzier 

services and super-cool applications, all at | 
blistering speed. I am sure Nokia's latest 
initiative to adopt Internet protocols and 
build software apps for bringing about a 
seamless union of phones with TVs, com- 
company to branch out and create another o IU REI 
mega business. Vineet Achyut, Delhi EUM 








Dio world) largest mobile 








Reloading Nokia's Biz 

Nokia has a history of blazing new ventures 
at critical junctures in the past. Whenever 
rivals have horned in on its business, the 
company has transformed itself. It has moved 
from being a maker of car tyres and rub- 
ber boots to becoming the world's biggest cell 
phone company today, But sensing a grad- 
ual erosion of its cornerstone business, the 
company is once again rethinking its strat- 
egy to invent the future. By building its own 
digital platform to compete across all cate- 
gories of communications, Nokia hopes to 
fulfill the modern itch for constant connec- 
tivity and content. Rajneesh Thakur, Delhi 


Finding Gold in the Backyard 


Riches From Rags (er special, March 21) shows how companies are nosing in 
on consumer groups at the bottom of the pyramid, By oflering basic services 
like providing drinking water, primary health care and education at afford- 
able cost these firms have shown that there's an economic upside to doing busi- 
ness in underserved and undeveloped areas and it's no longer a zero-sum game 


catering to the market for the bottom strata of society. B. Rajasekaran, Bangalore 
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A Correction 


In the story Rush for ‘Coach’ Class (nr. 
March 21). the quote attributed to the 
Volvo Buses India MD should have read as 
"after the introduction of Volvo buses, 
now one can travel between Mumbai and 
Hyderabad in only 11 hours." It went as 
" „between Delhi and Hyderabad" instead. 
The error is regretted. 


Corporate Go-getters 

India Inc's up-and-comers in The Hottest 
Young Executives (Br Special, April 4) prove 
that top managers are all cut from similar 
cloth when it comes to having gold-plated 
cvs and business grit. But these spunky 
managers’ rise to the top is more on acc- 
ount of their ability to develop ahead-of-the- 
curve strategies as well as the passion to 
boost the competitive metabolism of com- 
panies they work for. Vineet Madhukar, Delhi 
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lech Park, state-of-the-art conference rooms and business facilities, For play, there's 
a perfect mix of edgy design, inspired cuisine, a high energy bar, suites designed to 

help you relax, a truly indulgent Jiva spa and intuitive service; If you're looking to find 


vour own modern expression of travel and living drop in 


VIVANTA 


WHITEFIELD BANGALORE 


) experience the Vivanta life call: +91 80 6693 3333 or call our toll-free reservation line accessible 24 hours a day, 7 days a week: 1 800 111 825 
Vivanta By Taj, ITPB, Whitefield, Bangalore - 560 066, India E: vivantawhitefield@tajhotels.com wwwtajhotels.com 
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— Cricket—argely thanks to the 
IPL—is where the action is, but the 
big money sloshing around could 
go a long way in the creation of a 


broader sports ecosystem. 





COVER BY KAP 


INDIA TODAY CONCLAVE: 
THE IDEAS FACTORY 


35 Chairmen, cos, entrepreneurs and leading thinkers from across 
the globe put forth ideas that provoked, challenged and entertained. 


36 David E. Bloom 42 John Chambers 

Professor, Harvard University Chairman & CEO, Cisco 

38 Nassim N. Taleb | Nikesh Arora 

Philosopher and Expert on Risk President (Global Sales), Google 
| Alan Mulally 50 Chris Hughes 

President & CEO, Ford Motor Co-founder, Facebook 
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told on to your jetpacks 
‘lds, it's time travel day. 


ideo is bringing the Taj Mahal to Tokyo and pyramids to Shanghai. 
S changing the way kids see the world. literally, through the power of 
isco TelePresence. Without the jetpack. 


c a welcome to Afiafi 
sco.in/video the human network. cisco. 
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iS taking anew shape amd exciting 
days are ahead 
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FOCUS 


Quick takes on top news and trends. 


One Giant Leap for Higher 
Education 


A Prescription for Doctors 
. S&P, Dow to Debut on NSE 


Interview with GMAC CEO 
David Wilson 


2 Graphiti: Third Dimension of 
Entertainment 


FEATURES 


36 Out of the Ordinary IPOs 
A bevy of new businesses is raising 
money from the primary markets. 
As an investor, you can choose to be 
adventurous but after lots of diligence. 


. Butter Girl Gets Tough 
Never before has Amul been buffeted 
by as much competition as it is today. 
But India’s largest dairy foods player 
has an edge: Its unique “cow-to- 
customer” model, 


The Apps Opportunity 
Operators, handset vendors, and 
developers are all rushing into 
the "applications" race, Is this the 
new gold mine: 


) Is India on Her Mind? 
Ellen J. Kullman, Chair of the Board and 
ceo, DuPont, doesn’t think India is just a 
cost proposition for her company. 
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~ Weakening Headwinds 


HBR Exclusive: The 
Innovator's DNA 
Five "discovery skills" separate true 
innovators from the rest of us. 


JOBS 

2/ Temp Jobs Go Niche 
In the meltdown aftermath, recruiters 
look for specialist skills even in 
temporary employees. 


MONEY 

2 Attractive Add-ons for 
the Road 
The plain vanilla cover for motor 
vehicles is becoming increasingly 
outdated as a plethora of add-ons 
are being rolled out by insurance 
companies. 


PERSONAL TECHNOLOGY 

> Store More! 
Flash memory deserves a lot of credit 
for the digital device explosion of the 
past decade. 


BOOKS 
3 The India Way 


EXECUTIVE HEALTH 

Worn Out at Work? 
Or, perhaps you wish your day had 
48 hours. Do more in less time by 
managing your energy. 


PPP 
- Focus on people, products, 
places in the news. 


LEADERSPEAK 
S.K. Roongta, Chairman, Sat. 


AHOO'S FRONT PAGE NEVER SLEE 


ibank India, the country's best internet bank, ran a successful online 

Yahoo! to launch leading products like remittanee accounts for NRIs 
rds for young working Indians. The reason? Yahoo! reaches 72% of India's i et 
dience* and Yahoo! Front Page attracts 22 million users every month. What's 


bre, Citibank has recognized Yahoo! as a valuable ally in driving its business and 
les on Yahoo!'s targeted reach to promote its various products. 


hen it comes to reaching the right online audience to drive your business, no 
e delivers better than.Yahoo!. To understand the power of the internet and ho 


er brands have engāged Yahoo!'s advertising solutions, visit u 


or emaltur today 





WWW.businesstodayn 


NOW AVAILABLE ONLINE 
Nokia Looks Beyond Handsets 


It's hard to imagine of a company with €4 billion of annual revenues in 
India and €41 billion in sales globally to think of moving from its mainstay 
business. But for Nokia, the world's biggest cell-phone maker, the shift 
towards mobile phone applications and services is not one of choice but 

of necessity. Our cover package brings you Nokia's story of transformation 
and transition and its chances of pulling it off. 





WILL THE FIZZ LAST? 

How private label brands-as in-house retail store brands are also 
called-of third-party manufacturers are giving a run for the money 
to established retail brands. While quality offerings at cheaper prices 
are helping these brands gain consumer acceptance, retail chains 
have an incentive to stock them for the bigger margins they offer. 


ANNUAL LISTINGS 
Business Today's 
much-awaited annual 
specials are a collector's 
delight. To access 

these, log on to 
www.businesstoday.in 


and go » archives. CASE STUDIES 


Read cases of corporate successes and failures analysed in detail 
and lessons drawn. Plus, commentaries from experts. Cases avail- 
able online include Nirulas, TI Cycles, ITC's e-Choupal Version 3.0, 
Ashok Leyland, Harrisons Malayalam and MRTS Chennai. 





UTILITY TOOLS ? Retirement Plan 

? Risk Calculator Find out how to maintain your current 
Analyse your risk tolerance and decide lifestyle after retirement. 

your investment approach. > EMI Calculator 

? Future Needs Calculator Know how much equated monthly 
What are your future needs. Click here installment you will pay on your loan. 
to calculate. £u Calculator 

"Tax Cal r your investments intelligently to 
fed cd No vid fiai oa meet your financial commitments. 
depending on your income and investments. — » Business Tips 

"Education Plan Hot tips to keep you ahead of rivals 


Calculate to meet your child's expenses. in business. 





TO SUBSCRIBE Now, get a hot new management tip for the day every day, and participate in opinion 


polls through SMS on your mobile phone 24 hours a day. 
TO RECEIVE BT'S TIP OF TO ANSWER THE BT-ON-THE-MOVE 
THE DAY QUESTION 
Do you think foreign varsities will bring 
down India's demand-supply gap in 
higher education? 
1. Go to "Write messages" on your mobile phone. 
A ond" message to the number 2. Type "BTPOLL Y" for Yes. 


4 You will receive the hot management Type "BTPOLL N” for No. 
the day in a return message. 
P z 3. Send the mes e to the number “52424”. 
Readers can in the poll at www.businesstoday.in 


1. Go to "Write messages" on your 
mobile phone. 





2. Type "BTTIP" on the message 
screen. 





NOTE: m WIPE CHIC QUID. 
Regular SMS charges apply. Powered by ActiveMedia Technology www.activemediatech.com 
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t Leap for 


The entry of foreign universities will transform higher education in India and the 
country could emerge as a global education hub, argues Bakul Dholakia. 


0 be honest, the Foreign Educational Institution Bill 

was long overdue. Our higher education needs com- 

prehensive reforms. The passing of this Bill will not only 

initiate but also accelerate the process of 
reforms in undergraduate and postgraduate education. 

Let me draw a parallel with the reforms in the industrial 

sector. The economic liberalisation and deregulation in- 


troduced in the early nineties completely transformed the 
face of Indian industry. In less than two decades. Indian indu- 
stry has achieved spectacular growth and global reci gni- 
tion. This Bill has the potential to create the same impact on 
India's higher education over the next two decades. 

The demand for quality higher education is growing 
rapidly with the number of students securing first class in 
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FOCUS 


DESTINATION INDIA 


Several top-flight colleges have 
evinced interest in India. 






m Harvard Business School 
has an India Research Centre. It's now 
planning an Executive Education Centre. 





— —— 






= Columbia University 


will set up an international centre for re- 
search and regional collaboration in Mumbai. 








w= Yale University 

has launched a ‘Yale India Initiative’ for 
faculty and student exchanges, research 
partnerships with Indian institutions. 








= University of Glasgow, 


imperial College and University of Surrey 
are keen to set up institutes in the country. 


board examinations increasing phe- 
nomenally every year. However, the 
capacity of quality education 
providers in the country has not been 
growing at the same pace. As a result, 
the admissions to institutions like irrs 
and is are getting tougher. 

If Harvard, Stanford or Columbia 
come to India, they will maintain the 
high quality of education at their 
Indian campus to protect their brand 
equity. Sure, the fees charged will be 
much higher than the front- 
ranking universities and colleges in 
India, but the overall cost of education 
for students will be a fraction of what 
they are paying overseas. The biggest 
impact would be increased access to 
high quality education for a larger 
number of Indian students. 

To sustain their high standards 
of education, the foreign institutes 
will encourage their overseas fac- 
ulty to teach at their Indian cam- 
puses. Similarly, when the foreign 
universities recruit Indian faculty 
from within the country, their at- 
tempt would be to attract the best 
available talent. Since the salary 
package offered by foreign univer- 
sities on their Indian campus will 
be much higher than what is offered 
by the domestic institutions, there 
would be some exodus of faculty 
from premier Indian institutions in 
the short term. In the long run, the 
better pay packages offered by foreign 
universities will also improve the 
pay packages in Indian institutions 
and will motivate young talented 
boys and girls to join the faculty of 
world-class institutions. It would 
augment the supply of qualified fac- 


What it means: It refers to the 


WORDSMITH 


(NEW WORDS IN BUSINESS) 


Hacktivism 
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use of illegal or legally ambiguous digital 
tools for political ends. These tools include 
web site defacements, information theft, 
virtual sabotage and software development. 


ulty in India and remove the major 
constraint on capacity expansion 
in higher education. 

Moreover, with the entry of re- 
puted foreign universities on a large 
scale, India could emerge as a global 
education hub. Indian educational 
campuses will gradually acquire the 
flavour of well-known overseas cam- 
puses with an ideal mix of foreign 
and Indian students as well as faculty 
providing cross-cultural exposure to 
thousands of students, which is crit- 
ical for successful globalisation. 

One of the major arguments 
against the Bill is that the entry of 
foreign universities will benefit only 
high income groups. as the children 
from the low income groups will not 
be able to afford the high cost of edu- 
cation. There are two ways to deal 
with this problem. The foreign uni- 
versities can be asked to provide schol- 
arships to a certain proportion of 
meritorious students belonging to 
lower income groups. Secondly, the 
education loan scheme should be lib- 
eralised and given the status of priority 
sector lending. The government 
should introduce a specifically- 
targeted scheme to subsidise the in- 
terest cost of loans given to the mer- 
itorious students. 

The kev to success of the reform 
will be avoiding excessive monitoring 
and control. We will attract the best 
institutions to set up campuses in 
India, only if we offer the same envi- 
ronment to them as they are used to 
in developed countries. 


The author is a former Director of the Indian 


Institute of Management, Ahmedabad 
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Good Products, Not-so-good Service 


The insurance industry continues to give customer service the short shrift. 
Now a study reveals it's critical for influencing customer buying decisions. 


i nsurance is one of the sunrise sec- 
tors in India and has witnessed 
heady growth in recent times. 
Indeed, insurance penetration al- 
most doubled over the last four years 
to touch 4.3 per cent in 2009. But 
fundamental questions have re- 
mained: Has the service stan- 
dards of the industry kept 
pace with its rapid expan- 
sion? Is there product inno- 
vation to meet the varied 
needs of customers? 

A new joint research by 
Grant Thornton uk and Grant 
Thornton India—the “mys- 
tery buyer” survey— studied 
insurance companies across 
term life, motor and home 
and contents to answer pre- 
cisely these questions. The 
policies were evaluated on 
pricing, cover, and other ben- 
efits, including additional 
products offered. Quality of 
service was based on the 
overall experience of buying 
insurance for a customer— 
e.g., the time taken by the in- 
surance agent to establish 
contact with the customer, his 
domain knowledge, etc. 

The study comes up with an in- 
teresting conclusion. In the Indian in- 
surance market, customer service 
plays a critical role in influencing 
buying decisions. The results reveal 


KULDEEP 


Origin: The word dates back to 1996 when it 
was coined by the hacker Omega. It has been 
used intermittently since then to describe 
hacking for political purposes but has become 
a part of general parlance only recently. 


that the ranking of products was 
correlated to their customer service 
standards. There were examples 
when insurers tumbled down the 
rankings only because of relatively 
poor customer service. “Consumers 


seem to attach great significance to 
it. The quality of the insurance 
agents varied widely across the spec- 
trum. Unsurprisingly, the agents of 
the state insurers are probably the 
most knowledgeable but seemed 










are much more concerned about least interested in selling. For the 


THE BEST IN CLASS 


Term Life Insurance 

s Bharti Axa Life Insurance 

= Canara HSBC Oriental Life Insurance 
— @ Reliance Life Insurance 


Fs a Tata AIG General insurance 


WW & Contents Insurance 


» Bharti Axa General Insurance 
m ICICI Lombard General Insurance 
a The New India Assurance 





service interface than the product 
itself," says Ipe Jacob, Consultant, 
Financial Services Advisory, Grant 
Thornton uk. 

Ironically, despite customer serv- 
ice being the critical differentiator. 
most insurance companies did not 


lists the top three insurers in alphabetical order. 
Thornton 


rest, the standards ranged from av- 
erage to abysmal. 

Despite the stellar growth of the 
industry. service standards in insur- 
ance, then, need an overhaul. Please 
the customer to profit from him. 

SHALINI S. DAGAR 


Current usage: The word has gained wide 
usage to describe the growing use of the 
Internet and other computing technology by 
activists to cause serious harm to governments, 
executives and corporations. 
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CRUISE THROUGH YOUR WORK DAY IN STYLE, THIS SUMMER. 


* PUNE * VADODARA 


AHMEDABAD * BANGALORE * GURGAON * HYDERABAD «+ INDORE * MUMBAI 
COMING SOON TO JAIPUR «+ RAIPUR * SURAT * VISAKHAPATNAM 





FORMALS IN NAUTICAL 
COLOURS & PRINTS 


SHIRTS * TROUSERS * TIES * BELTS + EYEWEAR 
FOOTWEAR * WATCHES + WALLETS 
PERFUMES AND MORE 


CIEN TRAL 


SHOP, EAT, CELEBRATE! 
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protes Davia Yote, Senor A Prescription for Doctors 
Busiriecs School Executive Edučatió The Medical Council cracks the whip on the nexus between 


Programmes, visited India to launcl pharma companies and doctors. 


some new sessions He * DOKE { 


BT's Rahul Sachitanand in 


between SPSSIONS with 


he Medical Council of India (mci), a body that registers doctors, has 
initiated some radical steps to shore up the ethical standards in the 
medical fraternity. It plans to crack down on doctors who accept 
freebies from pharmaceutical companies. In December 2009, Mc! 
had debarred doctors from accepting gifts and now it has prescribed 
here has been a dramatic changi severe action against those not toeing the line. We take a look at what 


programme attende! 


in this market. For example, we had has been proposed and the implications. 
basically two programmes unti 


he rat years ago Now we have 


several programmes across | 


The Diagnosis 

For long, doctors have been treated to foreign junkets and 
expensive gifts by pharma companies to push everything 
from medical devices to drugs on patients. 


The Bitter Pill 

In regulations notified in last December, MCI imposed a 
blanket ban on doctors accepting gifts, travel facilities and 
hospitality from pharma companies for promoting their 
products. In early March, MCI quantified punishments for 
future transgressions-from censure to removal from the 
Indian or State Medical Registry for more than a year. 


categories- long, short 

customised-with the lasl 
the most popular. We ha 
5.000 people take our pri 





a decade ago, now tt 


strangely N 


wie tive educatio 





since there wa 
demand wi 
want cours 
The Reaction 

Doctors are frowning on the stringent restrictions, 
especially on research projects. There is some talk of 
relaxing norms here. Pharma companies are rueing lost 
marketing opportunities, especially in a market of 
grammes v ATS ane Two vr Nee branded generic drugs where there is little differentiation. 


building a global enterprise in India 


outlook, especially focusset 


emerging market 





We have launched three pl 


and developing India strategies for 


An Easy Cure... 

... is unlikely. The recommendations have been sent to the 
talent with expert Union Health Ministry. Once approved, these will be sent to the 
markets teaching these courses. We states to be adopted. But enforcement remains an issue. MCI 
have begun exploring opportunities is widely seen as an ineffective regulator. It initiates actions 

to set up a campus in India only when there's a complaint by forming a committee of 
doctors to probe the charges against another doctor. 


real estate-are unique to thi 
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HVMNVITIV 


We said our advice 
was good, but the 
experts disagreed. 


They said it was great. 


We understand that the quality of advice makes 
a significant difference to your investments. Our 
investment advice has won us two of the most 
prestigious awards in the industry. You too can avail of 
this award-winning advice through our extensive 


network across India, at an attractive price. 


EUROMONEY 


2010 


‘Best Private Bank in India’ 


‘Best Performing Bank’ 
UTI MF-CNBC TV18 
Financial Advisor Awards 08-09 








' benefit from our award-winning advice, 
sit your nearest HDFC Bank branch 
log on to www.hdfcbank.com 










LH HDFC BANK 


We understand your world 
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NUMBERS 
OF NOTE 


130% 


The increase in spam mail 
attacks in India-from 1.6 
trillion in 2008 to 3.6 
trillion between January 
and December 2009, 
according to the Cisco 
annual security report. 
Most of the spam mails 
originate in the US. 


9 


India's rank amongst 

the largest industrialised 
economies, according to 
an UN Industrial 
Development Organisation 
report, based on share 

of the global total manu- 
facturing value. The US 
tops the ranking followed 
by China. 


10 


The percentage of Indians 
ready to pay for online 
content, if they get the 
right to copy it, according 
to a survey by AC Nielsen. 
The survey polled more 
than 27,000 consumers 
in 54 countries. 


124 


The number of Indian 
companies that are in the 
billion-dollar club in 2009, 
compared to 104 in the 
previous year. 
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A rupee. That's what the flying Sikh, Milkha 
Singh, charged film-maker Rakeysh 
Omprakash Mehra for the rights to make a 
biopic based on his life. There are many in 
the world of business, at least in America, 
who take just a dollar home as salary. Lee 
lacocca started the trend in 1978, when as 
chairman of troubled automaker Chrysler, 
he whittled his salary down to a buck till 
the company returned to black. Here's a 
look at other one-buck bosses: 


BOSSES 


«Vikram Pandit: The Nagpur-born CEO of 
Citigroup announced in early 2009 that he would take 
home just $1 till the group started making profits. 
Critics point out that three weeks before the announce- 
ment, Pandit had received $128,751 in salary. In 2008, 
Pandit was paid over $38 million in shares and options, 
which now are worth a little over $3 million. 


«Jerry Yang: The co-founder and former 
CEO of Yahoo took home just a dollar every month during 
his stint at the top, till he stepped down in January 2009 
after resisting Microsoft's attempts to take over Yahoo 
failed. His successor, Carol Bartz, was paid a base salary 
of $1 million, stock options for five million shares, not to 
mention the option of an annual 400 per cent bonus. 


«Steve JODS: The Apple CEO, who would walk 
seven miles to get his dose of ISKCON prasad in his 
broke days, has been taking home just $1 since 
1997-when he came back to the company he founded 
and had been ousted from. As a result, Apple COO 
Timothy Cook, who received $5 million as bonus in 
2009, is now the iPod maker's highest-paid employee. 


«The Googlers: The duo that created 
Google-Sergey Brin, Larry Page-is still making the 
lonely buck even as the company that revolutionised 
Internet search doled out $8 million in bonuses to 

other senior executives this year. The Google stock 

has zoomed several times since it was listed in 

August 2004. 


. «Elon MUSK: The CEO of electric carmaker 
Tesla Motors, takes a dollar as compensation but has 
used a private jet 12 times in the last year or so. 
Tesla foots the bill. 

T.V. MAHALINGAM 
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>O silent, you'll hardly notice it's on. 


‘resenting the unique Inverter Direct Drive Technology in LG's latest range of Front Loading 
Vashing Machines. Annovative arrangement in which the motor is connected directly to 
ve drum, this technology makes the washing process more efficient and silent. So bring 
ome a washing machine that cares for your loved ones as much as you do. 





DIRECT DRIVEMOTOR 


jenefits of 
NVERTER 


JirectD rive Technology 





.ess Noise Less Vibration Energy Saving Washer Dryer 











Steam Washer Dryer enter 
To know more, Please SMS LGWM BT to 53636. 
^ 1800-180-9999, 39-01-0909 7: Jaindi To know more about - og ur to a m porn 
© LG » ids AN Reid, 5757554 : nbi, rrr o BR For Corporate/Institutional enquiries, please write fc 





enquiriesIgindia.com 


gd. Office: LG Electronics India Pvt. Ltd., Plot No 51, Udyog Vihar, Surajpur Kasna Road, Greater Noida - 201 306. U.P 
a's No.1 Washing Machine as per the figures released by ORG-Gfk Jan-Dec '09. As a continuing policy of product development of LG Electronics, the design and specification are subject to change without 


r notice. Technology, features and specifications may vary from model to model. Colour shades may vary due to printing restrictions. E.&O.E. *When compared to a washing machine with a conventional 
or." 10 year warranty only on Direct Drive Motor. Terms & Conditions Apply 
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FOCUS-BT POLL 


Should Companies 
Attack Competitor's 
Products/Services 
s Through Advertising? 








0.7% Can't Say 
Results of BT Online poll: No. of respondents: 271 
Attacking a rival brand | Comparative advertising 
purely with an intention | has been prevalent for a 
to create a controversy | verylong time. Any 
can damage the brand | comparison done fairly and 
image itself. In the past, truthfully is completely 
there have been justifiable. If a company 
instances when big is sure that its 
brands have taken digs product/service is 
at each other without better than the 
substantiating the — competitor, there is 
claims. Slanderous nothing wrong in using the 
advertising is more an names of rival brands as 
ethical issue than well. However, such claims 
a marketing Should be backed 
strategy and is totally by proper data 
unwarranted. or evidence. 


Nakul Chopra, | Madhukar Kamath, 
MD & CEO, Mudra Group 


CEO, Publicis South Asia 





Next poll question: Would you ac 
on your loans if it helps tame in 
Log on to www.businesstoday.in to cast your vote 

COMPILED BY MANU KAUSHIK 


perm nm 
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S&P, Dow to Debut on NSE 


| ndian investors will soon be able to trade in two of the most 
popular global indices from the comfort of a familiar bourse: NSE, 
or National Stock Exchange. The exchange has joined hands with 
Chicago Mercantile Exchange to offer futures trading on s&P 500 
and Dow Jones Industrial Average. These indices have some of 
the most valuable corporations such as Coca-Cola, cr, Wal-Mart. 
P&G and JPMorgan. 


What is on offer: Investors would be able to take a position on 
the indices only (and not on individual stocks) by buying a futures 
contract of either (or both) s&r 500 or the Dow [Jones Industrial 
Average. This is as simple as buying a futures contract of Nifty-50. 


Why opt for global indices: Both are closely-watched 
benchmark indices world over. The Dow Jones 30-stocks index is 
the second-oldest us market index while s&r is more broad-based 
tracking 50 large cap us stocks (the market cap of s&r is close to a 
staggering $10,000 billion). 


How to trade: investors have to take a forward position 
(bullish or bearish) in an index just the way they do in Nifty-50 
with contracts ranging from a month to three months. The 
exchange is still in the process of finalising contract details. 


What is the currency FISK? These two new indices will 
be rupee-denominated and settled only in cash. They do not pose 
any currency risk. In fact, the Reserve Bank of India (RBI) permits 
overseas investments up to $200,000 a year, but there is a 
currency risk which makes the investment riskier. 


What is the investment risk: There is not much 
research available on individual stocks that make up the s&P and 
Dow Jone indices. It would also be difficult for Indian investors to 
take a call on the global macroeconomic variables driving these 
indices. This is, however, a good opportunity for sophisticated 
investors such as Life Insurance Corporation (Lic) or large mutual 
funds and high networth individuals (HNIs) who want to 
diversify their investment basket. 

ANAND ADHIKARI 


/ASTLY IMPROVE SAFETY AND EXTEND PRODUCTION OF MEXICO'S 
10-YEAR-OLD OIL FIELDS OVERNIGHT. 


IT'S NEVER 
BEEN DONE 


BEFORE 











et the full story at 


merson.com |PEMEXwireless ) E M E RSO N : 
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CONSIDER IT SOLVED 








FOCUS-WELL SAID 











ubhiksha is a 
retail equivalent of 
Satyam. It's an out and 
out fraud, there's no 
question about it" 


Chairman, Wipro, who is also a large investor in 
Subhiksha, in The Economic Times i 


"One can find cheaper 
countries... but what India 
offers is a low-cost market 
model. Frugality is embedded 
in the Indian mindset” 


€ La! ) h ! ^ 
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"In India online is a small industry today. 
but it's geared for unprecedented growth. 
This is the real estate of tomorrow, and it is 
where the consumers are living their lives" 


Joint Managing Director, Consumer & Online 


Microsoft India. in The Times of India 







"If we can design 
drugs without 
usingtheUS | 
drug discovery 
model, then 
we can solve 
the world's 
problems" 





"There were 3,00,000 jobs created during the 

last three years for Americans in America by imi geli 
n : . i ai e HIC SCICHCUS US t 

Indian companies. It's a myth that jobs are sector with great invest- — 4 

being taken away by Indians" ment potential in India, in à 


www.siliconindia.com 


global investor, who has z 


Union Commerce Minister, on Americans fear 
of Indians taking away their jobs, especially in IT and services, in 
Financial Chronicle 






CLASSIC BUSINESS QUOTE 


Bill Gates 
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"Knowing | have you by my side is what makes life beautiful.” 


When all else is ever so perfect, the words too come out so. Often the things you need to say are 
very things you leave unsaid. Often the people who matter the most are the ones you forget to tel 


Summer offers starting at Rs.8000/- per couple for a minimum stay of 2 nights (at select destinations), valid from Ist April 2010. Acro 
locations in India, US, UK, South Africa, Dubai, Aust alia, sri Lanka, Bhutan, Malaysia and Maldives. *Terms and conditions as applicable. Also ava 


ien you fn yen you tat } 72 [A 
then you find the Taj and it gives you that little nudge k ye 7! iE OM J 


say the things you should have said a long time ago. 


Holidays 





| Retreats, Taj Safaris and Best of Kerala / Rajasthan itineraries. For more information, call Taj Reservations Worldwide at | 800 11! 825 
free) / 022 6601 1825 or write to reservations@tajhotels.com or visit www.tajhotels.com/tajholidays or contact your local travel agent 
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INDIA IS THE 
SECOND-LARGEST TEST 
LOCATION FOR GMAT 


DAVID A. WILSON, President and ceo, Graduate 
Management Admission Council (GMAC), which 
conducts the GMAT tests that most US business 
schools use to decide admissions, was in India 
recently on a. business trip. Excerpts from an 
interaction with BT'S RAHUL SACHITANAND. 


There has been a dramatic increase in 
the number of cwar takers in India 
making it the second-largest test location 
outside the us for GMAc. The number of GMAT 
tests taken in India has actually tripled in 

five vears and the average score in India 
(562) is 23 points higher than the global 
average. Perhaps more than any other 
country, India places a heavy premium on 
higher education. 


There is a rapid spread and overall 
improvement of management 


education globally, bevond the stranglehold of 


American Ivy League colleges. This explains 
why there has been a churn in the list of top 
three or four foreign B-schools to which GMAT 
scores from India are sent. In 2005, it was 
Harvard. followed by Stanford and University 
of Pennsylvania. In 2009, it was National 
University of Singapore, INSEAD and London 
Business School. 


We have only two institutions (IIM-B 
and ISB) recognised by GMAC in India 
and we need to expand that base as more 
western colleges seek tie-up with institutes 
here. We want to expand our test centres and 
network and we'll soon have our own office 


here to better coordinate our presence in India. 
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The Apple Wars 


pple's public spat with Google is not the first time that 
the company has sparred with competitors. Here's a 
look at the big, bruising battles that Apple has fought and 
how they turned out for the company. It has lessons 
for India Inc. It highlights how valuable intellectual 
property can be and how vigilant companies need to 


be in protecting themselves. 


Apple vs HTC 


In early March, Apple 
sued the Taiwanese 
phone maker alleging 
that HTC had infringed 
20 different iPhone 
related patents. Apple 


is seeking a ban on sale 


of HTC phones using 
Google's Android 
operating system, as it 
allegedly copies 
iPhone functions. 


Apple vs Sony 


To crack the video game 


market, Apple launched 


Pippin in Japan in 1995. In 


a market dominated by 
Sony and Sega, the 
Pippin was exorbitantly 
priced. Half a decade 
later, Apple got its re- 
venge: the iPod made 
Sony's Walkman history. 








Apple vs Palm 


In 1993, Apple decided 
to home in on the fast 
growing personal 
digital assistant (PDA) 
market and launched 
Newton. The product 
was marketed poorly 
and the Palm Pilot 
wiped out Newton. 
Today, Palm is in 
dire straits and is 
up for sale. 


Apple vs IBM 
This is the original war of 
the PCs with Apple's Mac 
launch. It came, conquered 
and waned after the exit of 
Steve Jobs. With the return 
of Jobs and the iMac, 
Apple was back in the PC 
business in 1997, though 
not on the same scale. 

T. V. MAHALINGAM 











FOCUS . 






-— hal ^X Ls 

rd ns ura l 
eT ER 
e a ot , eee wm, 
P . LI 


r 
[P 
J 







* tz 
* fw 


Outdoor Advertising 
Takes to the Skies ' 


n à lazy Thursday afternoon in | Globally. this form of advertising is 
\ " ; r ‘ 
December last year, surprised \ considered cost-effective which gives a 


M P" 


AERIAL ADVERTISING 
TAKE-OFF 


Mumbaikars spotted a helicopter hovering 
overhead with a huge banner display of 
Volkswagen's vw Beetle. It was aerial adv- 
ertising taking flight in the country after 
getting the go-ahead from the Ministry 
of Civil Aviation in October. Enthused by 
the response, Volkswagen ran its second 
heli-banner campaign for their Potro car in 
March this year. 

Welcome to the brand new avatar of 
Out of Home (oon) advertising in India. 
With its brand campaign for Volkswagen. 
Deccan Charters, one of India's leading air 
charter companies, has taken ooH adv- 
ertising to an entirely new level. "This is a 
highly specialised and effective advertising 
medium for brands which have been 
launched or are looking at new ways to 
grab viewers' attention," says Sanjay 
Saihgal, vr,Business Development, Deccan 
Charters. 


* NOW, ARCHIE ON YOUR MOBILE 


\ company the opportunity to target-specific 
customers based on their geographical 


location and demographics. It's estimated 
that flying a brand banner by a helicopter 
even for an hour can catch as many as four 
million eyeballs. Industry observers feel 
it will emerge as a one-time clutter buster 
for India Inc. to make a large impact, pos- 
sibly for a launch. 

ANUSHA SUBRAMANIAN 


® Can deliver bigger impact 
and higher recall rates for 
advertisers. 


® Costs anywhere from 
Rs 1.5 lakh to Rs 2 lakh per 
hour of flying. 


** Approval mandatory 
from aviation regulator, 
local authorities. 





MoComics application is a breakaway from the 


conventional style of reading comics page by 

page-on a cellphone the user reads frame by 
frame using the scroll key. Its popularity has 

surged recently. Archie and his Riverdale 


"Carrot top" Archie Andrews, the vivacious Riverdale teenager, is busy 
these days brushing up his Hindi. And so are his buddies Jughead, Reggie and 
sweethearts Veronica and Betty. Soon, Archie Comics will be available in 
Indian languages on mobiles (Mobile comics or MoComics) for the first time. 





The comic strip will be available in four Indian lan- 
quages-Hindi, Kannada, Gujarati and Bengali- 
to begin with and later on will be extended to 
include Tamil and Marathi. Nazara Technologies 
is the mobile entertainment company that is 
introducing the comic strip in Indian languages. 
Says Nitesh Mittersain, CEO, Nazara: "We 
realised that there is a demand for such 
content from B- and C-class towns. The youth 
in these towns want popular foreign comics, 
like Archie, in their own language." 
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sidekicks have long been a favourite among 





comic book and newspaper readers in India 
and Archie Comics Publications expects the 
desi makeover on mobiles to find favour with 
millions of its fans. 


® Comic strips can be downloaded 
with a GPRS connection. 


® Available at price points of Re | per 
day, Rs 10 per week and Rs 30 per month 
depending on your operator. 


ANUSHA SUBRAMANIAN 


Is your business in 
shape to compete? 


Are all your resources aligned to maximize your 
strengths? At a time when the margin for error 
Is smaller than ever, high-performance businesses 
must not only outthink their competition, they 

must out-execute them as well. In fact, operational 
excellence is one of the most important drivers of 
high performance. To see how our vast experience 


and research can help you turn execution into a accenture 
competitive weapon, visit accenture.com/india 


Consulting a Iechnolooy.a Outsourcing High Derfarmance Nelnered 
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0 3D Technologies 





EE i , Left Eye Right Eye 
SES Ud X. & J 
m Anaglyph: Oldest of the m Polarising: The screen 8 Active Shutter: Active B Lenticular: Future lies 
technologies. Two projectors produces two polarised im- shutters in the glasses are here. Alternately interlaced 
throwing overlaping images- ages-vertical and horizon- in sync with the screen. images meant exclusively for 
cyan and red shades-on the tal. When filtered by polaris- Alternate and very fast the left and right eyes pass 
screen, fool the brain into ing glasses, a 3D image turn on/off generates 3D through half-cylindrical lenses 
seeing 3D. is received. image in the brain. Glasses and 3D feel is perceived by the 
are battery-powered. brain. No glasses needed here. 


THIRD DIMENSION 
OF ENTERTAINMENT s 


















James Cameron spent a decade refining the 

technology that brought Avatarto life and a 

host of movies since then are walking down the E... n 
3D aisle. Soon, you will be able to watch these 
movies on your TV at home. But have you ever 
wondered how it works? 


, () The Content 


It will be a while before you get to see TV 
content being beamed in 3D straight to 
your home, though sports broadcasters 
are experimenting by shooting events 
such as the IPL, English Premier League 
and the World Cup Football using 3D 
cameras. For the time being, you might 
need to buy a 3D Blu-Ray Player and 

3D versions of the movies on discs. 


-7 


iIiLANA 


$4.45 


-_~. 


(IV) The first 3D-capable TVs 
Future 3D TV hit will cost twice as 
the Indian much as regular 


weepy Saas-Bahu soap operas where the tears seem like they're almost market in Full-HD pa nels 
true? More frightening than dinosaurs popping out of TV, some might say. M arc 1 2 01 0. of similar sizes. 


3D capability should become de rigueur in most LCD/Plasma TVs by 2012, and 
that should lead to more content being created for such televisions. Imagine 






qi) The 3D TVs 
^o ton 
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LG Infinia LH9500 Ž 
LG just signed a deal to bring 3D TVs in restaurants 
and bars with Valuable Media, so that patrons can 
enjoy IPL matches in 3D. This 55-inch TV set, which 
has a 480 Hertz refresh rate, was showcased at the 
Consumer Electronics Show, Las Vegas, in January 
and should be available in the US soon. 


Price in India: To be decided 





BRAVIA XBR-LX900 Ž 
Sony India wants to become the dominant player in 
the Indian TV market. One way to get these: 3D TVs, 
which it intends launching in the country by the 
middle of the year. The LX900 is Sony's top-of-the- 
line 3D TV and uses Active Shutter technology. 


Price in India: To be decided 


Samsung UN55C7000 = 


All the TVs in this line-up use LED backlighting, 

but this set from Samsung claims to be the thinnest 
of the lot. It is already available for sale in the 

US and the Korean company launched it in Delhi 

on March 25. 


Price in India: Ranges from Rs 1.3-4.4 lakh 


Panasonic VT25 fes 
This set won all the reviewers' hearts at the 
Consumer Electronics Show, primarily because it 
was felt that Plasma technology still has an edge 
when it comes to delivering 3D images. With 

Panasonic revitalising its TV sales in India, expect 

e this in a shop near you fairly soon. 


—— Price in India: To be decided 


You will need to buy 
a 3D Blu-Ray Disc 


player along with 
the 3D TV to 
view content. 








c. 


Lights, — — 
Camera, Action! 


he year 2009 was an annus horribilis for the media and 

entertainment business in India. The multiplex strike, lack of 
quality content, delay in auctions for phase 3 of rw radio and 3G 
mobile telecom licences were setbacks. The resounding success 
of 3 Idiots and Avatar and the third season of irr. (which saw 
substantial growth in advertising revenue for the broadcaster) 
proved to be the exceptions. 

However, the industry is poised to bounce back with a 
strong double-digit growth (13 per cent) over the next five 
years with net revenues projected to double to Rs 1.09 lakh 
crore by 2014, according to a Confederation of Indian 
Industry-KPMG study. 


Key drivers of growth 


Di iti ti , Newer platforms like digital cable. direct 
Idi ISd Ion: to home and Internet Protocol tv. digiti- 


sation of newspapers. magazines, films and sale of online music. 


. e , Steady increase in literacy 
Regionalisation: rates, consumption and 


disposable incomes in Tier 2 and Tier 3 cities. 


New media is bringing about a 
Convergence: revolution by merging the 


functionalities of devices like Tv, pcs and mobile phones. 


TV and print are the largest sectors of the industry, which 
contribute more than 70 per cent of the revenues. Their domi- 
nance is expected to continue. Sectors like gaming and Internet 
have shown the highest growth rates due to the small base and 
the trend is expected to continue. © 


The abysmally low media spend per capita indicates substantial 
headroom for growth... 
India | 4 
China 
UK 
Japan 
US 
Figures in $ per capita 
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491 


.. television would account for almost half of the revenues of the 
Media and Entertainment industry by 2014. 
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ms Films == Television mm Print mm Radio == Music mm Animation me Gaming 
wm Internet Advertising mm Outdoor Figures in 96 (rounded off) 
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Shree Renuka Sugars Ltd (SRSL) will acquire the controlling 
stake in Equipav S.A. Acucar e Alcool, one of Brazil's largest 
sugar and ethanol companies. Through this transaction, SRSL 
is likely to secure raw material supplies by gaining access to 
Equipav's facilities in Sao Paulo. SRSL has now become a 
backward integrated company, from sugarcane cultivation to 























the production of finished sugar. 

TARGET Acquirer/Industry TYPE DEALVALUE STAKE 

(Rs crore) (96) 
Equipav S.A. Acucar e Alcool Shree Renuka Sugars Ltd/Sugar & Ethanol Acquisition 50.8 
Parkway Holdings Ltd Fortis Healthcare Ltd/Healthcare Investment 23.9 
Trinity Coal Corp Essar Group/Metals and Mining Acquisition 100 
Essar Telecom Infrastructure American Tower Corp/Telecommunications Acquisition 100 
Northgate Capital LLC Religare Enterprises Ltd/Financia! Services Acquisition NA 
Doosan International India Doosan Infracore Ltd/Industrial Products Acquisition 100 
Aspen's Campos Facility Strides Arcolab Ltd/Pharmaceuticals Acquisition 100 
Nectar Lifesciences New Silk Route Partners/Pharmaceuticals Private Equity NA 
Ambit Corporate Finance Qinvest, LLC/Financial Services Private Equity 25 
Fame India Ltd Reliance MediaWorks/Media and Entertainment Acquisition 62.1 
Integreon Actis/Professional Services Private Equity NA 
K-Air India Gases Ltd Taiyo Nippon Sanso Corp/Chemicals Acquisition 5l 
Zicom's Security Systems Schneider Electric/Technology Acquisition 100 





Ernst & Young is a leading M&A advisor in India. The data is based on media reports and company announcements. Any decision on the basis of this information should be taken 
only after professional advice. Business Today or E&Y do not undertake any responsibility with regard to any such decision. *As on March I5, 2010 # Includes net debt of Rs 3,821 crore 


and an equity value of Rs 1,530 crore Not a complete list. 


“G20 Is One of the Gs That Delivered" 


Baroness SHRITI VADERA, former minister in the 
Gordon Brown government, is adviser to the 
current Chair of G20, the Republic of Korea. 
She spoke to SHALINI S. DAGAR recently on the 
way forward for the group. Excerpts: 


On G20 as more than just a talking 
forum: G20 has no legal status but is one 
of the Gs that has actually delivered. There 
were 47 measures of financial reforms 

. agreed upon in Washington and that have 
all been delivered. The $1.1 trillion pack- 
age, which was agreed in London, has 
also been delivered. The issue now is 

. whether the G20 can deliver when 

it is not facing a crisis, but facing 
structural problems. 


On G20's role vis-a-vis IMF: One of the 
suggestions in UK's Chair review was that the 
legitimacy of G20 would be better established 
if it had a more representative system and if it 
could also reflect a reformed International 
Monetary Fund. In one sense, then the 

G20 could become the political oversight 
body of the IMF. 


On India's role at the G20: Montek 
Singh Ahluwalia always plays a huge role in 
the discussions prior to the leader's meet. 
Your Prime Minister, of course, has a voice 
that is always heard. They are very influen- 
tial players and are playing an important role. 
India is already chairing the working group 
on framework for growth. 
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INDIA TODAY CONCLAVE 


Professor, Harvard University 
Pg 36 





Nassim Taleb, Philosopher and Expert on Risk 
pg38 "| don't think anybody understands the Internet. 


| am worried about the Internet” 


President & CEO, Ford Motor 
=] - We are in the fabric of every company we P940 


operate. So we are never outsourcing” 









John Chambers, Chairman & CEO, Cisco 
pg42 "Let's set an unreasonable goal of a dollar per 3 / 


month per student to get a competitive education" 


President, Global Sales, Google 

| | "The world is going towards network computing. Any Pg44 
unconnected device is becoming less interesting” 

Chris Hughes, Co-founder, Facebook ff 4 y 

Pg50 "5-10 years from now, most people who will engage 3 


TT À 


on Facebook will never come to Facebook.com” - 





CONCLAVE-DEMOGRAPHICS 


DIO PROFESSOR, HARVARD UNIVERSITY 


"With Right Policies, India's Demographics 





Will Give It An Edge Over China" 


here are two compelling 
examples of demographic 
change leading to economic 
growth. One is the so-called 
East Asian miracle, which refers to a 
group of East Asian countries whose 
economies grew very rapidly for 
several decades. When people set 
out to unlock the secrets of what 
drove that region's economic growth, 
and couldn't do so, they called it a 
miracle. When we look back, we see 
that thev actually did not pay proper 
attention to demographics. 

In East Asia, infant and child 
mortality rates went down in the 
1950s and '60s and it was only 
shortly thereafter that these coun- 
tries—which include Korea, Taiwan. 
and China—saw a sharp drop in 
fertility rates. This meant that there 
were fewer children to be clothed, 
fed, housed, and educated—and the 
resources saved could be put into 
the economy. These countries 
invested very heavily in infrastruc- 
ture, and in widening and deepening 
their education systems. And they 
took advantage of the international 
market to sell the labour-intensive 
products they were making. When 
you take account of the change in 
age structure, demographic change 
accounts for a sizeable portion of 
economic growth in East Asia. The 
miracle was not a miracle at all— 
in a major way, demographic change 
was a key contributor. 

The second example is the Irish 
miracle, which again is actually not 
a miracle. Ireland had very high birth 
rates, in part because contraception 
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ore people 
working, more 


people saving 
that's high-octane fuel 
for the economy" 





CRETE ERR ROR BOO Ee 


“India is poised to gain 
back some of the economic 
ground it has lost to China 
in the last two decades” 


“Now is the time when 
demographic transition is 
malleable—in 15-20 years 

it will turn to hard clay" 


CTH E TERE HE CORO Ree 


“There are instances where 
the demographic dividend 
was frittered away, such as 
in Latin America" 


"*"aractuotottzr""m 





was illegal. In 1979, contraception 
was legalised and birth rates dropped. 
With fewer mouths to feed and fewer 
children to educate, economic growth 
skyrocketed. Legalisation of contra- 
ception gave birth to the Celtic Tiger 
and whopping economic growth in 
the 1980s and 1990s. 

India has most of its demo- 
graphic dividend ahead of it. With 
the right policies, especially invest- 
ments in education and health, 
India's demographics will give it an 
economic edge over China in the 
coming decades. 

The demographic transition be- 
gins when infant and child mortality 
rates start to decline. This results in 
population growth until birth rates 
follow suit, which reduces the burden 
of youth dependency and increases 
the relative size of the population at 
the prime ages for working and 
saving. This creates the potential for 
a demographic dividend. The policy 
environment is crucial to the reali- 
sation of the potential dividend. 

I don't know any other country 
that is as heterogeneous as India. 
The demographic profiles of Tamil 
Nadu and Bihar are as different as 
those of Ireland and Uganda. The 
favourable demographics in some 
Indian states, as compared with 
others, could promote greater 
economic inequality and result in 
political strains that could jeopar- 
dise economic growth. States need 
policies that fit their specific condi- 
tions. Some states would benefit most 
from efforts to catalyse a demo- 
graphic transition. Others would 


benefit from policy interventions 


aimed at accelerating that transi- 
tion. And others still would benefit 
from policies designed to capture the 
benefits of a favorable age structure. 

India's demographics right now 
are creating a strong impulse for eco- 
nomic growth. The most imperative 


measure is enhancing the skills of 


India's youth by better and more 
widespread education and training. 
Now is the time when the demo- 
graphic dividend can be reaped—in 
>O years it may be too late. The gov- 
ernment needs to make big invest- 
ments in people. One of India's 
strengths is its diaspora, which can be 


channeled to abet India's growth. If 


India can raise the skill level of many 
millions of people, it can follow the 
Celtic Tiger's model of growth. India's 
institutions of higher education can 
lacilitate this growth. 

jut there are instances where 
this dividend was frittered away. That 
would be Latin America. Since 1970, 
its demography has looked like South 
East Asia's, but South East Asia has 
done better economically, mainly 


because Latin America got a late start 
in adopting policies that would help it 
reap a demographic dividend. Poor 
macroeconomic management in 
much of Latin America resulted in 
high inflation and low savings rates, 
undermining an important channel 
for the demographic dividend. More 
people working. more people saving 
that's high-octane fuel for an 
economy. Latin America failed to 
take advantage of this window of op- 
portunity for two decades, though it 
has done much better in recent years. 
Now, with respect to the popu- 
lation aging, India's demographic 
transition pretty much guarantees 
that large cohorts of working age 
individuals today will be large cohorts 


of elderly dependents in the future. If 


we peer into the demographic crystal 
ball. we see that India will experi- 
ence a dramatic rise in its 65+ age 
population, from 5 per cent of the 
total population today, to 14 per 
cent by 2050. That translates into 
220 million people, which is roughly 
25 per cent more than the current 
population of Brazil. 





My views on this are not alarmist 
First of all. an aging 65+ crowd 
currently represents only about a 
fourth of its number of adolescents 
and young adults. And it is not go 


ing to outnumber the young for 


nearly 40 years. It is important that 
we do not lose sight of the fact that 
the education and training needs 
of India's adolescents and young 


adults make for the 800- 
rilla in the room. However, notwith 
standing its modest affect oi 


nomic growth, population aging is 
going to create a significant chal 
lenge. The challenge arises because 
of the current reliance in India on 


private family networks, which will 
not be able to withstand the in 
creased number of older Indiai 


especially given increased female 


labour force participation, widen 
ing generation gaps and stis 
treatment of diseases such as cani 


and diabetes. (9 

( Based on Bloom's spec h ai 

and an a ]usivi Interview 
n Full speech and interview at 
“v www.businesstoday.in 


CONCLAVE-RISK MANAGEMENT 







MIHSIIVM HSILIVS 


am in the business of detecting fragility. | 
am going to tell you the vs business is weak. 
The banking system is still weak and now we 
are transferring weakness to the govern- 
ments... We are facing an environment where a 
huge amount of debt is going to break the econ- 
omy. The next mistake would be overprinting. 
which will lead to hyper inflation. I think the cen- 
tre of the world is moving away from the West 
towards Russia and, of course, to countries that 





don't have debt. Even Dubai, which has a lot of 


debt, is borrowing to put up impressive buildings. 
but America is borrowing to eat. Europe is also 
in deep trouble. So we have the post-Enlight- 
enment Industrial Revolution wave. Europe is 
starting to fall apart towards a more conserva- 
tive, robust model of less integration and less glob- 
alisation. We must stop relying on exports and 


“in America, for every calorie you 
consume, you have nine calories of 
energy wasted in transportation” 


instead build robustness. 

India is more robust than the vs. People in the 
us have high incomes but they are addicted to a 
high level of debt, a high level of spending sup- 
ported by an incompetent government. There are 
several countries with a high level of Gop that are 
very fragile. The us is a lot more fragile than, 
say. the erstwhile Soviet Union. London is a lot 
more fragile than India. 

There was no breakdown of order in Soviet 
Russia. There was no efliciency. Agriculture in the 
Soviet Union was ineflicient. Stalin tried to make 
it efficient and he couldn't. You can't have, like in 
America, one centre that makes all the oranges: 
one centre that has all the wheat; one or two 
places that have all the apples. Every city had 
around it enough agriculture to be self-sufficient. 
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"India is More Robust Than 
the United States” 





In India, you have the same. In America, for 
every calorie vou consume you have nine calories 
of energy wasted in transportation. In Russia. it 
is less than one calorie. This makes Russia very 
robust during a crisis. Also, lack of social mobility 
means living in the same place with people who 
have known each other for two or three genera- 
tions. So there is a build up of trust. You have that 
in the provinces, except in a couple of big cities like 
Mumbai and Bangalore. In America, most people 
live in suburbs, very few are inefficient and most 
of their friends are on Facebook. So. there are a lot 
of other elements which make America very 
fragile. Also, people in the West have so much 
debt. So. cbr is meaningless. 

The nation-state is a very modern invention, 
very unstable and, of course, has led to a lot of 
problems. If you remember, 1914 was not an 
exceptionally good year for nation-states, so it is 
a modern invention. The city-state was a very ro- 
bust model. The nation-states require a big gov- 
ernment, and governments, as we have seen in 
the vs, keep swelling and go out of control and 
then they wage wars. We saw what happened to 
the Soviet Union. So, hopefully big states will fall 
apart and will go back to the old model of city 
states. Sorry, but this is life. Something big typically 
becomes a lot more fragile. 

...L don't think anybody understands the 
Internet. I don't know the fragility of the Internet. 
All I know is that I make sure that I print anything 
that I need to retrieve. We are physically a lot more 
fragile because technology makes us softer. We are 
not exposed to thermal variations. That makes you 
more fragile. You are not exposed to strain in 
your systems. So, we are weaker than our ance- 
stors. I think that the next super germ would be 
one with long incubation period. It will not kill its 
host immediately, we will let it spread. This is 
why | am worried about the Internet. © 
( Based on Taleb's speech at the Conclave) 


Q Full speech at www.businesstoday.in 





-USD Bonds 










e ICICI Bank 


ICICI Bank 
5.5% Senior Bond Offering 
due 2014 due 2015 due 2015 
US$ 750 million US$ 750 million US$ 500 million 


: | RED 
Joint Lead Manager & Bookrunner y ed Joint Lead Manager & Bookrunner 1 Joint Lead Manager & Bookrunner ooo E 





| Indian Oil Corporation 
4.75% Senior Bond Offering 


State Bank of India 
4.5% Senior Bond Offering 
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Joint Venture with 
division of 
' Polycab Industries 
Private Limited 


idea Cellular Limited 
Finnish ECA 
backed financing 
US$260 million 


Acquisition of 29.52% 
stake in 
Pfizer Limited 
US$150 million 
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FERRE PRESIDENT & CEO, FORD MOTOR 
“You Can't be World-class in a Bunch of 
Things Simultaneously” 


ast year, it was a tense time for 

all.... We had to change the busi- 

ness model of Ford.... There are 

huge strategic decisions that we 
made differently. In the auto industry 
participants typically keep produc- 
tion up, flood the market even during 
a slowdown and put a discount on 
the vehicles. This actually delays 
recovery from a recession. So, we took 
the first decision to make the num- 
ber of vehicles that people really 
wanted and figure out how to do it 
profitably. 

The second decision was that we 
were going to focus on Ford. Tata is a 
great company and they purchased 
Jaguar and Land Rover. We also 
divested Aston Martin, took down our 
equity in MAZDA and also have Volvo for 
sale, because Ford had become a house 
of brands. You can't be world-class in 
a bunch of things simultaneously. The 
Ford brand was 85 per cent of the 
business, and we were back to Henry 
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Ford's vision of making it affordable for 
all of us and that unleashed the talent 
inside Ford worldwide. 

Then, the next decision we made 
was no more of just being competi- 
tive. Every new vehicle that we de- 
signed and produced would be the 
best in class for quality, fuel efficiency. 
safety, smart design and value. I hope 
you get a chance to check out the new 
Figo because it is world class—inside, 
outside, fit and finish, drivability. 

| knew that we needed to acceler- 
ate the development of new vehicles 
even in the toughest of times. And 
the most important thing was not to 
run out of money. So, I went to the 
banks with these business plans and 
raised $2 3.5 billion when the credit 
markets were open. We had enough to 
finance the plan. all the new vehi- 
cles, and have a cushion to withstand 
the recession and depression. And the 
last big strategic decision is to work to- 
gether around the world: not only 


with the governments, the suppliers 
but with all our participants because 
we are all interdependent. 

The (global platform) plan at Ford 
is going to actually enhance our ability 
to make higher quality vehicles world- 
wide. We all know who is going 
through a rough time (car recalls) right 
now.... I think that Toyota is a great 
company, they have a very proud his- 
tory, they are going to figure this out 
very decisively and get it done.... Both 
the automotive and airline industry 
are predicated by the need to provide a 
safe and efficient means of transporta- 
tion. And the recall process is part of 
that. You find a problem, fix the issue 
and learn from it. It is a process that has 
served the industry very well and will 
continue to do so. The global designs 
are really a plus because you have less 
complexity. So when you do have an 
issue you can move on decisively. 

The talent and the knowledge that 
we have worldwide is incredible. so 





what we are doing is tapping into it to 
benefit our customers with quality, 
productivity and enabling technol- 
ogy. That is the reason we have been 
able to move so quickly. The F igo isa 
perfect example of how to leverage 
our assets worldwide. It's on a global 
platform, it serves a number of markets. 
As we bring on more and more of our 
products to India, you'll see more and 
more of these level platforms that will 
be the same and will have the advan- 
tage of enabling technology. 

With this business model...we are 
never outsourcing. In every place that 
we operate, just like in Chennai. we are 
expanding the entire supply base... 
50. as we normally further develop 
our design or manufacturing capa- 
bility, we are also devek ping our sup- 
ply base. If you look at the automobile 
industry in India and around the 
world, for every automobile job we 
create, there are another 9 or 10 jobs 
that are associated with it, with the 
dealers, the suppliers. There's a tremen- 
dous multiplier attached. 

Which is why manufacturing is 
going to be very noble and there are 
people who want to be in manufac- 
turing. It's the most important thing 
that they decide and then we put to- 
gether a plan that has public and 
private partnership to be actually able 
to grow manufacturing business. In it 
knowledge is involved, science is in- 
volved, there's engineering. In man- 
ufacturing we actually create 
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about India's potential is 
rooted in its people” 
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“Manufacturing is a team 
sport, a sport we can win 


or lose as a community 


depending on how 


"For every automobile job 
we create, there are 
another 9 or 10 jobs that 
are associated with it" 
diri 


something of value. 

Henry Ford's vision was to partic- 
ipate in every country around the world 
where he was going to serve the cus- 
tomers with cars. But I was amazed 
at how independent each of his com 
panies had become. With evervone 
talking about merging with each other. 
reporters would ask if we would merge 
with another company, and I'd say 
absolutely, we will merge with Ford. 

On the technology issue, we are at 
a really critical juncture. If you look at 
the technology roadmap, we clearly 
have a lot of room for improving the 
internal combustion engine, whether 
petrol or diesel. The next would be 
more hybrid cars, and then. all elec- 
tricity. But how do we generate elec- 
tricity and how do we do that clean 
and how to use it? And we have some 
big decisions to make, right? Electric 
Cars are not going to solve all the issues 
that we care about when it comes to 
sustainability. The other issue is put- 
ting in the infrastructure so that we 
can operate the vehicles but whether 
we go with electricity or with hydro- 
gen. Hydrogen could be the ultimate 
solution too with very capable fuel 
cells: It makes hydrogen with plat- 
inum, water comes out of the tail pipe, 
electricity goes over to the electric 
motor and you have a 100 per cent 
carbon dioxide reduction, But again 
the issue is what the infrastructure 
is going to be that allows all of this 
to be used on a big scale: 

SO as soon as we can get the ca- 
pability, solar panels and packaging. 
then we can use them in cars and you 
always have the alternative that if the 
car is not shining, we can carry the bat- 
teries along. It is a real system solution 
there. I look forward to it and figure it 
out with the governments because 
this is an all-time public-private part- 
nership, to create the kind of future 
that we all want. © 
(Based on Mulally's speech at the Conclave 
and an exclusive interview with BT) 


Full speech and interview at 
www.businesstoday.in 
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RD ER Musas] CHAIRMAN & CEO, CISCO 


“With the Power of the Internet, 
Impossible Is Within Our Grasp 
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t isa new decade with great expectations. But 
| think these expectations may be pretty 
conservative. because these expectations 





are based on incremental improvements, 
small steps at a time. In terms of globalisation, | 
think it is a force that is inevitable: it is going to 
move with a new speed, we had called it the 
new normal. | think India is very uniquely 
positioned to lead in that market if we have the 
courage to do it together. 

| am talking about how you raise produc- 
tivity, not at 1 or 2 per cent a year that the 
economists would say is the maximum you can 
drive it. but much like it occurred between 1997 
and 2004 with the fast pace of the Internet, 
that's 3 to 5 per cent. How do you take this 
strategy and economic policies so that it will 
be the new normal, not the exception? How do 


"Let's set an unreasonable goal of a 
dollar per month per student to get a 
competitive education 


vou connect to these communities with urban- 
isation in the future when 500 million people in 
the next five years are to be relocated to the 
cities? How do you take your virtual cities and not 
only create the education and healthcare infra- 
structure there but the jobs to go with it: 

With the power of the Internet, it is within our 
grasp to do what everybody would say would be 
impossible. For a dollar per month per student, 
enable every student in India to have a competitive 
education. Not by doing what developed countries 
have done. Skip a generation. deliver it virtually. 
get people trained to manage the class with video. 
How do you deliver this remotely to every citizen 
for perhaps one dollar per student? How do you get 
the doctor with specialty in brain tumours, or 
specialty in cancers, and how do you automatically 


42 BUSINESS TODAY April 18 2010 


bring the patients straight to them and how do you 
capture the data in the video: 

Two years ago, we went to Duke University 
and we showed what telepresence could do. A 
year later, they said, "We are going to be virtual 
university. We are going to enable our students 
with this technology. we are going to c mpletely 
change the way we interface." During the pro- 
fessor's lectures the formatting follows the cam- 
era around, so you could have two locations or 
:00 (and one of the locations is in India.) We 
have already done this and if vou want to see it, 
come to Bangalore and watch what we are doing. 
I'd say let's set an unreasonable goal of one dol- 
lar per month for education. But if you don't 
build up your national broadband, it we m't work. 

The future of this country. | would argue, is 
about how effective your broadband intrastruc- 
ture is. Do you build up the best highways in the 
world for the future of all your citizens: And do 
you catch this transition around video: 

When I walk out of this meeting today, | 
will give a summary to my entire team right 
here in India on the commitments that I made; 
we have to play it back in high definition response 
time, log it into the network, send it by e-mail any- 
where in the world, transmit that to any screen 
anywhere. Think about what I just said. That is 
how businesses will be run, it is how we are 
going to communicate with our families, give 
directions. it's how you are going to push the 
common issues in terms of common interest to 
the groups that are needed. 

A lot of it will revolve around devices, lirst on 
physical capability and then the virtual capabil- 
itv. New business or organisational structures 
don't model the education system on the past 
40 years, but on the next 40. You have to create 
the highways for them to do that. © 
(Based on Chambers’ speech at the Conclave. Exclusive 
interview with Chambers will appear in our next issue) 


Q Full speech at www.businesstoday.in 
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"Any Unconnected Device 


PRESIDENT, GLOBAL SALES, GOOGLE 


Is Becoming Less Interesting 






























bout 15 years ago, you were 
lucky to get a 19.2 kbps 
connection to the Internet. 





Today, we are starting one 
gigabyte per second trials. Where 
this technology should lead us, 
hopefully, is when devices can 
connect to anything at any point of 
time. All information, images and 
pictures are in the cloud and not 
actually on your rc. Which means 
you don't need as much computing 
power on your computer, rather, 
a device that can connect 
very quickly to a cloud 
that exists wherever 
you go. The world is 
going towards the 
network computing 
model. Any un- 
connected device 
is becoming less 
interesting. 

This is all go- 
ing to happen in 
the next five-to- 
eight years. And 
such technol- 
ogy is changing 
the shape of 


Indiatodayimages.com 


every business. 
The 


think about the 


way to 
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Internet is that it 
provides a new 
way of consump- 
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tion, people can 
consume things dil- 


SATISH 


ferently and it pro- 
vides a new way of dis- 
tribution. The music 


industry has a new dis- 


tribution model. You don't have to 
physically walk to a music store 
if you can choose to download 
digital music. The production model 
has changed. 

The same thing will happen to 
different industries in different 
shapes, ways and forms. It will 
change the way politics is conducted. 
Many politicians actually had 
Facebook managers and now 
President Obama takes questions 
from YouTube, which means tech- 
nology now has the ability to give 
you instant feedback. 

Every business is trying to gel 
consumers to come on their web- 
sites and spend a lot of time. That 
turns into advertising and the ability 
to sell products. Google is the only 
website where we are trying to gel 
people away from our website as 
quickly as possible. To do that, we 
have to spend even more money 
trying to put out more data centres 
to try satisfy this need of more and 
more consumers seeking instant 
eratification. 

Our founder has an interesting 
philosophy: "Waste what is in 
abundance, to optimise what is 
scarce." The idea works for tech- 
nology. Storage and computing 
power is getting cheaper every day. 
We are turning into an open 
resource work. People are going to 
be able to write applications which 
need to work in as many devices as 
possible. What's interesting is. 
devices are becoming very powerful 
and nobody knows the answer (to 
which device will become most 
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popular). There will be some 


combination of devices and each of 


us will choose a preference. If we 
like music and we like our phone, 
we will carry a device that has both 
of these. Device confluence is go- 
ing to happen but it will depend on 
how each of us chooses to use that 
combination. 

Video is the next big thing. The 
general feeling Internet users have 
with any video content, is that they 
can find it online on YouTube. | 
think YouTube is getting to the same 
point as Google. People upload 20 
hours of videos every minute. It 
might take longer than 600 years to 
watch all the videos on You Tube— 
and people will be uploading while 
you are watching. 

In the next five-to-eight years. 
about 30 to 50 per cent of the con- 
tent in the world will be consumed 
digitally. That's a big shift. If you 
look at the world, it's a $700-billion 
advertising industry: if vou add be- 
low-the-line marketing, it's about a 
trillion dollars. If 50 per cent of the 
content is going to be consumed dig- 
itally, I'm hoping some proportion 
of the trillion dollars moves to digital. 

But will people pay for content 
on the Internet? Let's ask instead: 
what do people pay for? They pay 
for the content but they also pay for 
the experience of a brand. The fact 
that it is packaged and distributed a 
certain way, the fact that it has an 
ethos. The same will happen on the 
Internet, there will be content that is 
fully-driven by advertising. And there 
will be subscription, but it will have 
a balance. So many people will pay 
for it and many won't. Over time I feel 
the traditional media curve will be 
replicated online as well but there 
could well be different players. 

The social networking business 
has figured out how to get 400 mil- 
lion people to log in three to five 
times a day. People in India spend an 
average two-and-a-half hours on 
social media a day. That's phenom- 
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“People in India spend 
on an average two-and- 
a-half hours on social 
media a day" 


"The social networking 
business has figured out 
how to get 400 million 
people to log in three to 
five times a day" 
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"Several products end up 
being used for purposes 
they weren't designed 
for...Google, YouTube and 
Facebook weren't 
designed to do what 


they do today... " 
E Son 


enal. | don't know how that trans- 
lates to what's going to happen, but 
I think over time what's going to 
happen is this community-centric 
approach of consumerists will ac- 
tually reverse and bring content into 
it as opposed to content being a cen- 
tre of this community. It's fascinat- 
ing to watch how people like 
Bollywood stars are beginning to do 
their own brand management on 
the Internet. 

Companies are managing their 
brand using the Internet. In the past 
people were put in a room and asked 
questions in the name of market 
research. Today, you can do research 
on the Web. Each day we do à 
hundred Google experiments, where 
we take 1 per cent of the popula- 
tion of Google searches and try to 
do something different with that. 
One per cent in a day ends up being 
about 20-30 million searches a day. 
We have done hundreds of these. If 
you are launching a brand or a con- 
sumer product, you can look up 
Facebook and Twitter for feedback 
and incorporate that into your mar- 
ket research way before your brand- 
ing and customer service surveys. 
In fact, you can build brands on 
Internet. Like the Uk university 
student who recorded a video of her- 
self singing a song each day for about 
three months and ended up having 
a million followers on YouTube and 
got signed by a record label lor a 
million dollars. 

There are over a billion or more 
people over the globe connected to 
the Internet and their behaviour is 
changing with greater Internet ac- 
cess. We are. turning into an infor- 
mation-on-demand society. We ex- 
pect answers right way. And it goes 
from exploration to satisfaction to 
trust. It goes from I can find stuff on 
Google, to total reliance © 
( Based on Arora's speech at the Conclave 
and an exclusive interview with BT) 


R Full speech and interview at 
www.businesstoday.in 
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ocial networking is like email; it 
impacts every field. However, it 
is more pronounced in a lew ar 
eas such as politics and 
business.... | think social networking 
can be incredibly useful in the con 
sumer retail sector. Starbucks is a 
brilliant example of how socia! net- 
working sites can be used effectively. 
Business prospects can be enhanced in 
so many ways: By creating commu- 
nities, pages, etc. The impact on other 
businesses is relatively small but a lot 
of people are experimenting v ith new 
ideas. I definitely think there are op 
portunities in other industries, too. 

Social networking sites enable 
entrepreneurs to connect to other 
people who are interested in the 
same ideas. This helps to build teams 
more quickly and more efficiently. 
Last year, a lot of ideas came out of 
the woodwork that used socia! net- 
working sites to create and support 
new business. A couple of them were 
particularly interesting, like Boxee, 
which is an interface that sets an 
application that allows users to 
download and organise Web con- 
tent, especially videos, on their Tvs 
and even their computers. 

Another area which has great 
possibilities is science and academ- 
ics. People can share their work and 
engage in a debate on a public or 
semi-public forum. Previously. one 
had to present a paper or write in a 
journal and wait for colleagues to 
comment on it. The other way was 
to attend conferences where scien 
tists and academicians exchanged 
ideas for a few days only. Now, they 
can publish their work on a social 
networking site and get feedback in 
no time. 

Not to forget, the field of video 
and film can be completely trans- 
formed by social networking sites. | 
am not saying that everyone can 
make an Avatar. But people love to 
tell stories and now they can do it us 
ing technology that comes pre-pack- 


aged in an application. 








Social networking can contribute 
to politics in countries like India, 
but technology must be used differ- 
ently in different places. In India. 
creating a website like my.barack- 
obama.com will not be as effective as 
in the us because the number of 
Internet users here is much smaller. 
On the other hand, the number of 
mobile users is very high. So, tech- 
nology must adapt to this format to 
be more useful. However, irrespective 
of the protocol which is used, social 
networking lowers the bar for people 
to share information. It is easier to 
convey what you care about and 
what you stand for. Twenty years 
. . 880. you had to call people one by 
. . ene and talk to them directly. It is 
UD w much easier to connect and 

| P m core groups, many of whom 
have flowered into political move- 
ments. - 
Ina i this, what gives Facebook 
| edge c over its competitors is its 
0 create trust. We under- 
ple's relationships and 
— the information they share is very 
s personal, Some want to share only 
.. with the people they know, like their 
family and friends. Facebook has 
built an environment that people 
trust and are comfortable in, which 
is most important. 

We are also a business... 
Advertising is a revenue source for 
Facebook and there are several types 
of ads there.... But the future of ad- 
vertising on a place like Facebook 
is much more around what we call 
social engagement ads. In another 
words, a company can come and 
see a piece of content on Facebook, 
which then opens up the possibil- 
ity for people to interact with it, to 
Click there and say, 'Oh! This is in- 
teresting’, to comment on it, to send 
it to a friend to be posted on their 
profile. There are all sorts of ways in 
Which people can interact with that 
content. What is really interesting 
. and promising to me is this vision 
-where advertising stops being about 














Ad ndividuals now have 


broadly than they ever 
had before” 


NOME T OME DEEN ERR HEREE 


newspapers? | thin 
there's a very robust future 
for these institutions 


SURAT RY EWEN EEE RROD 


SMORRDET ANE SH Ree 





FORME CH RR ETRE DEDEDE NS EY 


pushing things on people and in- 
stead offering something and then 
enabling people better interested in 
it to say, ‘Oh! This is what I want to 
tell my friends.’ So, the paradigm 
will be to show a sexy model with a 
car and say you should go and buy 
this, and then someone to say, ‘Oh! 
I bought that car and it's amazing' or 
‘This thing, in particular, 1 rea ally 
like about it' or ‘Here is a photo of me 
in my new car and it's great,’ 
Facebook is just beginning honestly 
to experiment with all of these dif. 
ferent advertising opportunities. 
The web changes so quickly, 
and it's such a dynamic place that we 
have to be constantly open to 
change. For the past six years, when 
people have been engaged on 
Facebook, they just typed in 
Facebook.com in their web browser. 
But 5-10 years from now, most peo- 
ple who will engage on Facebook 
will never come to Facebook.com or 
need to come to it with the same re g- 
ularity that they do today. This 
means, | envision Facebook to be 
distributed across the web. Recently. 
The Economic Times partnered with 
Facebook around the national budget 
to every day enable people to have a 
conversation about what they 
thought about the Budget —what 
should be the top priority and what 
should be part of the dialogue and 
part of the debate. The Indian 
Finance Minister then met with The 
Economic Times to talk about the 
comments and feedback they got 
through Facebook and through our 
actions on The Economic Times weh- 
site. It is important to note that peo- 
ple didn't even have to come to 
Facebook.com to engage in this de- 
bate. That's a revolution on the web 
which will only continue to increas- 
ingly organise the content that exists 
in a social fashion. © 
(Based on Hughes's speech at the Conclave 
and an exclusive interview with BT) 


Full speech and interview at 
www.businesstoday.in 
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Cricket-largely thanks to the IPL-is where the action is. But the big 
money sloshing around could go a long way in the creation of a broader 
sports ecosystem. ANUSHA SUBRAMANIAN WITH DHIMAN CHATTOPADHYAY 


saturday. March 20: iwo new franchises of the Indian a fortnight ago to realising his ambition 
Venugopal Dhoot is up Premier League (OPL) will be of owning a team—out of Pune—-in 
beat. There are less than announced. The Chairman of the the high-profile 20:20 « ricket 
24 hours to go before the Rs 20,000-crore Videocon group ol tournament. With an approval trom 


winning bidders lor the companies had c me agonisingly close the board of Videocon Entertainment, 


52 BUSINESS TODAY \pril TX 2010 





THE RINGMASTERS 


Chairman, UB Group 


IPL team, Royal 
Challengers. Paid $111.6 million for 
franchise and $1.35 million for star 
player Rahul Dravid in IPL 1 (Icon 
Player) and $1.55 million for Kevin 
Pietersen in IPL 2. 


Other sports: Horse Racing, 
Formula 1 Racing, Football 


Estimated investment across 
sports: Rs 1,500 crore 


Long-term vision: To use sports as a 
display for his brands as well as build 


if y asa y business 


Chairman, Sahara Group 


Snapped up one of 
the two new IPL teams, the 
as-yet-unnamed Pune team, 
for Rs 1,703 crore. 


Other sports: Hockey, 
Shooting, Archery, Boxing 


Estimated investment 
across sports: Rs 3,500 crore 


Long-term vision: Train 
talent, create champions at 
the international level; 
manage them as well as build 
jV for them 


Chairman, Reliance Industries 


IPL team, Mumbai Indians 
(privately owned by Ambani). Paid $111.9 
million for franchise and $1.15 million for 
Star player Sachin Tendulkar (Icon Player). 
In IPL 3, Mumbai Indians said to have spent 
$2.5 million for Keiron Pollard. 


Other sports: Golf, Tennis, Football, 
Athletics 


Estimated investment across sports: 
Rs 1,000 crore (part of CSR budget) 


Long-term vision: Train talent, 
create champions at international level, 
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CREATE SPORTS | SELL BROADCAST 





LEAGUES | RIGHTS 

an British TV broadcasting 
| DA | rights for the English 
OG fF Premier League (EPL) 


Inindiathereisthe | for three seasons, til 





league in football, and. May 2013, were sold 
therewasthePHLin ^ | for some $3.3 billion. 
hockey which fizzled =| Back home, SET Max 
out; the Mahindras | paid $1.64 billion for 
d — | nine-year IPL 

in Te 
a tie-up with the NBA; b em - 
but the only league 
working like a charmis 
the IPL, which is valued 
at $4.13 billion (by 
| Brand Finance) today. 


an associate company of Videocon 
Industries, to bid $320 million. and 
with Bollywood star duo Kareena 
Kapoor and Saif Ali Khan in tow (in 
line with an iP. diktat that makes the 
presence of well-known faces manda- 
tory), Dhoot was ready for the kill. 
However, since there were only two 
bidders in the fray, the PL authorities 
decide to cancel the bids and revise the 


RACHIT GOSWAMI 
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HOW TO MONETISE SPORTS 
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b d | 
| SPONSORSHIPS TICKET SALES 
Includes corporate 
hospitality boxes 
and on-ground 
concessionaire 
Emirates Airlines outlets. Potentially, 
has a 15-year deal this can account for 
with Arsenal worth 
$100 million (Rs 460 
crore) for havingits — 
name on the stadium 
and also on the team 
jerseys. DLF has taken 
the title sponsorship of 
the IPL for Rs 40 crore 
per year. 


criteria. The bank guarantee to be 
provided by the bidder is subsequently 
reduced from $100 million to $10 
million. March 21 will now be when 
the fate of Dhoot's bid is decided. 
Sunday, March 21, 11 a.m. 
Location: The Arcot room in rrc Park, 
Chennai. Amongst those present are 


PL Chairman Lalit Modi. Board of 


Control for Cricket in India (BCCI) 
President Shashank Manohar, Bcc! 
Secretary N. Srinivasan, Delhi District 
Cricket Association President Arun 
Jaitley and Bcct Vice President Rajeev 
Shukla. along with senior officials 
from five consortia that have turned 
up for the bid. These include, other 
than Videocon—trepresented by Jyoti 
Shekhar. cao, Videocon Entertainment 
—the Ahmedabad-based Adani Group 
(which was the other bidder ready 
the first time around), a consortium led 
by Pune businessmen Cyrus 
Poonawalla and Ajay Shirke, Subroto 
Roy's Sahara Adventure Sports and a 
relatively unknown entity called 
Rendezvous Sports World. The 
presence of heavy-hitters like Sahara 


v 
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LICENSING & Y TRADING 
MERCHANDISING | PLAYERS 
Cristiano Ronaldo 
CT state 
from Man U to 
Sports equipment, ^ | Real Madrid last 
apparel, footwear, ^ | year for a record 
souvenirs~anything | $130.7 million. Next 
that carries logo year's IPL will see 
of teams can be another round of. 
monetised . player auctions. 


and Adani amongst the bidders 
doesn't faze Dhoot (who is in the hotel 
but plans to make his presence felt 
only if he is one of the winners). E 
was very confident—99 per cent sure 
that I would win. But then as they 
say in cricket: "The Umpire's decision 
is final," grins Dhoot, whose flagship 
company bagged the franchise rights 
for India for the World Series of Boxing 
(ws) last July. 

Half an hour later, the Arcot room 
is abuzz as the results are announced. 
Sahara, with a $370-million bid, wins 
the Pune franchise. And the little- 
known Rendezvous Sports emerges à 
surprise #2, with a bid of $333 million. 
to grab Kochi. Dhoot loses out by just 
a few million dollars. He's disappointed 
but hardly regretful. “Anything more 
than $320 million would not have 
made business sense.” says the one- 
time captain of the cricket team of 
Pune's Ferguson College. And he isn't 
giving up on the PL. "If anybody is 
willing to sell, we are ready to pick up 
a 10-20 per cent stake. But it should 
make business sense," stresses Dhoot. 


"We want football to be a moneyspinner just 


as it is in Europe or the US 


Nandan Piramal/ Founder/ Pune Football Club 


At the time of writing, Dhoot was keen 
to pick up to a 20 per cent stake in IPL 
team, King's xi, Punjab. 

If it’s sport, it has to be cricket. 
And these days, if it has to be cricket, it's 
got to be irr—at least that's what team 
owners, wannabe team owners, ad- 
vertisers, broadcasters, sponsors and 
fans seem to believe. Players who are 
being auctioned for record sums 
($750,000 for Kieron Pollard in IPL 3 
is perhaps equivalent to what the top 


Shooting hoops: Anand Mahindra 


10 players in the domestic football 
[-league, the top tier in Indian foot- 
ball, earn in a year); broadcasting 
rights that are being sold for $1.64 
billion for nine years with the broad- 
caster ser Max hoping to recover that, 
and more, by selling airtime at an av- 
erage Rs 5 lakh for 10 seconds; a lead 
sponsor (DLF) that's willing to shell 
out Rs 40 crore a vear for five vears, 
and five associate sponsors who 
collectively bring in another Rs 90 
crore annually; and don't forget the 
fans, many of whom in the East aren't 
thinking twice before forking out 
Rs 32,000 to watch a match sitting in 
a special vip box with a tinsel town su- 








MAHINDRA'S SLAM DUNK 


A tie-up with the NBA for a basketball league 
is just what the sport needed. 


he Mahindras have always loved their sports, with the Mahindra 
United football team being the most visible sporting face of the 
utility vehicle maker. The view in the group is that in a cricket-crazy 
nation, outliers who will promote other sports are the need of the 
day. Recently, Anand Mahindra, Vice Chairman, Mahindra & Mahindra 
(M&M) drove home that point when he tied up with the iconic 
National Basketball Association (NBA) of the US to flag off a 


end of seven weeks. 


INYMSOD HSHAIN 


multi-city, community-based basketball league. Called the 

Mahindra NBA Challenge, the league is open to players in the 
14-18 age group. It will start in Bangalore in mid-April. Teams 
will play weekly games leading up to a final tournament at the 


Before you start comparing the league to the highflying 
NBA-or even the IPL-the objective here is promotion rather 
than profit. The Mahindra NBA Challenge will attempt to 
provide newcomers to the game an opportunity to learn the 
fundamentals and apply their skills in a fun, competitive envi- 
ronment (that's why it's being termed a "recreational" league). 

"Mahindra's tie-up with the NBA is to develop basketball in India 
from the grassroots level. We feel that basketball has enormous 
potential in India. The key hurdle to building the popularity and 
talent level of basketball in India is to provide a large number of 
youth from a broad spectrum of communities with an opportunity 
to play consistently in high-quality, organised games," explains 
Ruzbeh Irani, Executive Vice President, Corporate Strategy, and 
Chief Brand Officer, Mahindra Group. As at most companies, sports 
is a Corporate Social Responsibility (CSR) initiative at M&M, with 1 
per cent of the group's post-tax profits (which stood at Rs 1,405.41 


crore in 2008-09) used for this purpose. Clearly, sports today is a 
not-for-profit effort, simply because there are no profits to be made. But 
as Irani points out: "We would like to grow it (the basketball league) to a 
point where it becomes popular mass entertainment." It's going to be a 
long haul but if the Mahindras persist, don't discount the league taking on 
IPL-like hues 10-15 years down the line. 


perstar (in Eden Gardens with Shah 
Rukh Khan, owner of the Kolkata 
Knight Riders). 

To be sure, sport in India is syn- 
onymous with cricket—as far as 
viewership, sponsorship and the sheer 
moolah floating around go. But, just 
for a moment, shift vour gaze away 
from the batting pitch and take a 
look at what the badshahs of the ipt. are 
doing outside the cricketing arena. 


ANUSHA SUBRAMANIAN 


Last fortnight, Mukesh Ambani's 
Reliance Industries Ltd (RIL) struck a 
joint venture with global sports mar- 
keting and management company 
IMG to develop. market and manage 
sports such as football, athletics, ten- 
nis and golf (see Reliance Tees Off). 
Ambani is, of course, the owner of 
IPL franchise Mumbai Indians, which 
has paid top dollar to rope in the best 
in the 20-20 format. 
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Football & Golf 


Car/Bike Racing 59 ! 
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Another PL bigwig, Vijay Mallya, 
who owns the Royal Challengers. 
Bangalore has been dabbling in sports 
other than cricket for years now. In 
fact, Mallya's biggest kick in corpo- 
rate life wasn't one of his against-all- 
odds acquisitions (like that of one-time 
bitter rival Shaw Wallace or Deccan 
Aviation, to which he beat Anil 
Ambani). "It was the day I signed up 
both East Bengal and Mohun Bagan in 
1998," beamed Mallya at a book 
launch in Delhi recently. Mallya had 
acquired a 50 per cent stake in the 
legendary Kolkata football rivals 
through group companies. In 2007, 
the liquor baron also spent $109 
million on acquiring a Formula 1 team 
(a personal investment). Let's not for- 
get the latest moneybags to hop onto 
the pL gravy train, Sahara, which has 
been supporting sports like archery, 
shooting, boxing and hockey. The 
group has adopted 14 boxers along 
with some archers and shooters. and 
will pay for their training abroad and 
participation in tournaments till the 
2012 Olympic games. 

These are all very noble needs, but 
they pale in comparison to the 


Top 10 Viewed Sports in the World... 


Soccer eee ge 4100 
650 


Cricket | 

Tennis itg 330 

Field Hockey mE 250 g 

Baseball mamanwa 220 

Basketball 200 

Volleyball 150 
Table Tennis lilii 130 
Rugby MINI 125 
American B88 100 














..and the Top 10 Viewed in India 


Cricket Aa 122 
Wrestling Semmens 96 
Soccer Aimer 83 
Tennis ea 70 
Coli — 65 a 


3 
Basketball Sun 26 
Baseball MEM 26 
Billiards MIN 19 


Figures are no. of viewers in million (.Jan-Dec 2008 estimates) 
Source: TAM (Urban Class D), Nielsen & Industry 
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SECRET RENDEZVOUS 


Who are these gentlemen who bid $333 
million for an IPL franchise? 


t one end of the pitch, you have the likes of Mukesh Ambani, 

Subroto Roy and Vijay Mallya-each an owner of an IPL team. 
At another end, you have Messrs Shailendra Gaikwad, Chintan 
Shah, Mehul Shah, Vivek Venugopal, Harshad Mehta, Saket 
Mehta, Mukesh Patel... a seemingly motley bunch, 






shepherded by an even more unlikely minister, that has come together 

to buy the Kochi franchise by shelling out all of $333 million (about 

Rs 1,500 crore). Who are these gentlemen-who claim to be “likeminded 
and passionate about sports, especially cricket" who managed to cock 

a snook at well-known business houses like the Adani Group and 


Venugopal Dhoot's Videocon? 


Let's start with Gaikwad, Chairman of Rendezvous Sports World, 
who says he is a "businessman, sportsman and a resident of Mumbai". 
Gaikwad is confident he's onto a good thing. "We have studied the 
business model," he explains. Gaikwad is banking on IPL Chairman Lalit 


- Modi's projections for 2011, by when he expects revenues per match to be 
$5.5 million; by the sixth and seventh year (2013 and 2014) that number 

- is expected to spurt to $15 million and $20 million. Gaikwad also points 

. out that although the English Premier League is valued at some 

. $12 billion, three times that of the IPL, "it's facing an $800-million deficit. 

. Here, we are talking about cash flow, which will only grow in future". 


Of all these gentlemen, only Venuopal , MD of Elite Industries, is 


. based in Kerala. "A little over a year ago, we got together to form 


Rendezvous... Kerala has immense potential and there is great 


. headroom for growth," says Venugopal. 


Gaikwad adds that the consortium is currently working out the 


Rs 1,700 crore that Roy will be pump- 
ing into his pL franchise. "We want to 
ultimately have our own cricket sta- 
dium and a training academy so that 
we will have a steady stream of crick- 
eters coming through, just as the 
European football clubs have their 
own infrastructure," says Roy. That's 
good news for budding flannelled fools, 
but perhaps the better news is that 
Sahara is keen to reinvest returns from 
the IPL in "poorer sports" —read 
archery, shooting, boxing. "We want 
to nurture these champions so that 
they win us medals in the Olympic 
Games. Only then will we stand to 
gain as a company," adds Roy. 

One way of looking at the IPL 





razzmatazz is that this concept of 


requirements for cricket infrastructure in Kerala, in coordination with the 
= Kerala Cricket Association. The game has only just begun. 


ANUSHA SUBRAMANIAN 


super-fast sport is running away with 
the loot at the expense of other games. 
As P.B. Vanchi, Director, GMR Sports, 
a division of the GMR Group. points 
out: "We have been involved in sports 
at various levels, primarily as com- 
munity development initiatives. 
However, with the PL, the sports busi- 
ness in India now also makes good 
business sense." 

But another way of looking at 
this winning proposition is that it 
could actually help provide the plat- 
form for developing other sports and 
eventually help them become viable 
on their own. Guru Malladi, Partner at 
Ernst & Young, points out that the 
PL franchises could piggyback on 
cricket. "The rL franchises are house- 
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Thank you 


India 


MCX is now 
World’s 6th Largest Commodity Futures Exchange 





e India establised as a ‘price setter’ than a ‘price taker’ on world's Metal and Energy map 
e Metal and Energy segments contribute more than 95% of MCX volumes 


e Recognising the significant contribution by the Metal and Energy segments, the logo has been 
redesigned to reflect the special status given to the segments 


ÉÉ We are proud to be the world's Performance Ranking (January-December 2009) 
6th largest commodity futures 
exchange and one of the best Ranking Commodity Futures Exchange Volume 


exchanges globally from the eastern (Mn Contracts) 
part of the world. We owe this 1 Shanghai Futures Exchange 434.86 
success to Govt. of India, members, 

shareholders, participants of the >  CMEGroup 420.66 
commodity market ecosystem and (incl. CBOT & NYMEX) 

Team@MCx. This development 3 Dalian Commodity Exchange 416.78 


establishes India's status as a "Price 


4 Zhenzhou Commodity Exchange 227.11 
Setter’ from being a ‘Price Taker! We á ; 


are committed to make MCX the g Intercontinental Exchange 20733 
best exchange in the world. 33 (incl. U.S., U.K. & Canada Markets) 

Mr. Lamon Rutten a MCX 161.17 

MD & CEO, MCX 7 London Metal Exchange 106.46 


Data Source - As per data compiled from FIA & respective exchange websites 
Volume is expressed in terms of number of contracts traded 
This data is for a single-sided trade 


MCX celebrates 2010 as the ‘Year of Metal & Energy’ MCX 


METAL & ENERGY 


Trade with Trust 
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hold names today. I do not see why 
these same franchises cannot create 
similar sports leagues under the same 
brand name, and own a hockey or a 
football or a basketball team. It is a 
great way of maximising brand value 
by expanding the franchise." Adds 
Udit Sheth, MD & cro, se TranStadia Pvt 
Lid, a company that is into creation of 
infrastructure for sports: "The sports 





Talent spotter: IMG's Forstmann 


industry opportunity in India is over 
Rs 1,00,000 crore. This opportunity 
comes from the development of robust 
content, of sponsorships, from mer- 
chandising, infrastructure-creation 
and education.” 

Sounds great on paper, but 
before that a few reality checks: 
Reality check #1: Is sports an indu- 
stry in India? Perhaps not. And if 
that's the case, it makes it difficult for 
companies to monetise such activi- 
ties (which explains why most 
corporate investments in sports are 
either made in a private capacity or as 
a corporate social responsibility). Says 
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AMBANI TEES OFF 


Train, create winners and then manage them-that's 
what Reliance hopes to do in its JV with IMG. 


he hunt for India's Venus Williams and Tiger Woods has 
officially begun. Last fortnight, India's largest private sector 
company, Reliance Industries Ltd (RIL), announced a 50-50 joint 
venture to develop, market and manage sports and sportspersons 
in India. IMG Reliance will focus on four sports: tennis, football, 
golf and athletics. These are sports in which IMG Worldwide has 
decades of experience in managing sporting careers-right 


Williams in tennis. 


from legend Arnold Palmer and Woods in golf, to 


In India, the IMG Reliance duo will have to start from the 
grassroots. It has to begin by identifying potential winners 
and creating world-class infrastructure in the form of 
sporting academies and use them to coach and train. Then, 
once these players shoot to international fame, the joint 
venture will manage them. Obviously, this is a long-gestation 
exercise, with the partners first having to invest in creating 
winners infrastructure-the returns could take up to 20 
years to begin flowing in, once IMG Reliance begins 
managing the sports stars. For funds, Reliance will lean on 
the Reliance Foundation, RIL's CSR initiative, which has a 
corpus of Rs 500 crore, and which will be doubled soon. 

"While India is one of the world's fastest-growing 
economies and houses some of the most prestigious 
universities, its athletic prowess is underwhelming. China 
has been more successful in winning Olympic medals than 
India. India perhaps has the worst record of performance in 
international sports. This joint venture aims at making 
sports a way for life for all children and looks towards 
developing talent over the long run," says Ted Forstmann, 
Chairman, IMG Worldwide. 


At the time of writing, IMG Reliance was poised to sign up 

with two sporting federations to help them develop their 
respective sports leagues. IMG already has played a major role in the 
development and operation of the wildly successful IPL. The 
revenues-from sponsorships, merchandising, broadcasting rights 
et al-will begin pouring in once a league is in place, but IMG and RIL 
Chairman Mukesh Ambani and wife Nita, who is on the board of the 
joint venture, have the daunting task of making non-cricket formats 
viable, sustainable and, eventually, lucrative propositions. 


Sanjay Palve, Managing Director. 
Infrastructure Banking, vEs Bank: 
"Everybody is talking about how to de- 
velop the sports industry, but few 
seem to know that it does not have ex- 
clusive industry status but comes un- 
der the amusement and entertain- 


ANUSHA SUBRAMANIAN 


ment category. So it is important for 
sports to be recognised as an industry." 
Reality check #2: The sports gover- 
nance structure is abysmal. This results 
in ad-hoc planning, selective devel- 
opment (of certain sports in certain 
regions), lack of professional man- 


imn i NETWORKS | BRID 


Starting with Belgaum - Maharashtra Border 
Highway, we-tíáve delivered several projects for 
the-Golden Quadrilateral. Our Projects in-tfé 

North - South and East - West dors link remote — 
regions of India to the matè Cities. Crisscrossirfg 


India, our hi nd bridgeis have reddced travel 
time aad reased the pleasyre of travelling. Nu adi 


Our team of 15,000 multicultural profe 
16 international offices, seaml delivers global 
projects in energy, infr cture and defence. 


Whatever the terrain, wherever the challenge, 
we get'it done. The Punj Lloyd Way. 
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“The sports industry opportunity in India is 
over Rs 1,00,000 crore... PPP is the only way to 
develop world-class infrastructure for sports” 


Udit Sheth/ MD & CEO/ SE TranStadia 


agement, transparency and account- 
ability. This, in turn, translates into 
inadequate sports infrastructure, and 
coaching and training facilities. Says 
Narendra Jadhav, Member of the 
Planning Commision, whose sectoral 
responsibilities include sports: “Despite 
sports being a state subject, most states 
have done nothing for the develop- 
ment of sports. They do not even have 
a sports policy in place.” Of the 35 
states (and Union Territories), only 
10 end up spending more than 60 
per cent of the funds they allocate for 
sports, he adds. The Commission, for its 
part, has increased its allocation for 
sports by four times in the Eleventh 
Plan, but at Rs 4,636 crore that's a 
drop in the ocean—or in the IPL per- 
spective, roughly equivalent to just 
one-fourth the total valuation of IPL. 

Reality check #3: Cricket rules the id- 
iot box. Data put together by Tv ratings 
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agency TAM (based on 2008 estimates) 
indicates that cricket is by far the most 
viewed game, with 122 million view- 
ers in India. Predictable, but guess 
what follows next: Wrestling. with 
close to 100 million viewers! If foot- 
ball—the most popular game in the 
world—follows next, it's only because 
Indian eveballs are more glued to the 
high-jinks of Rooney and Terry in the 
English Premier League than to the 
gallant efforts of Bhutia and Chhetri in 
the I-league back home. The short 
point: Indian sports—the Indian foot- 
ball team doesn't figure amongst the 
top 100 in the Fira rankings—isn t 
just with it. Except, of course, for cricket. 


The Opportunity Amidst 
the Adversity 

To use an analogy from one of the 
sunrise opportunities in the Indian 
industry, sports in India is not too 


different from the state of infrastruc- 
ture in the country: Both are mas- 
sively underdeveloped. But therein 
lies the opportunity—to build more 
and better roads, highways, airports, 
ports and power units. One solution, 
as Yrs Bank's Palve suggests. is to club 
the creation of sports infrastructure 
with overall infrastructure creation. 
And, here again, taking a leaf out of 
the highway development programme 
for instance, public-private partner- 
ships could be a workable wav of do- 
ing it. "The pee model is the most 
viable option to develop sports infra- 
structure in India," avers Palve 

Indeed, PPP is one way of bringing 
in investment into sports. It's worked 
globally, too. In The Netherlands, for 
instance, the stadium Amsterdam 
ArenA was developed with the 
Amsterdam City Corporation taking a 
30 per cent stake in the project, with 
anchor tenant Ajax Arc along with 
some other teams investing the rest. 
The Amsterdam ArenA has been built 
as a multipurpose leisure sports 
complex adaptable to both football 
and American football, with a luxury 
hotel, restaurants. viP boxes and a re- 
tractable roof thrown in. 

Back home in Gujarat, the state 
government and a private player, SE 
TranStadia, are doing something sim- 
ilar. The two are investing close to 
Rs 400 crore to build a multipurpose 
stadium (for 10 sports), which will 
also play host to exhibitions and con- 
ferences. With StadiArena of the UK as 
a technology partner, sc TranStadia 
hopes to complete the project by 
2011. “ppp is the only way to develop 
world-class infrastructure for sport." 
insists Sheth. 

PPPs are also a great way to nur- 
ture talent, with the government 
providing land and the private partner 
building the infrastructure and bring- 
ing in the trainers. That's how the 
Hyderabad-based Gvk Group has gone 
about building its tennis academv to- 
gether with the Greater Hyderabad 
Municipal Corporation providing the 


courts on lease after GVK 
Foundation won the ten- 
der bids for the courts in 
December 2007. "The 
idea is to broadbase the 
game and also to take the 
sports to the masses," ex- 
plains Ilyas Ghouse, 
Director of the academy 
and a former player 
himself. The academy has 
some 1 30 children in the 
age groups of four to 14 
with some on scholarship. 
The Gvk Foundation, says 
Ghouse, “is now willing 
to go one step further and 
invest in building a world- 
class facility through a 
PPP model with the 
government providing 
the land". 


So Many People, So Few Medals 
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More, But Not Enough 
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the money earned 
through broadcasting and 
media rights goes to the 
clubs. Here, the clubs get 
zilch. Says L.V. Krishnan, 
CEO, TAM Sports: “The 
problem is most sport as- 
sociations are just not me- 
dia savvy. They still live 
in the world of stadiums— 
when the real game is on 
television.” Yet, Piramal 
is attempting to open up 
revenue streams. In ad- 
dition to tickets for home 
matches, he's also begun 
merchandising team 
colours and accessories. 
The club has an online 
store as well. 

The good part for foot- 
ball is that it has a league. 
Now it's up to a private 
player to provide that 
league with some much- 
needed muscle. Other 
sports could also do with 


1980-85 1 27 
Clearly, if corporates ended kas 00? 
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viable opportunity, they Nicias - 
should be willing to invest MM ——Ü(—————— ÁÀ -T i 
first at the grassroots level. Figures in Rs crore are Five Year Plan allocations for Sports Source: Govt of India. Planning Commission 
The model is straightfor- 


ward, and is what the likes of IMG- 
Reliance (the 50:50 jv, see Reliance 
Tees Off) have in mind: Identify talent, 
provide world-class training, facilities 
and opportunities and help create win- 
ners—that's where the investment is 
needed. The returns will begin to flow 
once these players have to be mar- 
keted and managed (just as IMG does for 
the likes of Venus Williams and Tiger 
Woods). It's a long haul and could 
take even two decades for returns to be- 
gin to accrue. In many ways. this is not 
too different from the bottom-of-the- 
pyramid gambit that involves mar- 
keters going deep into rural India with 
the hope that one day significant dis- 
posable incomes will be generated 
there too by the masses. 

Some baby—but significant—steps 
are already being taken by corporate 
houses to raise awareness about sports 
other than cricket. The Mahindras, 
for instance, will kick off a multi-city 
basketball league in a tieup with the 


NBA (see Mahindra's Slam Dunk). The 
league in its current form is only 
"recreational" with the purpose of 
making the game popular nationwide. 
Just as basketball could ride on NBA 
Tv viewership (as India doesn't figure 
anywhere amongst the top basketball 
teams in the world). football too could 
hop on the craze back home for the 
Man Us and Chelseas in the EPL. 
Twenty-eight-year-old Nandan 
Piramal is trying to inject that dose of 
savvy that Indian football badly needs. 
Along with his brothers and friends, 
Piramal has founded the Pune Football 
Club. which has worked its way up 
into the IHeague. "We want football to 
be a moneyspinner just as it is in 
Europe or the us,” says Piramal, even 
as he acknowledges that it's not going 
to be easy. 

That's because football in the coun- 
try operates in archaic ways. cour- 
tesy of the All India Football Federation 
(AIFF). For instance, in the EPL, most of 


the league concept. After 

all, the creation of a league is a starting 
point in opening up the floodgates for 
revenues. The irt —valued at $4 billion 
or about Rs 18,000 crore today —is a 
perfect testimony to that. Once you 
have a league in place, you can sell 
broadcast rights, invite sponsorships, 
and earn moolah not just from ticket 
sales but from licensing and mer- 
chandising, and by trading players 
(which will begin in next year's IPL). 
"The success of the IPL has shown us 
how a sport can be monetised," ex- 
plains TranStadia's Sheth. "Similarly, 
other sports can also find a way of de- 
veloping a system that can lead to 
monetisation." It won't be easy, it won't 
happen overnight but, in a country 
that will be home to 510 million people 
between 15 and 35 vears of age by 
2016. it's certainly not impossible. © 
ADDITIONAL REPORTING BY 

SHAMNI PANDE, E.KUMAR SHARMA, 
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he question that is often asked these 

days is whether sports, other than 

cricket, can be developed success- 
fully on and off the field. The answer, un- 
doubtedly, is “Yes”. 

The talent for on-field success is evident 
when you see our youth on golf courses, 
tennis courts, football pitches, badminton 
courts and even go-kart tracks. Combine this 
with an obvious passion for our sports stars 
and you have the foundation to make India 
a sporting powerhouse. 

The defining moment for millions of 
children to aspire to make cricket their pro- 
fession was India's victory in the 1983 
World Cup. This victory was also the cata- 
lyst for increasing corporate investment in 
the game. Companies quicklv realised that 
they could harness the reach of the game, 
and its associated fan passion, to achieve 
their marketing and business objectives. 

But how can we make millions of Indian 
children aspire to be professionals in other 
sports? We need to develop strong domestic 
and international competitions and events 
for our talent to aspire to be a participant. 

From a purely commercial standpoint, it 
augurs well for other sports that cricket is ex- 
pensive and does not fit many companies' 
sponsorship budgets. If other sports can find 
a way to deliver return on investment, com- 
panies will line up to support them. 

The Aircel Chennai Open is a great ex- 
ample of an international event that has 
succeeded in India. This tennis event has 
been running consecutively for 15 years 
showcasing the best tennis players—Becker, 
Rafter, Nadal. Importantly. the infrastructure 
at Chennai provides an enjoyable (though 
not quite world-class) fan experience for 
the spectator who pavs for the privilege of 
watching the stars of the game. The last 
point is an important one: if fans get a world- 
class experience, Indian sports promoters 
can charge international prices for tickets 
and hospitality to pay for, maintain and de- 
velop infrastructure. The Wembley Stadium, 
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London, was in fact funded on the back of 
long term, pre-sold, premium seating. 

The iri. and its Chairman, Lalit Modi, 
to their credit, have focussed on the "fan" ex- 
perience, As much is evident in ipt. 3, where 
improved hospitality, merchandising and 
food & beverage concessions all combine 
to make the experience enjoyable for the 
family demographic the ip. is now attracting, 

There is no dearth of private organisa- 
tions that would want to invest in 
developing world-class infrastructure—if 
the government can help by providing suit- 
able land, single window permissions for 
development, equipped and suitable public 
transport. These stadiums do not need to be 
in the centre of town as long as public 
transport exists—Wembley is a fine exam- 
ple. The stadiums should be multi-purpose, 
so that thev can be monetised throughout 
the year. The O2 Stadium in London, for 
example. is busy vear round with sports. 
entertainment and cultural programmes. 

Let's not forget sports IS an industry. 
Mahindra tied up with Renault to develop 
their mid-size cars. They believed, correctly, 
they could benefit from Renault's expertise. 
Similarly, organisations and individuals in 
sports and sports administration must 
import. where needed, the expertise in order 
to develop the best infrastructure and talent. 
There is no need to start from square one 
when vou can hit the ground running by 
working with the best in the business. 

Of course, getting the product right is 
vital. Some recent attempts, like the Premier 
Hockey League, which have not caught 
popular imagination show that getting it 
wrong, at a formative stage, can actually 
send a sport's development backwards. 

In developed countries the next five 
sports in popularity garner approximately 60 
per cent of the revenues flowing into the 
#1 sport. India is one of the fastest develop- 
ing economies in the world and there is no 
reason that cannot benefit other sports, 

(Views expressed are personal) 
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Create Commercially Viable Infrastructure 
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to involve the 
private sector 
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ritical to the successful develop- 
(: ment of sports is the need to have 

world-class infrastructure. While 
the government, through its agencies 
has made investments, there is a need to 
involve the private sector in creating 
facilities that are sustainable and can 
serve communities as well as elite 
sportspersons. There is no doubt that 
public-private partnerships are the way 
forward in developing sports infrastructure 
around the country. But such partner- 
ships are not an end in themselves, just the 
means to achieve the objective of 
developing commercially sustainable 
infrastructure. The government needs to 
sweeten such transactions through policy 
interventions such as according 
infrastructure industry status to sports 
projects for access to long-term funds, 
and clubbing commercial exploitation 
and alteration of land use to make these 
projects viable. 

There are several examples of inno- 
vative partnership models from around 
the world. The Dubai Sports City, a mega 
project in Dubai that called for an esti- 
mated investment of over $4 billion, is a 
classic example of how commercial and 
residential development has been planned 
around sports facilities. Sports cities pro- 
vide private developers opportunities for 
commercial exploitation on a larger scale. 
There are similar successes with stand- 
alone stadia and sporting arenas such as 
the New York Yankees Stadium, where 
half of the $1.6-billion investment has 
been contributed by taxpayers. 

Even in India. se TransStadia has 
entered into an agreement with the 
government of Gujarat to build a multi- 
purpose stadium that will have an inte- 
grated complex built at an investment of 
Rs 400 crore. It will have a state-of-the-art 
football stadium with retractable seating 
to convert into indoor facilities for sports 
like basketball and volleyball. It will 
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also have ample space for commercial 
areas in the form of a large underground 
parking, a hotel, restaurants and 
shopping areas. 

Indian sports today promises tremen- 
dous opportunity—provided it's nurtured. 
The role of the government, which till 
now has been shouldering the 
responsibility of Indian sports, along with 
the national federations, needs to be 
closely examined and consensus evolved 
at a policy level. Today. our approach 
to sport lacks a long term vision. As a re- 
sult, even though the government has 
substantially increased the committed 
amount to sports (from Rs 1,145 crore in 
the previous five year plan to Rs 4,635 
crore in 2007-12), there is little to Show 
for it. The government needs to support 
elite sports development through a rigor 
of efficient planning and policy frame- 
work. financial support and, most impo- 
rtantly, seamless implementation to 
achieve greater success in sports. 

Government policy must not only be 
focussed on developing elite sports but 
also sports at a community level. As a 
country, it is very important that sports 
comes into the mainstream and becomes 
more participative. Given that India will 
be home to approximately 510 million 
people in the age group of 15-35 years 
in 2016, according to Planning 
Commission estimates, the government 
should take policy decisions and imple- 
ment programmes to encourage sports 
among the youth. 

The government and the private 
sector have to work closely to create 
world-class, commercially viable 
infrastructure. Without access to such 
facilities, we will never be able to make 
sports part of our mainstream. Indeed, 
there is a cost of building these facili- 
ties, but the cost of not developing such 
infrastructure is higher. © 

(Views expressed are personal) 
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o, you have heard of the 
hill community being built 
on 25,000 acres near 
Pune, the weight-loss 
chain that the fat in form 
or mind flock to, or the Mumbai-based 
physical security services provider 
that protects film stars to jets. You 
have gathered from conversations at 
office and social hangouts that they 
make for booming businesses. 

Quick question: If one of these 
companies were to come out with an 
initial public offer (P0), would you 
buy its shares? Unsure? Get ready to be 
caught uncertain again and again in 
the coming months. For, several com- 
panies from varied backgrounds and 
industries in India will become the 
first of their ilk to list their shares on 
stock markets and none will have a 
listed peer to compare with. 

Names to look out for: Lavasa 
Corporation, which bills itself as 








Out of the Ordinary 


IPOs 





the first builder of a hill station in 
independent India; vicc Healthcare, 
the first mover among slimming 
businesses that sees increasing custom 
in a prospering India: guarding 
and security firm, Topsgrup; 
SKS Microfinance and Share Microfin, 
both providers of small-ticket 
loans; funds manager UTI Asset 
Management Company (AMC); insurer 
Reliance Life Insurance; and a com- 
modity exchange—wcx, short for 
Multi Commodity Exchange. 

To be sure, there are companies in 





similar or related businesses listed in 
markets outside India but a funda- 
mental problem vexes: How do you 
value and sell a company that has 
no peer to benchmark it against 
locally, especially when some among 
them—tike vice and Share Microfin 
have uniquely Indian flavours to their 
business models? 

One iP0—as such initial share sales 


IPOs THAT WERE UNUSUAL WHEN THEY DEBUTED 


OFFER DATE 


ISSUE PRICE* CURRENT PRICE*^ 
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"Our endeavour is to move from high volume, low margins 
to low volume, high margins by aggressive growth in 
high-end consultancy and training" 


Company: Topsgrup India 


Industry: Guarding & Security 
Systems 


Time frame for IPO: In the next 
18 months 


Valuation: Rs 1,200-1,500 crore 
Global peers: Securitas AB, G4S plc. 


Valuation source: Market 
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are commonly referred to—five years 
ago, may hold out a lesson. Early in 
2005, over half-a-dozen investment 
bankers hit the street to sell the coun- 
try's first airline issue—]et Airways. It 
was tough as there was no domestic 
benchmark and the shares were priced 
at a hefty Rs 1,100 each. “It was dif- 
ficult to justify a price-earnings mul- 
tiple of 25," says an investment banker 
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involved with the sale. 

jut what did the trick for Jet 
Airways Chairman Naresh Goyal was 
a strong brand and a profitable record. 
"We often used to convince investors 
by benchmarking it with Singapore 
Airlines and Ryan Air," the banker 
recalls. Result: the 1 7.2 million shares 
that Jet Airways was selling got lapped 
up within five minutes of opening and 
the iro closed with 16 times demand. 
(More later on how much a lemon 
that ro eventually turned out to be.) 

Likewise, for the current crop of 
issuers, too, there are international 
benchmarks. Banco Compartamos 
SA, a microfinance firm listed on the 
Mexico Stock Exchange, has a 
price-earnings ratio of 18 versus a 
20-multiple for that bourse—indi- 
cating a lower interest in it vis-à-vis 
the rest of the companies listed there. 
Security firm 648 plc., listed on the 
London Stock Exchange, trades at 
| 7 times earnings versus a 1 | times 
ratio for the broader market. These 
are important cues for investors in- 
terested in the sks Microfinance or 
Tops IPOs. 

A second investment banker, who 
is advising one of the companies in 
the iPO race, says the best approach to 
valuing the new businesses could be in 
the textbook. “Our thumb rule for 
valuing such companies is funda- 
mental analysis based on an estimate 
of earnings and cash flows, and a 
comparison with global peers, if there 
are any,” he suggests. (All the inv- 
estment bankers interviewed wanted 
their identities protected because of 
client relationships.) 

That mav, at best, be a good start 
with more sophisticated models com- 
ing into play. For example. at Reliance 
Life, which is awaiting guidelines from 
the country's insurance and stock 
markets regulator after weighing an 
IPO as early as summer of last year, 
there are two methods of valuations: 
New Business Achieved Profits (NBAP) 
and Embedded Value (Ev). 

In simple English, the NBAP model 





“We are creating a 365-day economy in Lavasa by having a mix of residential and commercial space" 


Company: Lavasa Corporation 


Industry: Hill Station 
Time frame for IPO: Between 
September 2010 and March 2011 


Valuation: Rs 10,000-15,000 crore 
Global peers: None 


Valuation source: Market 


is a discounted value of future profits 
arising from new business written 
during a year, whereas the Ev method 
denotes the present value of future 
profit streams of the entire book plus 
shareholder funds at the insurer. It's 


more like a book value method of 


valuing a business asset. Although 
globally Ev is preferred to value ins- 
urance businesses, in markets with 
low penetration and high growth 
such as India, the bias will likely be 
towards NBAP multiples. 

Similarly, mutual funds have tra- 
ditionally been valued based on a cer- 
tain percentage of the asset under 
management (AUM). However, UTI 
AMC's Chairman and Managing 
Director U.K. Sinha, who will lead the 
first AMC listing in India, says the right 
way to value such a company is to 
use cash flows and the future earning 


"The right way to value an AMC is based on the cash 
flows and the future earning capacity of the business" 


capacity rather than the AuM method. 

It's not just India's explosive 
growth in most sectors that make the 
challenge of valuations tougher. 
Several of the first movers headed to 
the bourses, for one, have diversified 
revenue streams making valuations 
complex. Take Share Microfin. It 
makes money from remittances and 
insurance products in addition to its 
core lending business. “We are also 
getting into selling healthcare prod- 
ucts, says M. Udaia Kumar, Founder 
& Managing Director of the micro- 
lender. Factoring in commission inc- 
ome on sale of such products with 
interest income makes valuations dif- 
ferent from, say, Banco Compartamos. 

UTI Amc, which runs one of the 


Company: UTI Asset Management 
Company Ltd 


Industry: Mutual Fund 


Time frame for IPO: Between 
12 and 18 months 


Valuation: Rs 10,000-12,000 crore 


Global peers: Franklin Resources Inc., 
Alliance Bernstein Holdings Pic 


Valuation source: Market 


largest domestic mutual fund opera- 
tions in India, earns revenues from 
portfolio management services, off- 
shore schemes and even a venture 
capital arm. The contribution of such 
other businesses has gone up to 15 per 
cent in the last three years and the 
company is "aiming to take it over to 
25 per cent," says Sinha 


Guarding makes for 90 per cent of 


revenues for Tops, but the share of 
intelligence, electronic security. con- 
sultancy and training. emergency 
response service and cash manage- 
ment is gradually rising. "Our end- 
eavour is to move up the value chain 
from high-volume-low-margin to low- 
volume-high-margin by aggressive 
growth in high-end consultancv and 
training," says Ramesh 
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"A public listing strengthens capital adequacy, attracts 
professionals, lends credibility and also improves corporate 
governance practices in the company" 


Company: Share Microfin Ltd 
Industry: Microfinance 

Time frame for IPO: Not fixed 
Valuation: Rs 1,500-1,800 crore 
Global peers: Microbank 
Compartamos of Mexico and 
Grameen Bank of Bangladesh 


Valuation source: Market 


The story is the same at Lavasa, 
where bulk of revenues come today 
from selling residential and other 
commercial plots, but it has joint ven- 
tures with 15-20 per cent equity 
stakes with partners in hotels and 
schools or even revenue sharing deals 
with retail outlets. Rajgopal Nogia, 
President, says he doesn’t rule out 
toll on some 250 km roads to be con- 
structed or levies on electricity or 
water supply in future. 
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Still, one validation could be 
private equity deals entered into by 
the company and the value at which 
such transactions were sealed in the 
past. In February 2006, the coun- 
try's largest commodity exchange, 
MCX, placed 10 per cent with Fidelity 
International. Going by that, it would 
be valued at some Rs 2,100 crore 
four vears ago. An equity sale by 
Rajasthan Royals to Bollywood 
actress Shilpa Shetty and business- 
man-husband Raj Kundra valued 
the cricket team at $140 million last 
February. Ditto for vicc, which has 
CLSA Capital Partners as an investor, 
and Tops that counts mega-investor 
Rakesh Jhunjhunwala as a backer. 

In fact, in many instances, the 
private equity backing is a big driver 
behind proposed Pos because such 
an event allows an exit to these early 
investors, A share sale in Share 


Microfin will help Legatum Ventures, 
which invested $25 million for a 
51 per cent stake in the lender in May 
2007, make big gains on listing. So, 
too at sks Microfinance that has back- 
ers such as Sequoia Capital, Sandstone 
Capital and Kismet Capital. 

The learning curve is equally chal- 
lenging for the issuers themselves. 
Being a first mover in an industry, 
says Sandeep Ahuja, Managing 
Director at vicc, “may be quite dis- 
concerting because then you have to 
end up discovering for yourself what 
works and what doesn't in an indus- 
try”. For instance, is the use of con- 
sumables such as massage oil opti- 
mal in the slimming clinics business or 
are there clever ways to cut costs: 

Or, dexterously managing com- 
plexity at Lavasa, whose President 
Nogia insists his task is to build an 
ecosystem like Windows, the software 
operating system, and applications 
around it. "The way Windows cre- 
ates hardware readiness. we at Lavasa 
are readying basic infrastructure by 
laying roads, waterline, drainage. fibre 
optic cable....” he says, adding: “It is all 
about creating a 365-day economy.” 

Indeed, if the firms planning to 
break new ground in the iro market 
are successful, it could be a trend that 
goes beyond beefing up capital. imp- 
roving corporate governance. att- 
racting best talent by offering stock 
options or creating currency for acq- 
uisitions in future. It could open new 
industries to a large population of inv- 
estors like Hughes Telecom did in 
1999 (bought out by the Tatas). 
Among India's top 10 stocks by mar- 
ket capitalisation is Bharti Airtel, which 
listed three years later. Or, investors risk 
going the dud way that Jet Airways 
has. After an initial surge, the airline's 
shares have never recovered ground 
and languish today at around 
Rs 460—one-third of its initial value. 

Some extra diligence to assuage 
your uncertainty on the new IPOs 
may be good for your financial health, 
after all. © 
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buffeted by as much competition 
as it is today. But India's largest 
dairy foods player has an edge: 
Its unique "cow-to-customer" 
model. t.v. MAHALINGAM 

















t a dairy farm 
in Manchar on 
the outskirts of 
Pune, a four- 


hour drive from 

Mumbai, about 200 cows await 

f their turn to be milked. They wait 
C 
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like shoppers in the billing queue 

f a supermarket, quiet and orderly. 

One by one, the cows step onto a 20-feet 

rotating circular platform and rubber hoses 

are attached to their udders. Once milked, 

the cows themselves kick away the hoses. 

"Minimal human effort, maximum milk pro- 

duce," gushes Devendra Shah, Chairman, 

Parag Milk Foods, which started its operations 
in Manchar in 1993. 
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The company has spent over Rs 4 crore on its rotary 
milking parlour, the first in India. The 3,000-plus Holstein 
cows, purchased at Rs 40,000 apiece, are treated to a spe- 
cial diet of calcium-rich feed and mellifluous bhajans in 
their sheds. "The music increases their milk produce," 
claims Shah, citing that each cow produces 25 litres of 
milk a day. "It's total cow comfort technology. These are the 
standards we need to adopt if we need to compete with 
international players in products like cheese," he adds. 

-And cheese is where Shah's immediate ambitions lie. 
With a turnover of about Rs 550 crore, Parag Milk Foods has 
been selling milk and ghee in Pune and Mumbai since the 
mid-90s, But in the last one year, the company’s focus has 
shifted to products like cheese and flavoured yogurt. It has 
invested Rs 110 crore to build what it claims is Asia's 
largest cheese plant (with a capacity to process 
40 tonnes of raw cheddar daily). "Cheese from this plant is 
right now being sold in South Korea. Within a few months 
of our launch, we have cornered a 30 per cent market 
share of cheese sales at modern retail outlets in Mumbai. Our 
competitors are the Krafts and Laughing Cows of the world. 
With our superior product quality, we are not even com- 
peting wit 1the Indian dairy players," says Shah. 

Some 450 km away, lounging in his spartan office in 
Anand in Gujarat, the mecca of the Indian cooperative 
B.M. Vyas would be tempted to disagree with 

Iter all, as mp of India's largest and only bil- 
 lion-dol rative dairy player, the Gujarat Cooperative 
Milk Market ng Federation (GCMMF), Vyas has seen com- 










> _ petitors make more audacious claims in his 16-year 


tenure as MD. GCMMF sounds like a mouthful, but the brand 
name under which the cooperative sells its products, 
Amul, is, perhaps, the most recognised and revered dairy 
brand across the country. 

This despite the fact that, unlike Parag Milk Foods' 
state-of-the-art dairy farm, Amul's milk is collected by 
dairy farmers every morning largely by hand. "The fact that 
2.7 million farmers wake up early each morning to milk their 
cows and then give it to us is our biggest strength," says Vyas. 

He is no stranger to pretenders challenging Amul's 
dominance. "Amul has seen competition in the past. It 
really does not worry us," he says matter-of-factly. A mild- 
mannered, portly man of 59 years, Vyas has managed the 
cooperative since 1994, When he took over Amul, GcuMMr's 
turnover was a little over Rs 1,000 crore. Today. that has inc- 
reased over six times to Rs 6,700 crore. Back then, Amul was 
viewed as a brand that would not survive the pressures of 
competition in the post-liberalisation era. Vyas and Amul 
have not just survived the onslaught of competition, but have 
often taken the fight to their territory (as it did in ice creams 
a decade ago, when it dethroned Hindustan Unilever Ltd 
(HUL)—then Hindustan Lever Ltd—from pole position). 

Taking on competitors in a category or two at 


m Challengers... 


| Parag Milk Foods (Go and Gowardhan brand). 
| E | AREA OF COMPETITION: Cheese and ghee. 

PERFORMANCE: Targeting the high-end cheese segment, 
Claims a 3096 share in Mumbai modern retail outlets for packaged cheese. 








Mna Britannia 

GAMME | AREA OF COMPETITION: Cheese, mainly. 

SL PERFORMANCE: A 2496 market share in the Rs 300-crore 
cheese market and can chip away at Amul's dominant 6596 share, 


Kraft-Cadbury 
AREA OF COMPETITION: Plans to launch its range of cheese 
using the Cadbury distribution network. 





Mother Dairy 

AREA OF COMPETITION: In milk and has big plans for 
Cheese, ice cream and butter. 

PERFORMANCE: Amul continues to dominate pouched milk markets like 
Kolkata and Mumbai. 








Groupe Danone 

AREA OF COMPETITION: Flavoured milk. 

PERFORMANCE: Just started test marketing its chocolate 
flavoured milk in iah 





DANONE | 
D | 


HUL 
AREA OF COMPETITION: Ice cream. 

ho 2 PERFORMANCE: Amul is the market leader with over 
35% share in the Rs 1 ,300-crore segment. HUL has a share in single 
idm and bacon on the EINEN end of the market. 





Zydus ? Zydus Weliness 

Tilwa AREA OF COMPETITION: Butter. 
PERFORMANCE: Amul dominates the Rs 800-crore butter market with 
an 80% share, Zydus, with its product Nutralite, claims to have 
garnered a 7596 share of the "butter alternative" market. 


Amrit Group 
AREA OF COMPETITION: Plans to launch value-added 
milk products like cheese, paneer and ice cream in 


AMRIF astern india. 


... And Amul's Counters 


P More procurement: Amul will procure milk from more 
catchment areas. For instance, it recently started procuring milk 
from the Kutch-Saurashtra area. 





b Product diversification: Take cheese, for instance. Amul is 
investing in capacities to build more varieties of cheese. It's also 
focussing on more fresh products like dahi, flavoured milk, etc. 


> Focus: Amul is focussing on its core strengths~dairy products. 
Segments like pizza are no longer a focus area. 

P invest in the future: Amul is looking not just a year or two 
ahead. It has a plan in place, which includes investments to the 
tune of Rs 2,600 crore to tap market opportunites by 2020. 
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Growing Up with Competition 





Tribhuvandas 
Patel, Founder, 
GCMMF, organises 
dairy farmers 

to register in 

the Kaira District 
Cooperative Milk 
Producers Union 
in revolt against 





«a 


The Amul "Butte 
Girl" is born in 
response to the 





Dr Verghese 
Kurien joins 
KDCMPUL 


milk from Gujarat. 


as GM. 


"You cannot procure milk from somebody, slap a label, 


advertise it and hope to succeed" 


R.S. Sodhi, Chief General Manager (Marketing), Amul 


the same time is something Amul has done before. But 
the threat today is different, and huge. That's because 
never before has Amul been buffeted by as much compe- 
tition as it is today, across every category it operates in—right 
from pouched milk and butter to cheese and ice creams. 
Other than uut and Nestle, multinational giants like Kraft 
(which recently acquired Cadbury globally, thereby getting 
a passage into India) and Groupe Danone are beginning to 
flex their muscle. "We hope to bring some of our big brands 
like Kraft Cheese and Oreo cookies to India. With Cadbury's 
distribution strengths, we can push some of these brands in 
India," Sanjay Khosla, President (Developing Markets). 
Kraft, recently told sr. Groupe Danone is looking 
at tapping into the small, but fast-growing flavoured milk 
market. It's currently testing a chocolate-flavoured fortified 
milk in Hyderabad. 

Regional players, too, are upping the tempo. Other 
than Parag, there's Amrit Group in Kolkata, 
which plans to launch value- 
added milk products. Says 
Harish Bagla, Mp, Amrit 
Group: "We are coming up 
with various value-added 
products like flavoured milk, 
dahi, lassi, cheese, butter, 
paneer and ice cream." Bagla's 
also exploring tie-ups with int- 
ernational companies. Finally. 
don't forget Johnnies-come-lately 
like Zydus Wellness—which has 














NDDB registered as a society 
under Kurien's leadership. 


carved a niche for itself in butter 
alternatives—that are opening up 
new markets. 

The biggest threat to Amul, 
though, could well come from its 
one-time friend but now a bitter rival, Mother Dairy, a 
subsidiary of the National Dairy Development Board (NDDB). 
In mid-February, Amul made a bold claim when it declared 
itself as the #1 player in the branded packaged milk segment, 
with sales of 1.45 million litres daily, in the Delhi market, 
a traditional stronghold of Mother Dairy. Within a day, the 
New Delhi-headquartered Mother Dairy shot back. "Mother 
Dairy sells approximately 29 lakh litres of milk per day in 
Delhi NcR, which is about twice as much as that of the 
nearest competitor," says Paul Thachil, œo (Dairy & Foods), 
Mother Dairy Fruit & Vegetable. 

Amul's counter: "We do not operate in the loose 
milk segment and our figures are only for the pouched 
milk category," says R.S. Sodhi, Chief General Manager 

(Marketing), Amul. Mother Dairy is the 

leader in the loose milk segment. 

"These little things happen in 

marketing," chuckles Sodhi 

about the game of one- 
upmanship. 

Incidentally, 

Mother Dairy 
was set up by Dr 
Verghese Kurien, 
the man who 
transformed GCMMF 
from a struggling 
dairy in Anand into 
India's largest foods 
producer. "We will 


Polson butter gii 





Amul pmi 
revenues Mumbai after 
top entering the 
Rs1500 . monet 
crore... uso 





grow the market when we com- 
pete," says Vyas. "Amul and 
Mother Dairy are both different 
sides of the same coin," he adds 
rather diplomatically. Quiz him 
about why then did Amul choose 
to drop the "milk drop" symbol 
(which is owned by Nppp but 
which both cooperatives willingly 
shared for years) from all its 
pouched milk packets and the ans- 
wer is a wry: "Amul is Amul. We 
were born before every other 
droplet.” Incidentally, both NDDB 
and GcMMr have been battling each 
other for milk procurement in the 
saurashtra-Kutch region after 
GCMMF started procuring milk there 
earlier this year. The dairy farmers 
in the region are not complain- 
ing as milk prices have gone up. 

Make no mistake: With their 
common cooperative roots and 
procurement strengths, Amul ver- 
sus Mother Dairy is going to be 
the big battle ahead. "It may take 
some time for Amul to dislodge Mother Dairy in the North, 
where the latter has a great distribution network. But 
think about this—Amul entered the pouched milk seg- 
ment in Delhi only in 2005 and today it's giving Mother 
Dairy a run for its money," says an analyst with a foreign 
broking firm who covers the emca sector. 

Mother Dairy has over 14,000 retail outlets and 845 
exclusive outlets, mostly in the northern region. "We are 
present in milk, ice cream and fresh dairy categories in 
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the Delhi Ncr market. Our distri- 
bution network is very strong and 
we further plan to expand it by 
15 per cent in milk and 25 per 
cent in the other two categories in 
the coming year. We also have 
1,100 own outlets in Delhi Ner,” 
says Thachil, who expects the 
dairy to touch a turnover of 
Rs 4,000 crore this fiscal. Mother 
Dairy, he says, has been growing 
at 25 per cent year-on-year and is 
likely to do so in the near future. 

Other competitors, too, are 
lining up for a slice of the fast- 
growing Rs 2, 30,000 crore Indian 
dairy market, the bulk of which is 
unorganised. Just the organised 
branded milk distribution mar- 


ket is estimated to be close 


"The fact that 2.7 million farmers wake up early to milk 
their cows and then give it to us is our biggest strength" 


B.M. Vyas, Managing Director, GCMMF 


Rs 30,000 crore. "More importantly, value-added products 
like cheese are growing at the fastest rates globally. Our per 
capita consumption of cheese, for example, has tripled 
since 1995. The market is growing at 25 per cent per 
annum at least." says an analyst with a foreign brokerage. 

Another factor that has contributed to the renewed 
interest in the dairy sector has been the growth of mod- 
ern retail. "The cold chain is very crucial to the dairy busi- 
ness," explains Anand Ramanathan, Manager, KPMG 
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Advisory Services. “With modern retail coming of age in 
the last 3-4 years, the cold chain fell into place. Por the 
dairy players themselves, to set up a cold chain was not 
possible earlier as it is a very capital intensive affair,” he 
adds. Market watchers believe that Mukesh Ambani's 
Reliance Retail, which is readying to sell milk to general 
distributors under the brand name Life, is a great example 
of a company attempting to utilise its cold chain better by 
entering the dairy business. 

A cold chain is just one of the important pieces that has 
to be in place. Another is the product itself and how dif- 
ferent it is from those of the established players. A company 
selling plain cheese slices is unlikely to loosen Amul's 
or Britannia's grip on the cheese segment. The new play- 
ers seem to be aware of this. Amrit Group's Bagla, for 
instance, is targeting milk products for different con- 
sumer segments, including kids, senior citizens and preg- 
nant women. Parag will also launch chilli, Spanish 
tomato and pepper-flavoured cheese, all under the Go 
brand and customised for the Indian palate. 

Parag splurged another Rs 6 crore on an advertising 
blitz. between January and March this year, to push it 
products under the brand name Go. “We will differenti- 
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ate ourselves by offering international quality products 
and a bouquet of variants like pizza cheese, cheddar, 


mozzarella, wedges, slices," says Rahul Akkara, vP 
(Marketing), Parag Milk Foods. Incidentally, the Go 
cheese mascot, a rather lascivious looking cow, looks like 
a not-so-distant cousin of French cheese maker 
Fromageries Bel's Laughing Cow. 

Another key parameter for success in the dairy business 
is backward integration. “In the fresh foods business, pro- 
curement is everything. The farmer is the backbone of 
this business," says Vyas. That would explain why big 
names like Nestle and Britannia couldn't make a dent in the 
butter and pouched milk markets, respectively. "Without 
backward integration, you are bound to fail. You have to be 
a C-to-C (cow to consumer) compariy to succeed. You 
cannot procure milk from somebody. slap a label, advertise 
it and hope to succeed. That's been the failing of the MNCS in 
India... it's a long-term game of patience," explains Sodhi. 

It's a game Vyas is very good at playing. And he has 
had a lot of practice. "Vyas is a person who never loses 
heart if something does not work out," says a former 
Amul employee. "He just moves on and attributes the 
losses to learning,” he adds, citing examples of Amul's not- 
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Patience pays 


- My money in 
Templeton India Growth Fund 


has grown by over 2096 annually 
over the last 13 years.” 


Manisha Kishore 
Professor, Pune.* 


ormance may or may 


Achieve your long-term goals by investing in our time-tested equity funds. 





Patience is key to stock market investing given the potential ups and downs. Those who stayed invested 
in our flagship equity funds over the long-term have reaped Significant rewards. Having been in 
existence for over 13 years, these funds have delivered consistently across market cycles as shown in 
the table below. Invest today and gain from our long-term perspective. SMS ‘PATIENCE’ to 53636 


Fund Performance 1 Year 3 Years’ 5 Years Since 
Inception* 


Franklin India Bluechip Fund (FIBCF)| 95.43% 14.31% | 22.72% | 26.19% 


85.62% | 12.29% | 23.72% 
18.97% 






Past performance may Of may not be sustained in future. FIBCF became an open-end : 4 
scheme in January 1997. Dividends are assumed to be reinvested and Bonus is 

adjusted. *Compounded and annualised returns based on growth plan NAVs (dividend FRANKLIN TEM PLETON 
plan NAV for TIGF) as on 26.02.2010 of funds: FIBCF: Rs. 182.6976: FIPP. 

Rs. 187.6991; TIGF: Rs.49.3209 Inception date of funds: FIBCF: 01.12.1993. FIPP. INVESTMENTS 
29.09.1994; TIGF: 10.09.1996. Sales load IS not taken into consideration. Benchmark 

returns for FIBCF (BSE Sensex), FIPP (S&P CNX 500) and TIGF (BSE Sensex and MSCI 

India Value) respectively over 1 year, 3 years, 5 years and 'since inception': BSE Sensex 

- 84.78%, 8.30%, 19.61%, 10.40%; S&P CNX 500 - 95.35%, 9.93%, 17.71%. 

9.03%; MSCI India Value — 102.5996, 16.2196, 24.91% N.A 

Scheme Classification and Investment Objective: Franklin India Bluechip Fund (FIBCF) is an open-end growth scheme with an objective to primarily 
provide medium to long-term capital appreciation. Franklin India Prima Plus (FIPP) is an open-end equity fund, which aims to provide growth of 
capital plus regular dividend through a diversified portfolio of equities, fixed income securities and money market instruments. Templeton India 
Growth Fund (TIGF) is an open-end equity fund, which seeks to provide long-term capital growth. Load Structure: Entry: NIL, Exit: In respect of 
each purchase of Units — 196 if redeemed within 1 year of allotment. Risk Factors: All investments in mutual funds and securities are subject to market 
risks and the NAV of the schemes may go up or down depending upon the factors and forces affecting the securities market including the fluctuations in 
the interest rates. There can be no assurance that the scheme's investment objective will be achieved. The past performance of the mutual funds 
managed by the Franklin Templeton Group and its affiliates is not necessarily indicative of future performance of the schemes. The above are only 
the names of the schemes and do not in any manner indicate the quality of the schemes, their future prospects or returns. The Mutual Fund is not 
guaranteeing or assuring any dividend under the schemes and the same is subject to availability of distributable surplus. The Investments made 
by the schemes are subject to external risks. Please read the Scheme Information Document and Statement of Additional Information carefully before 
investing. Statutory Details: Franklin Templeton Mutual Fund in India has been set up as a trust by Templeton International Inc (liability restricted 
to the seed corpus of Rs. 1 lac) with Franklin Templeton Trustee Services Pvt. Ltd. as the Trustee (Trustee under the Indian Trust Act. 1882) and 
Franklin Templeton Asset Management (India) Pvt. Ltd. as the Investment Manager. The Funds offer NAVs, purchases and redemptions on all 
business days except during book closure. 


"Note: The image of the person shown above, the name, occupation and place are used for representational purpose only. 
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Amul's Sheer Spread, 
Size and Depth... 


PERE LEO OH ET RR ERS MEASLES HEAT TERED 
AUN ANNAN OEE HER EER SEEES MEAT ERAS ERE REET EEX EERERE EMSRS SOUT TESS 


MUNN AA OD EEO R EE ERESHAE EDA LEVON ERI Ad JR ERNE AE REARS 


ELH SEMPER TEER ERAS OAM ETE 


UL LAN EERCEAEARENEPAoATRKSExUEE da PAY YCER ARA NQUAFEEEESERS so ends ROCA BRUT NT MT 


Daily Average Milk Collection: 84 million - 
litres ('08-09) 


... as Well as its Unique 
Competitive Advantages... 

€ Procurement: Amul's low-cost, high-quality milk 

procurement network allows it to price its products 

competitively. 

@ Ability to catch up: Amul got into ice creams 
late. It got into the pouched milk markets like Delhi 
despite the presence of established players. Now, 
it's on top in these markets and categories. 


€ Amul has over 5,000 parlours in the country: It 
plans to take that number to 10,000 within a year. 


€ Not afraid to fail: Amul has launched more than 

50 products in less than a decade. Some like pizzas, 
chocolates, Amul card have not done well. That has 

not deterred it from trying new things. 


... Help it Lord Over the 
Indian Market 


Butter: 80 % of the Rs 800-crore organised 
market 


Cheese: Controls 65 % of the Rs 300-crore 
branded market 


Pouch Milk: The sl pouched milk 
brand in India 


UHT Mitk’: 60% 
Milk Beverages: T % 
Ice Cream: About 3996 


*Ultra-high temperature processed milk 
Figures are market shares provided by 
the company 

Source: Industry; Amul 
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so-successful outings with pizzas, chocolates and an Amul card 
(a kind of a debit card for Amul customers), Every evening. 
Vyas gets an Excel sheet on his e-mail, something called aaj ka 
scorecard (today's scorecard). It details sales data across 
product categories, from paneer to pouched milk, from gulab 


jamun to ice creams. 


More crucially, Vyas is already looking at the future. On his 
desk lies a 150-page tome called Vision 2020 (an internal 
business plan). It's something Vyas is reluctant to talk about, in 
detail. But here's a teaser. "By 2020, at the current growth rate 
(of 28 per cent), we expect to be generating revenues of around 
Rs 30,000 crore. If we go by our 2008 growth rate (2 3 per cent), 
we should be about Rs 28.000 crore,” says Vyas. “That means 
that everything we have built in terms of capacity, market 
size since 1947 will have to be doubled in the next 12 years.” 
Amul has already ordered equipment to build plants to address 
market opportunities in 2015. Insiders reveal that prelimi- 
nary groundwork, including site identification, for a massive milk 
powder plant at Ahmedabad (to be commissioned five years 
hence) is under way. In his annual address in June 2009, 
P. Bhatol, Chairman, ccm, had suggested that to create such 
infrastructure, investments to the tune of Rs 2.600 crore 
would have to be made by 2020. 

Another focus area for Amul is retailing. Back in 2002, Vyas 
had been invited by Future Group boss Kishore Biyani for a 
social function. “At the function, Biyani had suggested that we 
become strategic sourcing partners of the Future Group,” 
recalls Vyas. “Around the same time, I read in the newspapers 
that dairy farmers in Germany and France had gone on strike, 
asking for better prices from large retail groups. The big retail 
groups relented quickly and I realised that they had big mar- 
gins and were exploiting the farmers.” he adds. To avoid a sim- 
ilar situation, Amul experimented with a small store format, 
starting with a store inside a park whose upkeep Amul had 
taken up. Now, Amul opens almost three stores a day and has 
over 5,000 retail outlets. Vyas expects to have to 10,000 
Amul outlets by 2011. Revenues from the stores have crossed 
the Rs 200-crore mark. 

Brand Amul is also, perhaps, changing in subtle ways. 
During the past year, the Amul Butter Girl, the Peter Pan-esque 
mascot which has graced Indian hoardings since 1 966, started 
appearing on Amul milk packets. “The Butter Girl has come to 
symbolise the goodness of Amul’s products,” says Rahul 
DaCunha, whose agency DaCunha Communications has 
been handling the Amul Butter Girl for over four decades. 
"It's come to symbolise the whole brand. in some ways. Amul 
is the last of the great Indian brands from that era that's still 
relevant." he adds, citing that his agency has churned over 
2,600 campaigns. 

Vyas, though, does not dwell in nostalgia. "What we are 
today is because of the homework we did 10 years ago. I am lay- 
ing the groundwork for 2020 now," he sums up. The compe- 
tition will be watching. © 
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MOBILE PHONE-APPLICATIONS 





Operators, handset vendors, and developers are all rushing onto the 


ver one million down- 
loads,” is how Atul Bindal, 
President, Mobility, Bharti 
Airtel, described the suc- 
cess of Airtel's recently 





launched Application (App) store. In 
just over 20 days, with next-to-no- 
publicity (other than online), this store, 
from where mobile users with data 
connectivity can download software 
applications for a range of phones, had 
hit a modicum of success. And it isn't 
just Airtel. Other operators—Aircel. 
Reliance Communications and 
Vodafone—are all running to get into 
the applications game. 
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The reasons for the rush are mul- 
tifarious. The first is an attempt to 


replicate the tremendous success of 


Apple's iTunes App Store. Since the 
opening of the iTunes App Store in 
June 2008, iPhone and iPod Touch 
users have recorded over three bil- 
lion application downloads to date. 
The rush to download applications 
in the store has now reached 350 
every second! But incremental rev- 
enue from App stores is not the reason 
why everybody wants a piece of the 
application pie, since over half of all 
downloads are free. 

Krishna Dhurba, Head of Value- 


Added Business at Reliance Comm- 
unications, explains that applications 
make data-enabled services easier 
to use. "Many users might not use 
the basic mobile Internet. Applications 
make using data on devices extremely 
easy." That translates into increased 
data usage. According to the Telecom 
Regulatory Authority of India, 120 
million mobile users have accessed 
data services from their mobile devices 
till July-September 2009, which is 
the latest quarter to have been 
analysed. However, most operators 
admit that only an extremely small 
percentage of mobile users 
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applications’ race. Is this the new gold mine? kusuan mitra 


aggressively use data services due to 
the cost involved. Currently, à la carte 
data surfing from mobile devices costs 
LO paisa for 10 kilobytes of data 
(therefore, a two-megabyte music file 
will cost Rs 20 to download over and 
above the cost of the track), Some 
operators, however, have started 
cheaper data plans. 

The second major reason behind 
the application stores’ growing pop- 
ularity is elucidated by Airtel's Bindal. 
“Voice tariffs have gone into the base- 
ment. Application stores will not just 
boost revenues through better data 
revenues but also help in market dif- 


ferentiation,” he says. 

However, increased data through- 
put has one downside—the anti- 
quated technology powering India’s 
mobile infrastructure. Due to delays 
in auctions for third generation ( 3G) 
mobile phone licences, India's net- 
works run on what is called EDGE 
(short for Enhanced Data rates for 
GSM Evolution). Increased data con- 
nectivity might trip the networks, 
many of which are already overbur- 


dened by an increased volume of 


voice traffic. Bindal disagrees with 
this contention, saying that networks 
are strong enough to deal with the 


deluge of data traffic that applica 
tions will throw up. But App ven- 
dors are not so sure 

of Eterno 
Infotech, which has developed a news 


Chintan Kartare. : 


application called NewsHunt, for mul 
tiple platforms, acknowledges that 
logs show multiple failed downloads 
lor its application from Indian users 
"Sometimes we wonder if these users 
will come back." Anuj Kumar. 
Executive Director, Affle, developers of 
a graphical-texting application, admits 
that the way around this is to utilise 
networks smartly. “Our application 
downloads advertising data during 
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Why Applications? 


Applications are essentially Mobile 
Value-added Services (MVAS) by 
another name, so why is everyone 
so excited? 


HANDSET VENDORS 

Larger vendors, such as Nokia, feel that 
applications will build customer loyalty 
to a particular brand, especially as the 
marketplace gets increasingly crowded 
with new local players. 


MOBILE OPERATORS 

As voice rates drop precariously, ope- 
rators feel that their own application 
stores will stand out as a marketing 
differentiator and will boost data usage 
increasing non-voice revenues. 


SOFTWARE DEVELOPERS 

Mobile applications are an important 
source of revenue from both users (paid 
and subscription applications) as well as 
in-application advertising. There is also 
money in developing "third party" 
applications for other companies. 


MOBILE USERS 

Applications make it easier for consumers 
to access entertainment/information 
through fewer clicks than would pre- 
viously be possible, sometimes at a lower 
cost than before. 
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times when networks are less con- 
gested. This allows us to offer the app- 
lication for free." 

However, improvements in net- 
work technology, when 3G networks 
come along, are not guaranteed to 
help the situation. For instance, earlier 
this year, American operator AT&T'S 3G 
networks collapsed under the tsunami 
of data that device (particularly 
iPhone) users demanded. 

But while Bindal concedes that 
networks might not be perfect, he 
says that “we have to start getting 
people used to data services first”. 
That point is best illustrated by a recent 
Morgan Stanley report on the Mobile 
Internet. The report argues that a low 
penetration of fixed-line telephones 
and an already vibrant mobile value- 
added services space will mean that for 
emerging markets’ (including China 
and India) users and small and 
medium companies, Internet access 
will only be through mobile phones. 
The inflection point (when 3G users 
reach 20-25 per cent penetration) 
will be reached when the number of 
emerging markets’ users cross 1.09 bil- 
lion. This point will come to pass by 
2012 thanks to the ready availability 
of 3G-capable smartphones and 


« 


Vishal Gondal, 
CEO, Indiagames 


“We get 80 per cent of 

our revenues from mobile 
applications, but we will stick 
primarily with manufacturer 
stores because they design and 
control the user experience” 


Indiagames is one of the world's leading 
developers of games for mobile devices 
and the most successful Indian developer 
on the iTunes store. It just launched the 
official IPL Game for the iPhone. 


devices such as netbooks. 

The report makes clear another 
reason why operators are starting 
application stores. Using the UK as an 
example, it argues that users 
empowered by the mobile Internet 
change their surfing habits. A major- 
ity of mobile Internet users in India 
stay with the operator's “walled gar- 
den” Internet portals (such as Airtel 
Live and Vodafone Live) because while 
public Internet usage is ridiculously 
expensive, these portals are free. In 
the UK, in the year that coincided with 
the launch of the Apple iPhone, the 
number of subscribers who visited 
“walled garden” Internet sites declined 
from 57 per cent of subscribers in 
2007 to 22 per cent in 2008. While 
subscribers to Google climbed trom 
44 per cent to 82 per cent in the same 
time frame, Facebook, which was not 
on the radar in 2007, was visited by 
40 per cent of mobile Internet users in 
2008, Facebook, which gives away a 
branded application that works on 
most smartphones free, has been one 
of the biggest beneficiaries of increased 
mobile data usage, Henri Moissinac, 
Head of Facebook Mobile, said in an 
interview with sT earlier. 

Global mobile Internet revenues 


MOBILE. PHONE-APPLICATIONS 


» 


Anuj Kumar, 

Executive Director, Affle 

"Mobile operators and handset 
vendors are coming to us and 
want us to be on their stores 
because they need good 
applications" 


Affle is a developer of an application 
that improves the texting application 
on several smartphone models. 


(excluding India where revenues from 
mobile Internet are still minuscule) 
touched $37 billion in 2008 and were 
expected to grow 20-25 per cent in 
2009, with advertising contributing 
just five per cent. Most revenues came 
from paid services (including online 
banking, travel) and eCommerce (paid 
downloads of applications and music) 
with over 76 per cent of users paying for 
instant access. 

The imminent improvement in 
India's mobile Internet infrastructure 
with the rollout of 3G is expected to 
boost the demand for paid services. 
So, the excitement becomes palpable 
among Indian operators and devel- 
opers. Some developers, such as 
Indiagames, have already made 
money in this applications economy. 
Vishal Gondal, Chief Executive Officer, 
Indiagames, boasts it is the largest 
Indian developer on the iTunes Apps 
store and its T20 Crazy game is the 
most downloaded iTunes application 
from India. However, he argues that 
operator-driven application stores 
have one fatal flaw. “They do not con- 
trol the hardware and thus cannot 
control the user experience.” This, 
along with the inordinately long pay- 
ment resolution processes on operator 
stores, will drive developers, especially 
of paid applications, from the likes of 


“Voice rates have been slashed dramatically. 
As an operator we see apps being a crucial 
way of driving non-voice data revenues" 


Atul Bindal, Head, Mobility Services, Airtel 


NATISH KAUSHIK 


Airtel and into the arms of Apple and 
Nokia's Ovi Store. Adds Gondal: “And 
for free applications, users will 


increasingly go to third-party stores 
such as Getjar” (GetJar is an online 
repository of mobile applications that 
works on the programming language 
Java optimised for mobile devices). 


Alfles's Kumar and Kartare of 


Eterno, whose applications are free 
lor users, admit that the rush among 
operators to get involved in application 
stores has meant that they are being 
pursued aggressively todav. And not 
just operators. Forum Nokia, Nokia's 
developer outreach community. has 
gone into overdrive as the Finnish 

mobile devices companv shifts 
into services (see Nokia Looks 
Beyond Handsets, BT cover, 

April 4). Kenny Mathers, 

Head, Asia-Pacific, Forum 
Nokia, says: “India is an 
important market because 
there are a lot of developers 
and a lot of consumers, 
We have to sup- 
port our devel- 




















opers by giving them information on 
what users want and how they should 
develop their applications.” The Ovi 
Store adds around 800 new applica 
tions every month and though it is 
still well behind Apple, Nokia's dom 
inance in India might be the break 
that Ovi Store needs. 

Still, that might not be eas 
Operators in India have one advantage 
despite not controlling the hardware 
or the user experience—an existing fi- 
nancial relationship with the cus- 
tomer. "Most Indian users do not have 
credit cards and nor do they have 
smartphones, where the user expe 
rience is vital. You can buy applica- 
lions as you move without an 

billing issues," savs Bindal. He 
claims that applications 
designed for lower-end “fea- 
ture-phones" virtually make 
* them into smartphones. “The 
key here is to understand that 
India will be a different market 
lor applications," he argues 
Whether it will be or 
not remains to be 
seen. However. th« 
first chapter ol 
India's Mobile App 
story has already 
been written. © 
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introducing high performance Mahindra Navistar trucks. With power, gradeability and 
efficiency like never before. To make what was previously acceptable in indian trucking, 
now unacceptable. And take indian trucking into the future, with their powerful 
MaxxForce" 7.2 engines. These engines belt out storm-like performance, even while 
maintaining unbeatable fuel efficiency. Making just ‘ok’ performance, no longer ok. 
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ABOUT TAKE SOLUTIONS 

TAKE Solutions is a leading international business technology company with products 
backed by a strong domain expertise in Life Sciences and Supply Chain Management. With 
solutions and technology expertise in Business Intelligence and Business Process 
Management, TAKE's track record in delivering world-class solutions throughout global 
markets is well proven. Technological innovations have always been the driving force of the 
company, which in turn helps TAKE's customers achieve consistent growth in business. 


www.takesolutions.com 


THE WORLD CORPORATE GOLF CHALLENG 
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The TAKE Solutions World Corporate Golf Challenge-India, is the official Indian qualifying 
tournament to select the Indian team for the World Final. This year's regional tournaments 
are being held in Kodaikanal, Bangalore, Delhi and Mumbai with a national final contested 


by the winning teams from each city. We would like to welcome our presenting partner, 
Indian Terrain, who have added a fresh dimension to the tournament. 


www.takesolutionswcgc.com 
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Growth will come from India, China, 
Fastern Europe, Latin America... | do not 
think India is a cost proposition for us. It's 
not about saving a few dollars but 
creating value in the long run. 
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Ellen J. Kullman, Chair of the Boar 
l and CEO, DuPont, at the DuPont 
- Knowledge Centre in Hyderabad * ^ 


The DuPont-India Fit 


CONTRIBUTION TO REVENUE: 


$8.3 billion 


THE INDIA OPPORTUNITY: For 60% of 
population, agriculture is the mainstay. 
Feeding its millions is a major task. 
DuPont's India initiatives: India is the hub 
of its global rice trait research. New field 
R&D centre has been set up at Bangalore. 


Contribution for 2009 
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CONTRIBUTION TO REVENUE: 


$19 billion 


THE INDIA OPPORTUNITY: Photovoltaic cells 
to harness solar energy, fast emerging as 


a viable alternative energy source in India. 


DuPont's India initiativ es: Products such 
as Elvax resin and Butacite, used to make 
photovoltaic materials. 


CONTRIBUTION TO REVENUE: 


$4.8 billion 


THE INDIA OPPORTUNITY: Performance and 
industrial polymers for roads and railways; 
the construction and automotive sectors. 


technology for the Indian Railways. Also, an 
industrial polymer for asphalt modification. 


DuPont's total revenue in 2009, which also included Performance Coatings and Performance Chemicals, totalled $26.1 billion 





Safety and 
Protection 


CONTRIBUTION TO REVENUE: 


$2.8 billion 


THE INDIA OPPORTUNITY: The industrial 

safety market is still in its infancy as 
compared to the developed world. 
DuPont's India initiatives: Next-gen 
Kevlar and Nomex products for military, 
life protection and industrial applications. 


INNOVATION-DUPONT 





India's high-growth environment and DuPont's 
innovative products and services make for a match 
made in heaven. But the US-based science giant 
Will need to scale up its manufacturing efforts if it 
has to squeeze more growth out of an opportunity- 
filled Indian market. sHALINI s. DAGAR & SUMAN LAYAK 


hat's common to 
the Leh-Manali 
Highway, the new- 
look octagonal 
columns of the Delhi 
Airport and frissia, the protein drink: 
If vou want hints, we have a lew: it's 





also common to the Tata Motors’ 
Nano, high-quality hybrid cotton 
seeds and the Asian Paints Rovale 
ad, which features a paranoid Saif Ali 
Khan worrving about scratches on 
the wall. The answer: The 
$26-billion, Delaware, Us-based E. I. du 
Pont de Nemours and Company, or 
DuPont as it is better known, and the 
innovative products from its labs. A 
section of the Manali-Leh highway 
uses DuPont's Elvaloy resin to ensure 
smoothness and crack resistance. The 


material was used on India's first toll 
road in the Ahmedabad-Vadodra sec- 
tion and is now being used more reg- 
ularly in the National Highways 
Development Project. Another DuPont 
customer, Asian Paints, uses a product 
of the Teflon family for its new Royale 
paint with surface protection. 

If Saif Ali Khan is in the picture. 
you can't keep another tinsel town 
regular, Shahid Kapoor, out of it 
Remember the viP ad where Kapoor 
flees with his bride on his wedding 
day, with a suitcase (with the wed 
ding dress inside) in tow? That piece of 
luggage has Teflon coating too—with 
water protection. At the new terminal 
of the Delhi airport. DuPont s Corian 
has been used for the 1 34 columns 
of unusual shape—and for the first 
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time it has been used for vertical 
cladding. And frissia, of course, is con- 
venience protein—just dissolve in wa- 
ter for your daily needs. Want some 
more examples? Tamper-proof Rakhi 
envelopes made of Tyvek (a paper- 
like material that you can't tear and 
can wipe clean even if you spill coffee 
on it) or Kevlar, used for bullet-resistant 
jackets by the Indian army. And then 


some 30 per cent of DuPont's sales 
come from emerging markets... 
Canada 
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Emerging EMEA 
EMEA: Europe, Middle East & Africa 





„Dut India ops aren't comparable 
to other emerging markets. 

BRAZIL | CHINA | INDIA 
73 | 21^ | 15* 


L4 * 
i 
TOMAS Let patna UPS Md 
i 


15% | 17% | 2196 


2009 | 2006 | 2008 
| 


if 
i 


^ China Holding CO was set up in 1988 
"India subsidiary set up in 1994 Source: Company 


there are the biggest customers of 
DuPont in India—farmers who buy its 
insecticides, Avaunt and Rynaxypyr. 


Numbers Make a Case 

To paraphrase a cliché, there's a 
little bit of DuPont in every part of 
India—in fact so many little bits 
that they caught even Mark 
Vergnano, the Wilmington. 
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Delaware-based Executive Vice 
President of DuPont, by surprise. 
"The openness to innovation (in 
India), which is really our lifeblood. 
is surprising and very exciting.” 

As India goes about chasing 
double-digit growth, it is more than 
happy to adopt DuPont technology. 
That is visible in the nearly $500 mil- 
lion of revenue that DuPont clocks 
in India (along with the seeds business, 
which is housed in a separate com- 
pany. Pioneer Hi-Bred) from a variety 
of businesses—agriculture and nu- 
trition, construction, automotive, con- 
sumer goods—all growing in robust 
double-digits. Balvinder Singh Kalsi, 
President, DuPont South Asia, reckons 
the Indian operations, E. I. duPont 
India Pvt Ltd, will double revenues 
to a billion dollars by 2012. 

That fits in well with DuPont's 
global strategy of juicing out more 
from emerging markets—which in 
2009 have contributed 30 per cent to 
the top line, with emerging Asia 
accounting for 11 per cent. So it 
wasn't an unpredictable move when 
Kalsi made a strong pitch for invest- 
ing in manufacturing when DuPont 
Chairman & cro Ellen Kullman flew 
into the country last fortnight (see 
interview on the right). Currently, 
DuPont India has six units in three 
manufacturing locations in India at 
Hyderabad, Savli near Baroda and 
Madurai in Tamil Nadu. These units 





- make crop protection chemicals, en- 


gineered polymers, automotive paint 
refinishes, seeds, Teflon coatings and 
Nymex. This apart, in 2008, the 
company set up a Knowledge Centre 
and a Service Centre in Hyderabad, 
which is easily the jewel in DuPont 
India's crown. 

Kalsi feels it's time for the next 
big move. "Three years ago my posi- 
tion was: Let's focus on what India 
can bring to the table. That led to 
the setting up of the knowledge cen- 
tre. I feel this is the right time to focus 
on (scaling up) manufacturing." Adds 
Uma Chowdhry, Senior Vice 





ELLEN KULLMAN - 


E n October 2008, Ellen 

E Kullman took over as 

B. President and cro-designate of 

| EL DuPont de Nemours & Co, 

the $26-billion, 207 -year- old 
“market-driven science company,” 
after growing through the ranks for 
19 years. Kullman's elevation from 
President to ceo on January 1, 2009 

` happened at a time when the global 
economy was in the throes of a vicious 
recession, Kullman took some tough 
decisions like closing down a few 
units and cutting staff bu 7 per cent to 
keep the company's profits on track. 
But we didn't cut back on R&D, says 
Kullman, who made a whistle-stop 
visit to India (Delhi, Hyderabad and 
Mumbai in three days) last fortnight. 
Excerpts: 





Coming out of a recession, 
what does the scenario 

look like? — 

We see the economy improving 
slowly, sequentially. But it is dif- 
ferent in different countries and 
in different industries. Agriculture 
never had a financial crisis—it 
continued to grow right through 
2008-09. There are tremendous 
opportunities in seeds and crop 
protection chemicals. India has 
done very well through the 
financial crisis. Our business here 
is growing and is strong. We see 
things like automotive coming 
back. There is more opportunity in 
automotive in India, in China, 
and Latin America than in 
Western Europe, which has 
already seen a lot of stimulus. 


In 2009, US and Canada 
contributed about 40 per cent 
to your revenues. Do you see 
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"There Is More Connectedness Now Between the Laboratories 
and Businesses and the Countries We Operate In" 


that rebalancing itself in the 
years ahead, with emerging 
markets like Asia, Latin 
America contributing more? 
Emerging markets have been on a 
continual growth path. They have 
been growing at almost 1 5 per cent 
compounded annual growth for 
the past five or six years and we 
see that continuing. Emerging mar- 
kets brought in 30 per cent of our 
revenues in 2009 and we see that 
growing at a faster pace. Our de- 
veloped markets' revenues will in- 
crease at a smaller rate. The growth 
will come from India, China, eastern 
Europe, Latin America. Latin 
America and Asia both have op- 
portunities to grow very strongly. | 
think we will see cpp-equivalent 
growth in the us. However, agri- 
culture is going to see higher growth 
in the us as there are heavy invest- 
ments being made in technology 
to get a higher output. Our appli- 
cation development capability in 
the us is very well-developed. We are 
developing that capability here now. 
We are going to see 20 per cent 
type of growth rates here by 
investing in the technology centre 
and in research. 


Can environmental sustainability 
be a business proposition? 

You can bring sustainability to 
many businesses. If you look at en- 
ergy and you think about efficiency, 
that is great sustainability. Having 
more output with less energy. We 
took that on as a challenge in 1990. 
We were looking at how we could 
keep our energy consumption flat 
while our production increased and 
not only were we able to keep it flat 
but we reduced our energy usage by 





14 per cent while our output went 
up by about 40 per cent in that 
decade. That not only created sus- 
tainability for our products but it 
also created more competitive prod- 


ucts because of the lower costs. 


What about reducing dependence 
on fossil fuels? 

Solar photovoltaic is a large area 
for us. We are working on materi- 
als for photovoltaic cells for many 
years. We are really at the cutting 
edge in bio-fuels. Making ethanol 
from non-food sources is one area. 
The second one is a molecule called 
butanol (butyl alcohol—a mole- 
cule with four carbon atoms as 
against two in ethalnol) that can be 
used similarly as ethanol, but 
which does not have the energy 
degradation and can be trans- 
ported in gasoline pipelines. 


LI1HOV MW 


INVMSOD 


In the past you have faced flak 
for being polluters- how is it 
now? You manufacture Teflon in 
India, the process of which was 
considered polluting in the US 
because of a chemical called C8... 
When you are 207 years old vou 
have a lot of history to deal with. 
The standards around water, air. 
land environment have increased 
substantially over the past 100 
years. We have always worked with 
governments, locally and nationally. 
to make sure we are meeting every 
regulation. We take that very se- 
riously. And we operate with global 
standards—so we bring the best 
technologies to India when we 
manufacture here and our stan- 
dards here are the same as in the vs. 


Are you satisfied with DuPont's 
rate of innovation globally? 
What I am proud of is that we have 
more connectedness now between 
the laboratories and businesses and 
the countries where we operate than 
| have ever seen in my 21 years 
with DuPont. In 2008, we had to cut 
staff and capital expenditure. We 
had long discussions on what to do 
with research and development. Do 
we stop programmes or do we not: 
We wanted to make sure that given 
the global financial crisis these pro- 
grammes were still relevant to our 
customers and markets. We decided 
to maintain our funding in research 
and development and in 2009 we 
had a record number of us patents 
issued. Customers also had a little 





time—they were not running as 
hard—so we could get their time 
and introduce new products. That 
was a real positive of what came 
out ofthe global crisis. 
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President and Chief Science and 
Technology Officer of the parent firm, 
who made the trip to India along 
with Kullman (see Passage Back To 
India); "In emerging markets such as 
these, we do not have time to waste." 

For DuPont, however, which has 
just about got its house in order after 
a difficult 2009, a scale-up in India 
may have to wait. "We have local 
manufacturing here in three centres 
in India. The knowledge centre will 
help us understand the local needs 
and determine what's next for us 
here," says Kullman. 

Indeed. it would appear that after 
sinking Rs 200-odd crore into the 
DuPont Knowledge Centre (DKC) in 
Hyderabad, DuPont will wait to see 
the results of those efforts before it 
takes a plunge into large-scale man- 
ufacturing. The global R&D centre in 
Hyderabad—DuPont's third in emerg- 
ing markets—is doubtless a significant 
outpost as it is the only centre outside 
the vs that does both agricultural and 
industrial biotech under the same 
roof. The pkc is also important be- 
cause it houses a bioinformatics lab, 
an engineering design facility—things 
that have till date been done only in 
the us. It has 260 scientists currently, 
and is built to accommodate nearly 
600. The centre has filed for three 
patents since starting operations 16 
months ago. 





“We cannot continue to grow at 20-25 per cent on year-on-year basis 


Without putting more in 


DA 


Cost or Value Proposition? 
India allows DuPont to develop prod- 
ucts at a lower cost with acceptable 
performance. Over-engineering is often 
central to value in developed markets 
as against cost in developing markets. 
Kalsi cites paint refinishes. "We have 
products which last a lifetime. Question 
is. do you need products with a life 
span of 20 years? So, we are developing 
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paint refinishes which last five years.” 

But the applications for these prod- 
ucts will be global. For example, the 
centre is working on ballistic resist- 
ant materials. "Our original designs 
were largely for the vs military. Here we 
are producing them for a different 


market. We are using different kinds of 


techniques, blends and fibres. I guar- 
antee that the product will have ap- 


vestment in local manufacturing “' 


DER S. KALSI / President/ DuPont South Asia 


plications across the world," says 
Vergnano. Rice is another big oppor- 
tunity being worked on at DuPont. 
India's hybridisation level is less than 
) per cent, relative to 50 per cent in 
China. And the company is focussing 
on developing traits relevant to India— 
improved yield, drought-tolerant and 
disease and pesticide-resistant. 

Yet, if India is a key market for 
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DuPont, a ramp-up of existing 
manufacturing capacities is inevitable. 
Amongst emerging markets India lags 
behind the likes of Brazil and China. In 
Brazil, for instance, where DuPont has 
been around for 73 years. the com- 
pany posted $1.6 billion in sales, has 
2,600 employees and 11 plants (al- 
though it opened a global R&D centre a 
year after it did in India—in 2009!). 
The China story is more compelling: 
After 21 years in the country, it clocked 
$1.7 billion in sales in 2009, has 30 
manufacturing sites, 6,500 employees 
and opened its global R&D centre in 
2006. In India, where DuPont's in- 
vestments in fixed assets are still just a 
paltry $100 million—as against $700- 
800 million in China—the 1 5-year-old 
subsidiary lags way behind on all pa- 
rameters. The question one is tempted 
to ask is: Is India just a cost proposition 
lor DuPont—which may explain why 
the R&D centre takes precedence over 
manufacturing—or does Delaware 
see big value emerging out of the 
country in the medium to long run? 
Kullman is quick to dismiss any 
such speculation. "If it's about saving 
a few dollars, then it's a short-term 
thing. If manufacturing is a way to 
create more value, that will be great. 
We have to put together the business 
plan. The knowledge centre is going to 


create a tremendous amount of 


opportunity, which may result in us 
thinking very differently two years 
from now." 

Adds Vergnano: "Today, India is 
#10 in the list of countries by revenues. 
Our aim is to quickly accelerate it to the 
top five. China was not in the top 10 a 
decade ago, yet it is #2 today." 

It's difficult to see that happening 
without a step-up in manufacturing 
operations. As Kalsi shrugs: "With 
the growth mission we have, we will 
have to look at manufacturing again 
in a different angle. We cannot con- 
tinue to grow at 20-25 per cent on 
year-on-year basis without putting 
more investment in local manufac- 
turing.” Over to Kullman. © 
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e (Back) to India 


DUPONT'S CHIEF SCIENCE & TECH OFFICER'S JOURNEY. 


tremendous," it's difficult to miss out on the irony. 
Chowdhry, 62, Senior Vice President and Chief Science 

& Technology Officer at DuPont, was born in 1947 in Mumbai—then 
much better known as Bombay—where she went on to obtain a 
bachelors degree in science from the Indian Institute of Science of 
the Mumbai University. She didn't see much of the city after that. 
After a master's degree from the California Institute of Technology, 
Chowdhry worked for a couple of years with Ford Motors and then 
went to the Massachusetts Institute of Technology for her PhD. In 
1977, she joined DuPont and today heads the innovation department 
of the innovation company of the world. 


W hen Uma Chowdhry says "the talent pool here (in India) is 





Last fortnight, Chowdhry, 
along with DuPont CEO Ellen 
Kullman, met up with BT in 
Mumbai (they also visited 
Delhi and Hyderabad, home to 
DuPont's knowledge centre), 
dressed in a Kota saree. "I try 
to come to India once a year," 
says Chowdhry who now lives 
in Wilmington, Delaware, with 
husband Vinay. 

At a time when most 
industries have been ravaged 
by a recession, Chowdhry has 
plenty of silver linings to show 
for her efforts. "In a recession 
year 39 per cent of our 
revenues came from our new 
products that had been intro- 
duced in the last five years," 
she beams. The company's 
decision not to cut back on 
research & development expenditure also resulted in 2009 being a 
record year in terms of patents issued. "We have become a lot more 
productive and if you look at the revenue per person in the last few 
years, it has grown tremendously. It is allowing us to do research at a 
much lower cost. In India, the cost of research is almost one-fourth of 
what we can do in a developed country," says Chowdhry who has 
been heading DuPont's scientific research function since 2006. 

So is her CEO satisfied with that? "| am never satisfied but 
innovation is a hard thing to schedule," quips Kullman. "And what is 
important is to really get to understand the Indian market." 

Chowdhry will clearly be making many more trips to Hyderabad 
in the years ahead. 





Spearheading innovation: Chowdhry 
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The | 
Innovator's 


DNA 


Five "discovery skills" separate 
true innovators from the rest of us. 


BY JEFFREY H. DYER, HAL B. GREGERSEN, 
AND CLAYTON M. CHRISTENSEN 





ow do I find innovative people for my 
organisation? And how can I become more 
innovative myself?” 

These are questions that stump senior exec- 
utives, who understand that the ability to innovate 
is the "secret sauce" of business success. 
Unfortunately, most of us know very little about 
what makes one person more creative than an- 
other. Perhaps for this reason, we stand in awe of 
visionary entrepreneurs like Apple's Steve Jobs, 
Amazon's Jeff Bezos. eBay's Pierre Omidyar, and 
P&G's A.G. Lafley. How do these people come up 
with groundbreaking new ideas? If it were possible 
to discover the inner workings of the masters' 
minds, what could the rest of us learn about how 
innovation really happens: 

In searching for answers, we undertook a six- 
vear study to uncover the origins of creative—and 
often disruptive—business strategies in particu- 
larly innovative companies. Our goal was to put in- 
novative entrepreneurs under the microscope. ex- 
amining when and how they came up with the 
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ideas on which their businesses were built. We especially 
wanted to examine how they differ from other executives and 
entrepreneurs: Someone who buys a McDonald's franchise 
may be an entrepreneur, but building an Amazon requires 
different skills altogether. We studied the habits of 25 in- 
novative entrepreneurs and surveyed more than 3.000 
executives and 500 individuals who had started innovative 
companies or invented new products. 

We were intrigued to learn that at most companies, 
top executives do not feel personally responsible for coming 
up with strategic innovations. Rather, they feel responsible 
for facilitating the innovation process. In stark contrast, 
senior executives of the most innovative companies—a 
mere 15 per cent in our study—don't delegate creative 
work. They do it themselves. 

But how do they do it? Our research led us to identify five 
"discovery skills" that distinguish the most creative execu- 
tives: associating, questioning, observing. experimenting, and 


networking. We found that innovative 
entrepreneurs (who are also caps) spend 50 
per cent more time on these discovery ac- 
tivities than do cos with no track record 
for innovation. Together, these skills make 
up what we call the innovator's DNA. And 
the good news is, if you're not born with 
it, vou can cultivate it. 

Innovative entrepreneurs have some- 
thing called creative intelligence, which 
enables discovery vet differs from other 
types of intelligence (as suggested by 
Howard Gardner's theory of multiple in- 
telligences). It is more than the cognitive 
skill of being right-brained. Innovators 
engage both sides of the brain as they 
leverage the five discovery skills to create 
new ideas. 

In thinking about how these skills 
work together, we've found it useful to ap- 
ply the metaphor of DNA. Associating is like 
the backbone structure of pNA's double he- 
lix: four patterns of action (questioning, ob- 
serving, experimenting. and network- 
ing) wind around this backbone. help- 

ing to cultivate new insights. And just as 
each person's physical DNA is unique, each individual we stud- 
ied had a unique innovator's DNA for generating break- 
through business ideas. 

Imagine that you have an identical twin, endowed 
with the same brains and natural talents that you have. 
You're both given one week to come up with a creative new 
business-venture idea. During that week, you come up 
with ideas alone in your room. In contrast, your twin (1) talks 
with 10 people—including an engineer, a musician, a stay- 
at-home dad, and a designer—about the venture, (2) visits 
three innovative start-ups to observe what they do. (3) 
samples five "new to the market" products, (4) shows a 
prototype he's built to five people, and (5) asks the questions 
"What if tried this?” and "Why do you do that?” at least 10 
times each day during these networking, observing, and ex- 
perimenting activities. Who do you bet will come up with the 
more innovative (and doable) idea? 

Studies of identical twins separated at birth indicate 
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that our ability to think creatively comes one-third from ge- 
netics; but two-thirds of the innovation skill set comes 
through learning-—first understanding a given skill, then 
practising it, experimenting, and ultimately gaining confi- 
dence in one's capacity to create. Innovative entrepreneurs 
in our study acquired and honed their innovation skills 
precisely this way. 
Let's look at the skills in detail. 


Discovery Skill t: Associating 
Associating, or the ability to successfully connect seemingly 
unrelated questions, problems, or ideas from different 
fields, is central to the innovator's DNA. Entrepreneur 
Frans Johansson described this phenomenon as the "Medici 
effect," referring to the creative explosion in Florence 
when the Medici family brought together people from a 
wide range of disciplines—sculptors, scientists, poets. 
philosophers, painters, and architects. As these individu- 
als connected, new ideas blossomed at the intersections of 
their respective fields, thereby spawning the Renaissance, 
one of the most inventive eras in history. 

To grasp how associating works, it is important 
to understand how the brain operates. The brain 
doesn't store information like a dictionary, where you 
can find the word "theatre" under the letter "T." 
Instead, it associates the word "theatre" with any num- 
ber of experiences from our lives. Some of these are log- 





Apple 's slo; 





ical (“West End" or “intermission”), while others may be less 
obvious (perhaps "anxiety," from a botched performance 
in high school). The more diverse our experience and 
knowledge. the more connections the brain can make. 
Fresh inputs trigger new associations; for some, these lead 
to novel ideas. As Steve Jobs has frequently observed, 
"Creativity is connecting things." 

The world's most innovative companies prosper by 
capitalising on the divergent associations of their founders, 
executives, and employees. For example, Pierre Omidyar 
launched eBay in 1996 after linking three unconnected dots: 
(1) a fascination with creating more-efficient markets, af- 
ter having been shut out from a hot Internet company's IPO 
in the mid- 1990s; (2) his fiancée's desire to locate hard-to- 


find collectible Pez dispensers: and (3) the ineffectiveness of 


local classified ads in locating such items. Likewise, Steve Jobs 
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is able to generate idea after idea because he has spent a life- 
time exploring new and unrelated things-—the art of cal- 
ligraphy. meditation practices in an Indian ashram, the fine 
details of a Mercedes-Benz. 

Associating is like a mental muscle that can grow 
stronger by using the other discovery skills. As innovators 
engage in those behaviours, they build their ability to gen- 
erate ideas that can be recombined in new ways. The 
more frequently people in our study attempted to under- 
stand, categorise, and store new knowledge, the more 
easily their brains could naturally and consistently make, 
store, and recombine associations. 


Discovery Skill 2: Questioning 
More than 50 years ago, Peter Drucker described the 
power of provocative questions. "The important and diffi- 
cult job is never to find the right answers. it is to find the right 
question," he wrote. Innovators constantly ask questions 
that challenge common wisdom or. as Tata Group 
Chairman Ratan Tata puts it, "question the unquestion- 
able.” Meg Whitman, former cro of eBay. has worked di- 
rectly with a number of innovative entrepreneurs, 
including the founders of eBay, PayPal, and Skype. 
“They get a kick out of screwing up the status quo,” she 
F told us. “They can't bear it. So they spend a tremendous 
' amount of time thinking about how to change the world. 
And as they brainstorm, they like to ask: ‘If we did this, 


gan "Think Different" is inspiring 
BUT INCOMPLETE. Innovators must consis- 
eS act different to think different. 


what would happen?" 

Most of the innovative entrepreneurs we interviewed 
could remember the specific questions they were asking at 
the time they had the inspiration for a new venture. 
Michael Dell, for instance, told us that his idea for founding 
Dell Computer sprang from his asking why a computer cost 
five times as much as the sum of its parts. "I would take 
computers apart...and would observe that $600 worth 
of parts were sold for $3,000." In chewing over the ques- 
tion, he hit on his revolutionary business model. 

To question effectively, innovative entrepreneurs do 
the following: 

Ask "Why?" and "Why not?" and "What if?" Most 
managers focus on understanding how to make existing 
processes—the status quo—-work a little better ("How can 
we improve widget sales in Taiwan?"). Innovative entre- 














' r eneurs, on the other hand, are much 
more likely to challenge assumptions 


nore | | SAM ALLEN 
("If we cut the size or weight of the — ScanCafe.com 
- widget in half, how would that change = MARC BENIOFF 
Salesforce.com 


the value proposition it offers?" ). Marc 
Benioff, the founder of the online sales 






software provider Salesforce.com, was Amazon.com 
full of questions after witnessing the am 

emergence of Amazon and eBay, two MIKE COLLINS 
companies built on services delivered Big Idea Group 
via the Internet. “Why are we stillload- ECT? COOK 
ing and upgrading software the way MICHAEL DELL 
we've been doing all this time when Delf Computer 
we can now do it over the Internet" he — &apoN GARRITY 
wondered. This fundamental question XanGo 


was the genesis of Salesforce.com. 
Imagine opposites. In his book The Opposable Mind, 
Roger Martin writes that innovative thinkers have "the ca- 


5 .. pacity to hold two diametrically opposing ideas in their 
<- heads." He explains, "Without panicking or simply set- 
- tling for one alternative or the other, they're able to produce 






a synthesis that is superior to either opposing idea." 
Innovative entrepreneurs like to play devil's advocate. 


-= "My learning process has always been about disagreeing 








- - with what I'm being told and taking the opposite posi- 
gis tion, and pushing others to really justify themselves,” 
~~ Pierre Omidyar told us. “I remember it was very frustrating 


for the other kids when I would do this.” Asking oneself or 
others, to imagine a completely different alternative can lead 
to truly original insights. 

Embrace constraints. Most of us impose constraints 
on our thinking only when forced to deal with real-world 
limitations, such as resource allocations or technology re- 
strictions. Ironically, great questions actively impose con- 


straints on our thinking and serve as a catalyst for out-of- 


the-box insights. (In fact, one of Google's nine innovation 
principles is "Creativity loves constraint.") To initiate a 
creative discussion about growth opportunities, one in- 
novative executive in our study asked this question: "What 
if we were legally prohibited from selling to our current cus- 
tomers? How would we make money next year?" This led 
to an insightful exploration of ways the company could find 
and serve new customers. Another innovative ceo prods his 
managers to examine sunk-cost constraints by asking, 
"What if you had not already hired this person, installed this 
equipment, implemented this process, bought this busi- 
ness, or pursued this strategy? Would you do the same 


-f1* 


thing you are doing today? 


Discovery Skill 3: Observing 
Discovery-driven executives produce uncommon business 


ae - ideas by scrutinising common phenomena, particularly 
the behaviour of potential customers. In observing others, 
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they act like anthropologists and social scientists. 

Intuit founder Scott Cook hit on the idea for Quicken fi- 
nancial software after two key observations. First he 
watched his wife's frustration as she struggled to keep 
track of their finances. "Often the surprises that lead to 
new business ideas come from watching other people work. 
and live their normal lives," Cook explained. "You see 
something and ask, 'Why do they do that? That doesn't 
make sense." Then a buddy got him a sneak peek at the 
Apple Lisa before it launched. Immediately after leaving 
Apple headquarters, Cook drove to the nearest restaurant to 
write down everything he had noticed about the Lisa. His ob- 
servations prompted insights such as building the graphical 
user interface to look just like its real-world counterpart (a 
checkbook, for example), making it easy for people to use it. 
So Cook set about solving his wife's problem and grabbed 50 
per cent of the market for financial software in the first year. 

Innovators carefully, intentionally. and consistently 
look out for small behavioural details—in the activities of 
customers, suppliers, and other companies—in order to gain 
insights about new ways of doing things. Ratan Tata got the 
inspiration that led to the world's cheapest car by observ- 
ing the plight of a family of four packed onto a single mo- 
torised scooter. After years of product development, Tata 
Group launched in 2009 the $2,500 Nano using a modular 
production method that may disrupt the entire automobile 
distribution system in India. Observers try all sorts of tech- 
niques to see the world in a different light. Akio Toyoda reg- 
ularly practices Toyota's philosophy of genchi genbutsu— 
"going to the spot and seeing for yourself." Frequent direct 
observation is baked into the Toyota culture. 


Discovery Skill 4: Experimenting 

When we think of experiments, we think of scientists in 
white coats or of great inventors like Thomas Edison. Like 
scientists, innovative entrepreneurs actively try out new 
ideas by creating prototypes and launching pilots. (As 
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Edison said, "I haven't failed. I've simply found 10,000 
ways that do not work.") The world is their laboratory. 
Unlike observers, who intensely watch the world, experi- 
menters construct interactive experiences and try to provoke 
unorthodox responses to see what insights emerge. 

The innovative entrepreneurs we interviewed all en- 
gaged in some form of active experimentation, whether it 
was intellectual exploration (Michael Lazaridis mulling 
over the theory of relativity in high school), physical tin- 
kering (Jeff Bezos taking apart his crib as a toddler or Steve 
Jobs disassembling a Sony Walkman), or engagement in 
new surroundings (Starbucks founder Howard Shultz 
roaming Italy visiting coffee bars). As executives of inno- 
vative enterprises, they make experimentation central to 
everything they do. Bezos's online bookstore didn't stay 
where it was after its initial success; it morphed into an on- 
line discount retailer, selling a full line of products from toys 
to rvs to home appliances. The electronic reader Kindle is 
an experiment that is now transforming Amazon from 
an online retailer to an innovative electronics manufacturer. 
Bezos sees experimentation as so critical to innovation 
that he has institutionalised it at Amazon. "I encourage our 


Innovative entrepreneurs GO OUT OF 
| HEIR WAY to meet people with dif ferent 
ideas to extend their knowledge domains. 





employees to go down blind alleys and experiment," Bezos 
says. "If we can get processes decentralised so that we can 
do a lot of experiments without it being very costly. we'll get 
a lot more innovation." 

Scott Cook, too, stresses the importance of creating a cul- 
ture that fosters experimentation. "Our culture opens us to 
allowing lots of failures while harvesting the learning,” 
he told us. "It's what separates an innovation culture from 
a normal corporate culture." 

One of the most powerful experiments innovators can 
engage in is living and working overseas. Our research 
revealed that the more countries a person has lived in, 
the more likely he or she is to leverage that experience to de- 
liver innovative products, processes, or businesses. In fact, 
if managers try out even one international assignment 
before becoming cto, their companies deliver stronger fi- 
nancial results than companies run by ceos without such 
experience—roughly 7 per cent higher market performance 
on average. P&G's A.G. Lafley, for example, spent time as a 
student studying history in France and running retail op- 
erations on us military bases in Japan. He returned to 
Japan later to head all of P&G's Asia operations before be- 
coming CEO. His diverse international experience has served 
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him well as the leader of one of the most innovative com- 
panies in the world. 


Discovery Skill 5: Networking 
Devoting time and energy to finding and testing ideas 
through a network of diverse individuals gives innovators 
a radically different perspective. Unlike most executives—who 
network to access resources, to sell themselves or their 
companies, or to boost their careers—innovative entre- 
preneurs go out of their way to meet people with different 
kinds of ideas and perspectives to extend their own knowl- 
edge domains. To this end, they make a conscious effort to 
visit other countries and meet people from other walks of life. 
They also attend idea conferences such as Technology, 
Entertainment, and Design (r&b), Davos, and the Aspen 
Ideas Festival. Such conferences draw together artists, 
entrepreneurs, academics, politicians, adventurers, sci- 
entists, and thinkers from all over the world, who come to 
present their newest ideas, passions. and projects. 
Michael Lazaridis, the founder of Research 
In Motion, notes that the inspiration for — 
the original BlackBerry occurred at a con- d 






ference in 1987. A speaker was describing a wireless data sys- 
tem that had been designed for Coke; it allowed vending ma- 
chines to send a signal when they needed refilling. "That's 
when it hit me," Lazaridis recalls. "I remembered what my 
teacher said in high school: 'Don't get too caught up with 
computers because the person that puts wireless technology 
and computers together is going to make a big difference," 
David Neeleman came up with key ideas for JetBlue—such 
as satellite tv at every seat and at-home reservationists 
—Tthrough networking at conferences and elsewhere. 
Kent Bowen, the founding scientist of crs technologies 
(maker of an innovative ceramic composite), hung the fol- 
lowing credo in every office of his start-up: "The insights re- 
quired to solve many of our most challenging problems 
come from outside our industry and scientific field. We 
must aggressively and proudly incorporate into our work 
findings and advances which were not invented here." 


Practice, Practice, Practice 

As innovators actively engage in the discovery skills, they be- 
come defined by them. They grow increasingly confident of 
their creative abilities. For A.G. Lafley, innovation is the 
central job of every leader, regardless of the place he or she 
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Try spending 15 TO 30 MINUTES 
EACH DAY writing down questions that 





challenge the status quo in your company. 


occupies on the organisational chart. But what if you—like 
most executives—don't see yourself or those on your team 
as particularly innovative? 

Though innovative thinking may be innate to some, it can 
also be developed and strengthened through practice. We can- 
not emphasise enough the importance of rehearsing over and 
over the behaviours described above, to the point that they 
become automatic. This requires putting aside time for you 
and your team to actively cultivate more creative ideas. 

The most important skill to practice is questioning. 
Asking "Why" and "Why not" can help turbocharge the 
other discovery skills. Ask questions that both impose and 
eliminate constraints; this will help you see a problem or op- 
portunity from a different angle. Try spending 15 to 30 
minutes each day writing down 10 new questions that 
challenge the status quo in your company or industry. "If I 
had a favourite question to ask, everyone would antici- 
pate it," Michael Dell told us. “Instead I like to ask things peo- 
ple don't think I'm going to ask. This is a little cruel, but I kind 
of delight in coming up with questions that nobody has 
the answer to quite yet." 

To sharpen your own observational skills, watch how cer- 
tain customers experience a product or service in their nat- 
ural environment. Spend an entire day carefully observing 
the "jobs" that customers are trying to get done. Try not to 
make judgments about what you see: Simply pretend you're 


How Innovators Stack Up 


This chart shows how four well-known innovative entrepreneurs rank 
on each of the discovery skills. All our high-profile innovators scored 


a fly on the wall, and observe as neutrally as possible. 

To strengthen experimentation, at both the individual 
and organisational levels, consciously approach work 
and life with a hypothesis-testing mindset. Attend semi- 
nars or executive education courses on topics outside 
your area of expertise; take apart a product or process that 
interests you; read books that purport to identify emerg- 
ing trends. When you travel, don't squander the oppor- 
tunity to learn about different lifestyles and local behav- 
iour. Develop new hypotheses from the knowledge you've 
acquired and test them in the search for new products or 
processes. Find ways to institutionalise frequent, small 
experiments at all levels of the organisation. Openly 
acknowledging that learning through failure is valuable 
goes a long way toward building an innovative culture. 

To improve your networking skills, contact the five 
most creative people you know and ask them to share 
what they do to stimulate creative thinking. You might also 
ask if they'd be willing to act as your creative mentors. 
We suggest holding regular idea lunches at which you 
meet a few new people from diverse functions, compa- 
nies, industries, or countries. Get them to tell you about their 
innovative ideas and ask for feedback on yours . 

Innovative entrepreneurship is not a genetic predispo- 
sition, it is an active endeavour. Apple's slogan "Think 
Different" is inspiring but incomplete. We found that inno- 
vators must consistently act different 
to think different. By understanding, 
reinforcing, and modelling the innova- 
tor's DNA, companies can find ways to 
more successfully develop the creative 








above the 80th percentile on questioning, yet each combined the spark In everyone, 
discovery skills uniquely to forge new insights. Miah pa Guy ed ba feret 
ASSOCIATING —— QUESTIONING — OBSERVING — EXPERIMENTING NETWORKING strategy at Brigham Young University in Provo, 
100 Micheel Del Utah, and an adjunct professor at the University 
of Pennsylvania's Wharton School. Hal B. Gregersen 
Sia (hal.gregersen@insead. edu) is a professor of 
80 leadership at Insead in Abu Dhabi, UAE, and 
Pare Fontainebleau, France. Clayton M. Christensen 
(cchristensen@hbs.edu) is a professor of business 
60 mT! RR administration at Harvard Business School in 
based ona Boston. The article was published in Harvard 


PERCENTILE 


104 BUSINESS TODAY April 18 2010 


Business Review, December 2009. Copyright 
@2009Harvard Business School Publishing 
Corporation. All rights reserved. 








xHarvard 
Business 
Review 


* Harvard Business Review, honing 
leadership skills, since 1922 








* Harvard Business Review South Asia, 
editorial content same as U.S. edition 


* Now with Premium Access 


«Wee 
MarN yrd Business 





4 AA 
\¥ s Rane 
ARIS ard Basins 1 











* on Print only. Savings on cover price. == 
(porai Nt 
Q 






Special Benefits: 
. Strategy 

* Innovation 

* Leadership 


1. Premium access - unlimited online 
access to HBR Archive. 





2. Annual "HBR List", an advance look 
at the most important ideas shaping 
business. 


3. Free Delivery to your home or office. 


3 EASY WAYS TO CONTACT US 


Set of 3 Books 











SPECIAL-TRAVEL & HOSPITALITY 





Good Days 





India's travel and tourism industry was one of the first and worst affected by the 


ven in their heydays, avi- 
ation and hospitality per- 
formed wav below their 
potential in India. Then a 
complex combination ol 
price wars, short-term overcapacity 
and global economic meltdown pushed 
these industries into a sea of red with 
mounting losses, widespread layofls 
and stalled investments. Therefore 
when the first signs ol recovery appe- 
ared around January 2010, caution 
preceded celebration. But as the first 


quarter of the vear ends, there are 


Hotel occupancy rates have gone up to 65% 0 
UL aia 


definitive signs of an upswing. 
Foreign tourist arrivals in January 
February 2010 were higher than dui 
ing the same months of 2009. A study 
by the World Travel & Tourism Council 
(wrrC) forecasts that, between 2005 
and 20158, India will report the highest 
annualised real growth of travel and 
tourism demand worldwide, at 9.4 
per cent. Travel and tourism accounted 
for 5.92 per cent of Gop in 2007-08, the 
latest year for which figures are avail 
able. By 2020, tourism-related acti 


ities will contribute about Rs 8,500 


billion to the GDI 

jut, despite the sector s high con- 
tribution to the economy, the govern- 
ment has proposed an outlav of just 
Rs 1,050 crore for tourism inirastruc- 
ture in the 2010-11 Budget. This is 
about 0.1 per cent of total government 
spending. Meanwhile, the industry is 
gaining from better occupancy rates, 
increased FTAS, a growing airline seat 
capacity and reach. The hotel industry, 
so far focussed on the big cities and 
the luxury category, is now ollering 
greater depth and width (read: mid 


Foreign tourist arrivals are up 13% to 
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global recession. It's finally bouncing back. manu kausuix 


market and budget category) and non 
conventional destinations. 


On the [lip side, India is widely be 


lieved to be a much more expensive 


destination than its Asia-Pacific coun 
terparts like Thailand, Malaysia and 
Singapore. To illustrate, a standard 
queen-bed three-star Ibis Hotel room in 
Gurgaon will cost vou $95.43 (Rs 
4,485). A similar three-star Ibis Hotel 
room with one double-bed in Bangkok 
would cost Rs $39.32 (Rs 1,848). A 
key reason for this anomaly is the 
huge deficit of budget hotels. 


Branded budget hotels offering 
clean and safe rooms across the coun 
try could trigger exponential growth 
in domestic tourism. But can thev 
bridge the gap? Domestic and foreign 
brands are trying their best—in the 
lace of archaic policies. A hotel's pro- 
moter has to approach up to 40 dif- 
lerent agencies to obtain 70-1 10 lice- 
nces and clearances. Nothing is 
spared: the fountain, neon sign, let- 
terbox, dustbin, the bathroom fit- 
tings—all need approval of some kind. 
In Singapore, a promoter needs six 


Hotels 
New Horizons 
Aviation 


licences from six agencies 

As far as physical infrastructun 
concerned, the new airports al 
Hyderabad and Bangalore. along wit! 
those being redeveloped at Delhi and 
Mumbai, promise better air travel 
Then, the government can encourag: 
more low-cost airlines and speeding 
up highway projects. 

lhis 87 special on Travel & Hospit 
ality dissects the problems (shortage 
of hotels, sagging inlrastructure). 
prospects (the rise of budget hotels) 
and takes a look at the years ahead. © 


India's airlines carried 8.05 million passengers in the first two months 
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India is projected to emerge as the top destination in the Indian Ocean region by 
2020, but faces a huge shortage of hotel rooms. Can budget hotels fill the gap? 


MANU KAUSHIK 


ianjin, an industrial city 
some 120 km south east 
of Beijing, has more hotel 
rooms than the Indian 





metros of Mumbai and 


New Delhi. The average number of 


rooms per branded hotel in Singapore 
is almost three times the comparable 
number in India ( 100). The world's 
largest hotel, the Venetian/Palazzo 
in Las Vegas, us, has 8,108 rooms. 
India's largest, Renaissance Mumbai 
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Hotel & Lakeside Chalet of the Marriott 
Group, has just 758 rooms. 

In short, the bad news: India has 
just around 1,25,000 hotel rooms 
across various categories (luxury, 
first-class, midscale and budget). Count 
out 60 per cent of this number (as 
that is the share of unbranded 
hotels), and you've got to agree with 
Patu Keswani, Chairman and mp, 
Lemon Tree Hotels. 

“India is terribly short in meeting 


the demand for travel accommoda- 
tion. For a country of our size and po- 
tential, it is astonishing to see the ra- 
tio of hotel rooms to the population. 
We have approximately one room 
per 10,000 people whereas the us has 
around 1.6 rooms per 100 people,” 
says Keswani, who is making a mark 
in the midscale and budget segment 
with his young brand. 

So, are hotel chains sitting idle? 
No. One in four hotel projects planned 





in the Asia Pacific region is in India. 
ranked second only behind China in 
the region's hotel "pipeline". But in- 
dustry watchers don't expect all the 
promised rooms to come up. Manav 
Thadani, mp, Hvs India, a hospitality 
and leisure consultancy firm, blames 
the credit crunch. "While most ho- 
tel brands are likely to continue with 
their committed projects, real estate 
developers have deferred large project 
plans," he says. Worse, even if all the 
94,115 branded rooms planned come 
up by 2013-14 as scheduled, it will 
not be enough. 

Now cut to the good news: for- 
eign tourist arrivals (FrAs) during 
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EXISTING AND PROPOSED BRANDED HOTELS 
IN MAJOR CITIES (2008-09) 


ni SUPPLY 

Bangalore 3889 | 

Chennai 3,307 

Delhi (NCR) 8,625 

Goa 2,195 

Hyderabad 2761 — | 5,884 
Kolkata 1373 

Mumbai 7,948 

Other Cities — T2777 

Aldia — 48475 — 


Source: HVS Hospitality Services 


January-February 2010 were up 
nearly 13 per cent over the same pe- 
riod of the previous year, to 10.9 lakh. 
The Madrid-based World Tourism 
Organisation sees India as the fastest- 
growing tourist market in the Indian 
Ocean region in the period up to 2020. 

Add to this the domestic tourist 
base (estimated at 563 million visits) 
and no wonder the tourism ministry 
estimates a shortage of 1.5 lakh ho- 
tel rooms with two-thirds of this re- 
quired just in the budget category 
(Rs 1,000-2,500 per night). 


Budget, a New Premium... 
Traditionally, Indian hotel chains 
have focussed on the premium seg- 
ment (five-star and five-star deluxe), 
and the industry is dominated by a 
handful of big names like Indian Hotels 
Co. of the Tatas, rrc and EIH Ltd. 
Sanjay Sethi, MD & ceo, Berggruen 
Hotels, backed by an eponymous pri- 
vate capital group in New York, says 
this happened because of high land 
prices and the glamour of owning a 
five-star hotel. “The majority of hote- 
liers didn't even look at the mid-mar- 
ket segment. In the last 4-5 vears, 
the industry has increasingly felt the 


need to create a complete range of 


budget to mid-scale hotels,” says Sethi. 


PROPOSED 
SUPPLY 


10,784 
4,945 


OVERS YRS SUPPLY BEING. 
DEVELOPED 

TM 58% +» 

150% 67% > 

192% 53% > 
78% 31% 

| — 20396 739 | 

293% 62%  . 

168% 73% > 

204% 58% . 


who is building the Keys Hotel econ- 
omy brand in India. 

According to Rajiv Sahni, Partner 
(Head of Real Estate & Hospitality). 
Ernst & Young, the budget segment 
has traditionally been associated with 
unorganised, low-priced and non- 
standard services. “Now, it is poised for 
the next level of growth with the entry 
of international hotels with their mid- 
market brands and diversification of 
traditional Indian hoteliers into the 
mid-market segment.” says Sahni. 

He expects the category to report 
a compounded annual growth rate 
(CAGR) of 25 per cent against the lux- 
ury segment's 8-10 per cent CAGR 
over three years. This is attracting 
not just foreign brands like Accor. 
Mariott, Hilton, Choice, Holiday Inn 
and Best Western but also domestic 
majors such as Indian Hotels, rrc and 
Sarovar Hotels and newcomers IHHR, 
Berggruen and Royal Orchid. 

Some already have a headstart 
Sarovar Hotels, which runs 42 hotels 
under different brands in the pre- 
mium. mid-market and budget seg- 
ments, is adding 27 hotels by 2012— 
two-thirds in the mid-market and 
economy range. Berggruen currently 
runs 460 rooms spread over 
five hotels from Ludhiana to 


April 18 2010 BUSINESS TODAY 109 





"FACTORS SUCH AS SETTING UP LAND BANKS AND SECURING AN INFRASTRUCTURE INDUSTRY 
STATUS ARE SOME OF THE PRIORITY CONCERNS OF THE HOSPITALITY INDUSTRY" 


Nakul Anand/ Divisional Chief Executive/ ITC Hotels Division 


Thiruvananthapuram and aims to 
add 25 hotels in the next three years 
for a total room count of 3.000. 

Lemon Tree Hotels currently op- 
erates 1,227 rooms across its epony- 
mous midscale brand and the Red 
Fox budget category brand. It will be 
adding 2,265 rooms by 201 3. Roots 
Corp. (a unit of Indian Hotels), which 
runs Ginger Hotels, is planning to add 
2,500 budget hotel rooms by the next 
year at key locations such as trading 
towns and tourist spots. 

ITC-Welcomgroup's mid-price 
segment brand Fortune Hotels has 
34 operational hotels at present 
(2,635 rooms) and 24 signed prop- 
erties (2,442 rooms) which are at 
various stages of development. 

International hotel chain 
InterContinental Hotels Group (1HG) 
has also chalked out plans to open 
23 new mid-market Holiday Inn ho- 
tels in the next few years, which ac- 
count for over half of its development 
pipeline in the country. 

Unlike that in the premium seg- 
ment, opportunities here exist across 
a wide range from budget and smart 
basics category (two- and three-star 
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classification) to less-frills-high-facil- 
itv hotels (four and basic five-star). 
The attraction, however, is to- 
wards the budget and mid-market 
segment, says Berggruen's Sethi, be- 
cause it promises a higher internal 
rate of return than the luxury seg- 
ment. In addition, breakeven periods 
are shorter and expenses lower. 


CHECKING IN 
FOR THE ACTION 


Local and foreign brands crowd the 


mid-scale & budget segment. 
HOTEL NAME NUMBER | BY THE 
OF ROOMS YEAR 

Ibis Hotels 2909 2012 
Sarovar Hotels* 3014 | 2012 
Keys Hotels 3000 | 2013 
Lemon Tree Hotels^ 3,492 | 2013 
Ginger Hotels 454 | 200. 
Peppermint Hotels 1,500 | 2013 
Fortune Hotels 5077 na. 


*lncludes Sarovar Portico, Park Inn and Hometel brands 
Source: BT Research 


“Includes Red Fox Hotels 


Typically, it costs around Rs 15-25 
lakh to build an economy room 
whereas the cost of luxury room can 
be upwards of Rs 1 crore, excluding 
the land cost. While an economy room 
sells at around Rs 1,500-4,000 a 
night depending upon the location, a 
five-star deluxe room typically costs 
over Rs 10,000. 

"The faster pick-up of the mid- 
market segment is a result of huge 
pent-up demand in this segment. Till 
last year, we had 57-58 per cent oc- 
cupancy rates in our 217-room Ibis 
Hotel in Gurgaon. However, from 
January this year, the occupancy 
rates have gone up above 70 per 
cent," says Uttam Dave, Head of 
Development for Accor Hotels, which 
runs the Ibis mid-market brand— 
indicating a return to the average 
occupancy rates in the peak years 
of fiscal 2007 and 2008. 

One reason for this rise in occu- 
pancy is the thrifty traveller. Prabhat 
Pani, ceo & MD, Roots Corp., claims 
that over 80 per cent of his clients 
are business travellers who are look- 
ing for affordable accommodation 
near or within the prime business dis- 


For more information, pleas« 
contact your local IFA investment ivico 
on www.investinfrance.org 
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tricts. "These people appreciate 
our ‘value for money’ rates and of- 
ten stay at our hotels even during 
their leisure travelling," Pani says. 

Ginger Hotels provide facilities 
that defy market expectations of 
an economy product, including a 
work area, a 20-inch tcp televi- 
sion with satellite channels, a mini- 
ridge and a coffee maker. Other 
guest facilities at Ginger Hotels in- 
clude an automatic check-in kiosk, 
a multi-cuisine restaurant, 24x7 
collee outlet, meeting room, gym, 
cyber cale, digital safe-deposit boxes, 
and Wi-Fi in the public areas and 
individual rooms. All for Rs 1,000- 
2,400 a night. 


..But Big Bang Elusive 

Back to the problem: not enough 
rooms. Will all these names be 
able to plug the gap? Not unless 
the government, at all levels, 
sorts out policy glitches dogging 





the hotels business still would have 
to deal with a bunch of opera- 
tional challenges. For the mid- 
market and budget brands, infla- 
tionary trends in food supplies are 
hurting the profitability of restau- 
rants and bars. One response 
among the mid-market and 
budget chains is cutting down on 
the number of outlets. "Although 
the F&B business is profitable, their 
margins (40-50 per cent) are 
much lower than guest-room 
margins (85-90 per cent). In some 
cases, where the F&B component is 
lower, the margins can go up to 
65 per cent," says Ajay Bakaya, 
Executive Director, Sarovar Hotels 
& Resorts, referring to the food 
and beverages business. 

At the upper end of the in- 
dustry, experts such as Thadani 
of uvs India predict, it may take 
18-24 months to get back to the 
fiscal 2008 peak levels in the ho- 


"INDIA IS TERRIBLY SHORT IN MEETING DEMAND FOR TRAVEL ACCOMMODATION....WE HAVE APPROXI- 
MATELY ONE ROOM PER 10,000 PEOPLE WHEREAS THE US HAS AROUND 1.6 ROOMS PER 100 PEOPLE" 


Patu Keswani/ Chairman and MD/ Lemon Tree Hotels 


the industry for decades. These prob- 
lems range from scarcity of land and 
archaic land use laws, when land 
is lound, to extensive licencing. 
Amitabh Kant, a former joint sec- 
retary for tourism, attributes the short- 
age of hotels to the land scarcity created 
by the government. Kant, the man 
behind the "Incredible India" cam- 
paign, says: "Indian land laws are out- 
dated and need to be modified to ad- 
dress the real problem faced by the 
hotel industry." In a city such as Delhi, 
the so-called floor area ratio is limited 
at 2.25 compared to New York's above 
20. In other words, a hotelier can con- 
struct only 98,000 sq.ft (equivalent 


to 2.25 acres) of floor space on a plot of 


| acre. In New York, the hotel's space 
could be almost 10 times more. Result: 
Land accounts for up to half of the to- 
tal hotel cost in India versus some 
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| 2-15 per cent abroad. 

Such high costs. agrees Jan Smits, 
Regional mp, inG Asia Australasia, “of- 
ten discourages an investor to put in 
money in new hotels. The land prices 
are rising compared to the occupancy 
levels and this is creating a mismatch". 

In fact, land is a common prob- 
lem for big/luxury hotels and the 
budget ones. 

Nakul Anand, Divisional Chief 
Executive, rrc's Hotels Division, rec- 
ommends some fixes. Earmark land 
plots for hotels, give the hotels in- 
dustry infrastructure status for tax 
benefits, and create a single win- 
dow for government clearances for 
hotel projects. Hotels need up to 
110 clearances and licences from 
government and local agencies to 
set up shop. 

But even if all these were fixed, 


tels business. A 10 per cent jump 
in the number of hotel rooms from 
projects started in the 2004-2007 
years in anticipation that good times 
would continue resulted in a glut 
in the industry (demand in fiscal 
2009 grew only 8 per cent). Supply 
continues to come into the market 
and events such as the 26/11 terror 
attacks in Mumbai make for an un- 
friendly business climate. 

While hotels in Delhi and a cou- 
ple of other metros see a recovery, 
those in many other cities are still 
nowhere near Revpar (short for rev- 
enue per available room, a metric 
hotels measure their fortunes by) 
numbers of fiscal 2008, and it may 
take up to two years for the market 
to absorb the new capacity. 

Still, the worst is clearly behind 
the industry. © 
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New 
Horizons - 


Improved connectivity and proactive tourism boards 
have led to the birth of new holiday destinations—from 
Tawang in Arunachal Pradesh to Agatti in Lakshadweep. 
But a lot more needs to be done. numan cHaTToPaDHYAY 


Camping in Ladakh: At 10,500 feet and above, 
tents are not for the faint-hearted 
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or the Kolkata-based 

Dasguptas, a holiday in 

the hills had always 

meant a trip to Darjeeling 

or, when money and 
time permitted, a longer one to dis- 
tant Manali. But, last October, 
tempted by the pictures their 
teenaged son's friend had put up 
on Facebook, the family of four 
booked a trip to Tawang in 
Arunachal Pradesh. "It was unlike 
any other holiday we had ever 
taken. True, the hotels were not top 
class, but the views made up for it. | 
have never breathed cleaner air, 
nor seen such pristine blue lakes. 
The people were very friendly too 
and my wife bought a suitcase load 
of local handicraft,” recalls Abhik 
Dasgupta, 47, Manager of a na- 
tionalised bank branch in Kolkata. 

As the Manalis, Darjeelings, Goas 
and Ootys of the world get saturated 
with thousands of tourists visiting 
them even in off season, the Indian 
holiday maker is increasingly seeking 
greener pastures. Or even the salt 
pans of the Rann of Kutch, to get a 
glimpse of wild asses. 

"We regularly get enquiries from 
individuals, families and groups 
about new destinations, which have 
more open spaces and are not over- 
crowded," says Kirit Thakar, Senior 
Tourist Officer. Gujarat Tourism. 
While places such as Somnath and 
Gir continue to get tourists, it is the 
success of less-trod places such as the 
Little Rann and Dholavira (India's 
largest Harappan civilisation site, 
where excavation is still on) that has 
got Thakar excited. 

"Till 2006-07, barely 300 tourists 
would visit the Rann of Kutch even in 
the October to March peak season. In 
2009, that number shot up to a little 
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Little Rann of Kutch ^ Sept.-Mar. 

Gujarat 

Leh, Kashmir Mar.-May, Aug.-Oct. 
Kaziranga, Assam Oct.-Mar. 

Coorg, Karnataka All year 
Cherrapunji Oct.-Mar. 
Meghalaya 

Sangla, Himachal . Mar.-Jun. 

Tawang, Arunachal Sept.-Mar. 
Sindhudurg Oct.-Mar., Monsoons 
Maharashtra 





Saline desert cum seasonal wetland. 
The Indian wild ass; migratory birds. 
Home-stays in tribal mud huts. 


Trekking, rafting, luxury tents. 
One-horned rhino and elephant rides. 
Coffee plantations, home-stays. 


One of the wettest places on earth; 
Natural bridges made of trees. 


Trekking, deluxe tents, not yet 
accessible by air or train. 


Unspoilt natural lakes and hills. 
Bamboo products and sarees. 


Ideal for long walks; 


Home-stays. 
families with elderly people. 
Luxury home-stay facilities. 


Based on top 10 emerging destinations identified by Cox & Kings and Countryside Adventure Holidays 


over 7,800, an increase of over 25 times 
in less than three years,” points out 
Thakar. Earnings from tourism in Kutch 
and the adjoining regions have also 
grown from just Rs 15-16 crore in 2007 
to almost Rs 50 crore in 2009. What 
triggered this spurt? The Gujarat gov- 
ernment started package tours to 
Dholavira and the Rann and also tied up 
with residents for home-stay facilities. 
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"MOST OF THE UPCOMING DESTINATIONS NOW HAVE BETTER ROAD AND AIR CONNECTIVITY. 
WHILE GOOD HOTELS ARE YET TO COME UP IN SOME LOCATIONS, MANY HAVE HOME-STAY 
FACILITIES, SOMETHING THAT YOUNGER TOURISTS, AT LEAST, SEEM TO PREFER" 


Milind Bhide/ Co-founder/ Countryside Adventure Holidays 


“We have converted several tradi- 
tional tribal mud huts or boogas into 
modern double-bed rooms with at- 
tached baths. These are a big hit with 
both foreign and Indian tourists,” 
says Thakar. 

The fact that there are more 
Indians under the age of 35 than 
ever before is also a reason why off- 
beat destinations are gaining in pop- 
ularity. The young are willing to ex- 
periment, try out new places. They 
enjoy camping and staying in tents 
and more and more families are now 
asking about home-stay options on 
holidays, say tour operators. Five- 
star hotels are not a must with the 
young, unlike their 50-plus coun- 
terparts who like to wallow in the 
luxury of a deluxe suite. 

According to Karan Anand, Head, 


Relationships and Marketing of Cox & 
Kings India, some of the most sought- 
after emerging destinations are 
Cherrapunji, Kaziranga and Tawang 
in the North-east, Agatti in the 
Lakshadweep islands and the Little 
Rann in Gujarat, 

Bangalore-based Braganzas who 
recently took a Rs 20,000 per person, 
four-days-three-nights Cox & Kings 
holiday package to Lakshadweep, 
say that whenever they plan a holi- 
day nowadays, they look for a desti- 
nation that’s off-the-beaten track 
and check if home-stays are avail- 
able. “At Agatti, we had the beach al- 
most to ourselves—there were just 
three families, and 10 people. Apart 
from the 10 of us I think there were 
only about a dozen others staying 
in an adjacent hotel. It was a pleasure 


taking strolls, going for a swim or 
going paragliding without bumping 
into someone we know,” laughs 
Dominic, 36, a member of the family. 

Most tour operators agree that 
holiday makers are bored with the 
tried-and-tested destinations, be it the 
hills, forests or the beaches. “Most of 
the upcoming destinations, on the 
other hand, now have better road 
and air connectivity. While good 
hotels are yet to come up in some 
locations, many have home-stay fa- 
cilities, something that younger 
tourists, at least, seem to prefer." says 
Milind Bhide, Co-founder, Countryside 
Adventure Holidays. Countryside or- 
ganises regular group tours to Ladakh, 
and the Spiti and Sangla valleys where 
home-stay facilities are gaining in 
popularity. Going by the number of 


"TILL NOW HOTEL CHAINS HAVE BACKED OFF FROM PROJECTS HERE CITING LACK OF TOURISTS. 
NOW THAT TOURISTS ARE COMING IN, WE HOPE THEY WILL FOLLOW SUIT” 


Tage Buda/ Deputy Director/ Arunachal Tourism 
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clients that Countryside alone gets 
every year, the number of tourists 
going to Ladakh has jumped by over 
820 per cent since 2006-07. "It's 
phenomenal. Even Himachal has seen 
a 210 per cent rise in overall tourist 
traffic 2006-07 and 
Uttarakhand has seen close to a 1 50 
per cent increase,” says Bhide. 

Over 3,000 km away from the 
snow-covered Sangla Valley (altitude: 


since 


8,900 feet), the nondescript towns of 


Tawang and Ziro in the North-east 
frontier of India have witnessed a sim- 
ilar influx of tourists. “People come to 
visit us now that the Madhuri Dixit 
lake has made us famous,” jokes Tage 
Buda, Deputy Director of Arunachal 
Tourism. (Bollywood hit Koyala, star- 
ring Madhuri and Shah Rukh Khan, 
was shot at Sangeshwar Lake.) Tourists 
flock to Sela Lake and Sangeshwar 
(now renamed after Madhuri ). 

The inflow of tourists has jumped 
from around 8,000 in peak season 
during 2008 to over 17,000 in Ziro 
and to 23,000 in Tawang in 2009. 
This has helped the local handicraft 
and handloom market grow and en- 
abled many locals to find jobs or start 
their own business. 

“Locals are starting hotels, some 
have opened handicraft shops and 
tribal villages are being encouraged to 
let out some traditional homes for 
home-stay facilities. We have plans to 
convert at least a few dozen tradi- 
tional tribal homes called ude (made 
of bamboo) into guest houses for 
tourists,” says Buda. 

In fact, the concept of home-stays 
has become such a hit that large cor- 
porate houses are also getting into the 
game. Mahindra Holidays & Resorts 
has created a division, Mahindra 
Homestays, which offers home-stay 
options across 15 states and 260 dif- 
ferent homes to tourists. The homes, 
many owned by retired Army officers, 
non-resident Indians or old, landed 
gentry, come in all shapes and budgets: 
from renovated palaces and Rajput 
havelis to planters’ bungalows. “The 


packages start at Rs 7,500 for a week- 
end and go up to Rs 14,000 and 
above for luxury home-stays. We 
have tie-ups with homes in Kerala, 
Coorg in Karnataka, Dehradun and 
Nainital in Uttarakhand and many 
towns in Rajasthan,” says an official 
of the company. 

All these initiatives, however, are 
more in the nature of a scramble 
aimed at grabbing tourists by offering 
the unusual. To maintain the flow, 
these locations need lots of basic 
amenities, forget about hotels, says 
Thakar of Gujarat Tourism. “We are 


tourism: The Rovale india Tours 
fer week*iong holiday$ aboard the 
Maharaja Ex@ress 


Super-iuxury 


hoping our new tourism policy (due 
in April) will bring in big players from 
the hospitality industry to Kutch. We 
badly need quality hotels to come up 
in and around Bhuj to attract more 
tourists. Also, Bhuj needs more flights 
and trains," he says. 

The Arunachal Tourism story is 
quite similar. "Till now hotel chains 
have backed off from projects here cit- 
ing lack of tourists. Now that tourists 
are coming in, we hope they will follow 
suit," savs Arunachal Tourism's Buda, 
adding that a few more flights to 
Lilabari and Tezpur and perhaps a new 
rail line to the state will see tourism 
and allied businesses receiving a boost 
in Arunachal. 9 


TAKE YOUR 
HOTEL ALONG 


he Indian Railways has inked a 

Rs 60-crore deal with one of India's 

largest domestic tour operators, 
Cox & Kings, to start the first ever 
public-private partnership in passenger 
services. The Royale India Tours, a 50:50 
JV between Cox & Kings India and Indian 
Railway Catering & Tourism Corporation, 
has started two super-luxury trains that 
will run across India on week-long tours. 
Christened Celestial India and Royale 
India, the trains will run from Kolkata to 
Delhi and Delhi to Mumbai respectively. 

The train has 23 customised coaches, 
with a total passenger capacity of 84. The 
coaches will have four, three or two cabins 
each, while the presidential suite occupies 





one entire car. The train also boasts of two 
fine-dining restaurants, an observation 
lounge with a bar and game tables. Each 
"room" has satellite television, Internet, 


per night and go up to $2,500 for the 
presidential suite. The ticket covers 
accommodation, meals, spirits and sight- 
seeing, including entrance fees, guides, 
tour managers, and entertainment. “Our 
target is the foreign tourist and the 
well-to-do-Indian tourist who have money 
but till now haven't got state-of-the-art 
travel options in the country," says a 
senior railway official. 
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Weakening 


Headwinds 


Air travel is growing at a record clip. Most airlines are losing less than 
they were last year. Airport projects are heading to completion. 
Will 2010 be the turnaround year for aviation? kusHan mitra 
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On the uptick again: Passengers check into RGI Airport, Hyderabad 


anuary and February saw 

airline passenger numbers 

grow substantially over 

the same months of 2009 

and even topped the fig- 

ures for the first quarter of last year. 

But the really good news for the ind- 

ustry was that passenger numbers 

grew substantially over the first two 

months of 2008, a record year in 
Indian aviation. 

Cheers for the aviation industry? It 
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isn't that simple and airline compa- 
nies have a long way to go before they 
come out of the dark clouds they are in. 
Indian carriers such as Air India, Jet 
Airways and Kingfisher Airlines still 
have to deal with the massive losses 
of 2009, estimated by industry body 
[International Air Transport Association 
at over $2 billion—a third of what the 
industry lost globally. 

Air India is still in dire financial 
shape and talk of increasing the 
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bailout the government is putting to- 
gether is becoming louder. It is still un- 
clear how any rescue package will 
work for the airline unless it deals 
with big expenses such as a big work- 
force or interest charges on new 
planes. Jet Airways has been forced to 
rethink its domestic strategy. con- 
verting up to two-thirds of its capac- 
ity to its no-frills service, Jet Konnect. 
It has also leased out at least seven of 
its dozen large Boeing 777-300ER 
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planes, even selling one to an emi- 
rate in the UAE. 

Kingfisher Airlines, saddled with 
Rs 7,400 crore of debt, has had to 
pare back growth, choosing not to 
take delivery of its long-haul Airbus 
A340-500 aircraft, which were orig- 
inally planned to fly routes such as 
Bangalore-San Francisco, and re- 
turning even some of their leased short- 
haul A320 planes. In the process. its 
image took a knock when it was taken 
to court by Gk Capital Aviation Services, 
a leading lessor of planes. 

But, this is good news for smaller, 
low-cost airlines. Carriers such as 
IndiGo have rushed to take advan- 
tage of the needs of thrift-conscious 
customers and pared capacity on some 
routes, IndiGo, the country's fourth- 
largest airline today with a 15 per 
cent share of the market, recently 
took delivery of its 25th aircraft and 
President Aditya Ghosh told Business 
Today that the airline would be adding 
nine aircraft before 2010 was over 
and also hiring around 1,000 peo- 
ple. Sure, this is slower from its earlier 
expansion plans but IndiGo—4ogether 
with rival SpiceJet—makes for the 
contrarian in a market full of belt- 
tightening airlines. 

With growth coming back to the do- 
mestic airline market, the prediction 
for the long term has suddenly turned 
bright. Even Kinglisher's woes seem to 
be ending with the airline planning to al- 
most double its fleet size by 2016 to 
128 aircraft, according to a company 
presentation. The airline's plans are 
that these aircraft, which will start get- 
ting inducted by 2012, will allow the air- 
line to bolster its international opera- 
tions. Already, Kingfisher is adding sev- 
eral international services, including 
Delhi-London, Delhi-Hong Kong, Delhi- 
Bangkok and Delhi-Dubai. 

Archrival Jet Airways, which cut 
back services on some overseas routes 
in the downturn, is also adding new 
frequencies outside India. For the first 
time in nine months, the Naresh 
Goyal-chaired airline reported net 
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profits in the December 2009 quarter, 
helped by operating profits from in- 
ternational operations. 

Both Jet and Kingfisher will run 
into established international carriers 
Singapore Airlines and Lufthansa AG 
at the expensive end of the market 
and others like Malaysian low-cost 


MERE EMEN 
FLYING BACK IN VOGUE 


@ Some 8.05 million passengers 

flew in first two months of 2010 alone, 
one-fifth more than the same period 
last year. 

@ More than two-thirds of airline 
capacity today is in the no-frills 
category, up from 40-50 per cent 

late in 2008. 

€ Airlines are talking expansion again: 
Indigo is expanding its fleet more than 
athird in 2010, Kingfisher plans to 
double fleet to 128 aircraft by 2016. 

€ New international carriers such 

as Air Asia are drastically driving down 
fares to South East Asia. 

€ Airport modernisation in Delhi, 
Ahmedabad near completion this year. 


€ 12 new airports projects approved 
across India, including at Durgapur 
and Ludhiana. 


operator Air Asia for business from 
customers preferring low-priced tick- 
ets. Ahead of the 2010 summer, these 
airlines are offering two-way tickets 
for as less as Rs 29,000 to London 
from Delhi and Rs 11,000 from Delhi 
to Kuala Lumpur. 

The signs of revival in the air are, 
however, yet to get reflected on the 
ground. India's aviation infrastruc- 
ture-—read: airports and handling of 
flights, passengers and cargo—has not 
managed to keep pace with growth 
even though the situation is far better 
than the 2006-2008 years when it 
was not unusual for a plane to circle 
over Delhi and Mumbai waiting for its 
turn to land because the airports on 
the ground couldn't handle more than 
35 flights an hour. Today, Delhi's Indira 
Gandhi International Airport is capable 


of handling a flight almost every 
minute, still behind Heathrow's two-a- 
minute or Atlanta's four-a-minute traf- 
fic. but that's still a big improvement. 

Mumbai's Chatrapati Shivaji 
International Airport recently fin- 
ished resurfacing its runways, 
allowing it to expand services. The 
country's biggest aviation infra- 
structure project, the Rs 9,000-crore 
modernisation of the Delhi Airport, 
including a new runway and a new 
48-gate terminal, are getting ready to 
be inaugurated, tentatively early- 
July, according to Kiran Grandhi, 
Managing Director, Delhi 
International Airport Ltd. 

The bigger problem, says the head 
of a Delhi-based corporate looking to 
launch a regional airline, is with air- 
ports in smaller cities and towns. 
“There is no way to fly from Lucknow 
to Dehra Dun, for example. or if you are 
a tourist in Rajasthan, you cannot get 
from Jaipur to Udaipur,” says Ankur 
Bhatia, Executive Director, Bird Group. 

Better aviation infrastructure in 
India's Tier-II and HI cities, argues 
IndiGo's Ghosh, can boost traffic. "If the 
airport experience is good, people 
should want to fly more," he says, pre- 
dicting that the potential growth in 
the aviation sector will come from 
Tier-II cities and adding that IndiGo 
plans to add flights to smaller towns. 

Better airports in smaller cities is a 
goal high on the agenda of Civil 
Aviation Minister Praful Patel, who 
points out that modernisation at air- 
ports like Ahmedabad is nearing com- 
pletion. Work is also on at 35 non- 
metro airports, and 12 new airports, in- 
cluding at Durgapur and Ludhiana, 
which have been given the go-ahead. 

If 2009 went down as a year of 
red ink and tears, India’s aviation 
fraternity is hoping that 2010 will 
signal a revival of their fortunes. 
With consumers spending more on 
travel, airline fleets trimmed to op- 
timal capacities and better airports 
on the horizon, the industry might 
just get its wish. © 
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sound infrastructure and a slew of investor- friendly 

plans have been drawn up to attract investments 

into the State. Power is the universally acclaimed 
growth engine so far as the infrastructure sector is 
concerned. West Bengal has been one of the major States 
pursuing the power augmentation drive. Apart from the 
Central sector NTPC and NHPC, the States own West 
Bengal Power Development Corporation (WBPDCL) 
has been going on adding to the energy capacity while the 
West Bengal State Electricity Distribution Co Ltd 
(WBSEDCL) and the West Bengal State Electricity 
Transmission Co Ltd (WBSETCL) have been upgrading 
the vital distribution and transmission networks. Both 
these utilities are alive to the demand for quality power 
without which the industrialization dream never gets 
realized. 


Like power, Information Technology (IT) today is a great 
driving factor in international business. The State, with its 
huge talent pool and dedicated IT hub, makes for an ideal 
investment destination for national and international big 
names in this sector. WEBEL is a catalyst in this initiative. 


Here; some of the key stakeholders in the state discuss their 
rolagimthe investment destination of The East. 
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WEBEL Managing Director, tinal Dasgupta, said th 
system that maintained a complete inventory of a à 
registered vessels could easily pick any deviant craft - 
and their operators." We have started using the system 
for fishermen going out in the sea in West Bengal". 
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WEBEL, the West Bengal Government owned holding 
company mandated to facilitate growth of IT industries is 
quietly re-orienting itself through a convergence of 
commercial interests with social commitments. 


On the one hand, it is bidding for installation of new- 
generation gates for the upcoming East-West Metro, the 


' company has developed a software that may ensure total 


security along India's vast coastlines and pre-empt 26/11- 
like attacks from the sea. 


WEBEL Managing Director, Tamal Dasgupta, said that a 
system that maintained a complete inventory of registered 
vessels could easily pick any deviant craft and their 
operators." We have started using the system for fishermen 
going out in the sea in West Bengal". 


As for the metro gate WEBEL had recently demonstrated it to 
the centre of Indian railways Information systems (CRIS) in 
Delhi" We are also bidding for automatic ticket-vending 
kiosks which will be provided with software to accept only 
genuine Indian Currency notes. We can wis de 


can pick up and teret suspicious 
or a group of persons." 
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Sagardighi Thermal Power Project 
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The Bengal Tiger is on the move ! 


About 90,000 people working in more than 600 IT companies. 
3596 of IT professionals in India are from Bengal. 


Emerging Mega IT habitat at New Town, Jagadishpur and in the surrounding areas, 
very close to Airport. 


More such IT hubs are coming up in 2 tier cities like Siliguri, Durgapur, Kalyani, 
Kharagpur and Haldia in near future. 


India's first ever semiconductor design centre to be operational at Kolkata. 
A new cable landing station at Digha. 

Innovative Multi-media study kits for school children from backward areas. 
Special emphasis on women empowerment programs. 


India's first ever metro city, Kolkata, now with east-west metro, which will connect 
Howrah to the IT hub through underwater rail. 


net me 


Department of Information Technology 
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WEBEL has 


challenged to 


leveloped software's enabling the visually 
read any text through Braille conversation 
and convert texts into sign languages for those afflicted 
we have also developed telemedicine 
faraway districts” 


with cerebral palsy. 


facilities for critica! patients in 
Dasgupta added 

West Bengal has been consistently ranked among the top in 
ower availability and quality. The state's power 
1 fact been one of the chief attractions to 
and entrepreneurs from outside the state. The 
hunk of investments in the 
ist few years. Additional 2,470 MW generation 


pacity has been added in State Sector at the end of 


terms ni 
infrastructure Nas 
imyvactyre 


DWE 


setar attr ted À major 


financia! vear 2009. Though, some of these projects have 
been delaved, the additiona! capacity has helped the sector 
in meeting the increased demand for electricity in West 


Bengal and also trade surplus energy. Significant efficiency 
gains have been made by the state distribution utility 
(WBSEDCL), in last few years and distribution loss has been 
reduced from 34.4% in financial year 2004 to 22.8% in 


nancial vear 2009 


Many more | are coming up, suitably 


programmed to meet the projected demand growth until 


power projects 





MALAY Ke. DE 
Chin ond 
Managing Director, WBSEDCL 


West Bengal has been consistently ranked AÀ 
among the top in terms of power | | 
availability and quality. The state's power 
infrastructure has in fact been one of the 
chief attractions to investors and 
entrepreneurs from outside the state. 


the end of the 12" plan period. The stress now is on the 
commensurate strengthening of the transmission and 
distribution network in the state to widely disperse the 
availability of quality power, especially in rural 
Bengal. Development of a Satellite 
Communication network with state-wide coverage has 
already been undertaken for modernization of various 
management information system, which would result in 
betterment of consumer. 


state-of-the-art 


While thermal power is anticipated to be the mainstay of 
the power industry for the foreseeable future technology 
initiatives in the field of wind, tidal and solar energy 
are expected to pave the way forward. State 

has taken proactive step in formation of West Bengal Green 
Energy Development Corporation Limited (WBGEDCL) to 
attract investment into renewable sector. Energy efficiency 
measures and more widespread usage of renewable sources 
of energy would help in diversifying the mix from the 
predominantly thermal energy mix. 


Government 


Hydroelectric power is already contributing significantly 
(around 15%) to the power availability scenario and this is 
expected to increase considerably in the years to come in 
view of its eco-friendly status. 
















0.1 in Transmission 
No. 2 in Power Sector Reforms in the 


ITCL receives Gold Shield for Best Transmission 
— System Availability Award from HE the President of India, 
$n nt. Pratibha Devisingh Patil on 17th February 2009 








—— Uhr efforts have been recognized by the Central Electricity 
— Authority, Government of India, with ‘Gold Shield’ for the Best 
Transmission System Availability Award (2007-08). 
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- initia 5S by Hon'ble Jury Panel of India Tech Fi 
— by Shri A. M. Ahmedi, Former Chief J Ee 
© Also recently, the Indian Chamber of Co 0 
| en as the Second 
the country. 


We are proud to have servi 
lo excel our standards in th 






Department of Power has been awarded 
IEEMA Power Award 2009 on NDTV Profit, for 
‘Excellence in Power Reforms in States’ 
on 24th — ZI: in New Delhi 


150 


200 


150 





ader 


Business Today is the # 1 business magazine in India. 


The figures revealed by IRS 09, Round 2 clearly show that Business Today is way ahead of the others, with an 
unassailable lead of 2596 over the nearest competitor. Average issue readership figures of 2,70,000 confirm that 
every issue of Business Today is read by more readers than that of any other magazine. But then, being a leader 
does mean that nobody wants to miss a word of what you say. 
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Temp Jobs Go Niche 


In the meltdown aftermath, recruiters look for 
specialist skills even in temporary employees. 


all it a ripple effect of the melt- 

down that annihilated jobs 

across the world last vear. 
Temporary (temp) jobs, that in the 
past have mostly been non- 
specialised, entry-level roles, are grad- 
ually morphing into specialist, niche 
profiles and organisations across 
various sectors have started putting 
a premium on this talent. That's 
what a study conducted by 
TeamLease Services Solutions, India's 
leading staffing agency, brings to 
the fore. 

Salary growth is appreciably 
higher for profiles with specific skills, 
according to TeamLease Annual Temp 
Salary Primer 2010. Industry is hand- 
picking skilled profiles at a much 
higher increment than the rest. The in- 
demand skills include research spe- 
cialisation in agriculture, exposure 
to sales functions across various sec- 
tors, exposure to product development 
in industries such as information tech- 
nology, and business development 
expertise in insurance. 

Says Rajesh A.R., Vice President 
(Temporary Staffing), TeamLease 
Services: "Skilled professionals are 
getting big hikes and are being sought 
after." TeamLease has close to 67.000 
temps on its rolls. 

While general staffing market in 
the us is an important economic 
barometer of growth, it's still a nascent 


market in India. 

According to Labour Ministry 
estimates, the size of the labour force 
in India is about 420 million, of which 
the organised workforce accounts for 
30 million. Of this, 20 million are 
government employees, while 10 mil- 
lion are employed in private sector. 
Of these 10 million, close to half a 
million workers are employed through 
staffing agencies, says E. Balaji, ceo, Ma 


Foi Management Consultants, one of 


the leading players in staffing. 

Despite the current pick up in 
demand, the market for temp jobs is 
yet to go back to its pre-meltdown 
levels. Sectors like telecom. FMCG, 
power and energy have accelerated 
hiring on the back of expansion- 
related demand. Telecom and energy 
are, in fact, the new growth engines. 
Telecom companies in Bangalore. 
Chandigarh, Delhi, Mumbai and 
Pune as well as energy businesses in 
Hyderabad, Mumbai, Pune and 
Bangalore gave out a high 10 per 
cent plus increment for several 
profiles. 

Manufacturing and construction, 
too, are stepping up hiring, but grad- 
ually. "Construction will take some 
more time to stabilise as the increased 
demand, created by the Common- 
wealth Games, is likely to disappear." 
says Rajesh. © 
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HOT SECTORS 
® Telecom 


* Power and Energy 
€ Construction 

® insurance 

* IT Enabled Services 
® Automobiles 


SKILLS & PROFILES 
IN DEMAND 


® Exposure to agriculture and 
agrochemicals businesses. 


® Research specialisation in agriculture. 
® Good product understanding. 
* Varied experience in sales function. 


€ Good communication and 
relationship skills. 
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Applying Thought 


To apply for above jobs logon to www.monster.com >> Type the Job ID in the "Search Jobs" box > 





TATA Projects Ltd 

Deputy Business Head - Power Generation 
Location: Hyderabad 

Job ID: 7849025 

Description: Overall management of SBU for 
sustained growth, profitability and consistent 
achievement of business targets through 
Indian and overseas operations. 


Tech Mahindra Limited 

Program Director 

Location: Punc 

Job ID: 8022483 

Description: Looking for candidate from a 
Telecom Background. Should have 15+ Years 
of experience from Tier 1 Company. 


Wipro Technologies 

Senior Executive - Administration 

Location: Hyderabad 

Job ID: 7972169 

Description: Good experience in the 
administrative arcas transportation, 
housekeeping & pantry, canteen/stationary 
etc, 


Saba Software India Pvt Ltd 

National Manager-Indirect Sales 

Location: Mumbai 

Job ID: 7928489 

Description: 10+ yrs managing sales of 
ERP/HRMS/ BI solutions. Understanding of 
the channel market, Systems Integrators & 
OEMs. 
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Honeywell 

Senior Consultant: Pilot Training 
Location: Bangalore 

Job ID: 8005527 

Description: Good understanding | 
and aircraft systems; understandin; 
aircraft operations procedures; 
analyze new ideas. 


Yahoo Software Development I 
Ltd 

Infrastructure Engineering Manager 
Location: Bangalore 

Job ID: 8008176 

Description: Planning and building 
production lab, implementing centi 
initiatives, reviews and providing 
performance feedback. 


Nous Infosystems Pvt. Ltd 

VP/ GM/ Head - Sales 

Location: Bangalore 

Job ID: 7491841 

Description: Spearhead the sales & 
initiatives for the Remote Infr: 
Management Outsourcing practice. 


Exemplarr Worldwide Ltd 
VP/AVP International P 
Development 

Location: Chennai 

Job ID: 7940128 

Description: Head international ney 
acquisition, sales strategy, client, 
Marcom Management. 


> And click the "Go" 
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jnizant 


Redknee 

Project Manager 

Location: Pune 

Job ID: 8009895 

Description: Experience in software product 
development, process improvement initiatives; 
knowledge of mobility systems and 
applications. 


Sapient 

specialist (.Net - Enterprise Applications) 
Location: Gurgaon 

Job ID: 7054502 

Description: Expert in C# & delivering large- 
scale enterprise solutions using .NET 
Framework 1.0- 3.5.; in-depth understanding 
of Common Language Runtime. 


Information Systems Resource Centre Pvt 
Ltd 

JDE S&D Functional Consultant 

Location: Pune 

Job ID: 8007077 

Desctiption: 6-- years experience with at least 
3 years experience working on Sales & 
Distribution modules in JDE. 


Cognizant Technology Solutions India 
Private Limited 

Mainframe Production Support Professionals 
Location: Punc 

Job ID: 8037108 

Description: Expertise on TSO/ISPF, JCL, 
VSAM, File AID, Control M / ESP / CA7 (any 
job scheduler), experience on REXX / CLIST 
preferred. 
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IPsoft India Pvt Ltd 

Technical Service Delivery Manager 
Location: Bangalore 

Job ID: 7741457 

Description: Exp in six sigma, ITIL. Exp in 
Networking&Security /Storage admin/ Unix 
admin/DBA/Data Center management/IPT 
etc. 


Temenos India Pvt Ltd 

Senior Business Consultant 

Location: Chennai 

Job ID: 7949313 

Description: Ability to analyse the various 
quality dimensions including performance, 
reliability and resilience and design etc.Analyze 
client business/ functional requirements and 
relate them to TEMENOS products capability. 


SQL Star International 

VB Developer 

Location: Hyderabad 

Job ID: 7240225 

Description: Aspirant must have expertise 
into VB 6.0, ASP and .net & hands on 
experience with SQL server. 


Web Development Co. Ltd. 

Developer for Portals 

Location: Bangalore 

Job ID: 8001213 

Description: 3+ yrs exp. developer for 
Portals - WebSphere, RAD 7.0 Developing 
portlets, JSP, JAVA and stylesheets (themes 
and skins),Content API extension, EAR file 
deployment etc. 








For the fastest, easiest and most 
economical way to get to the 
perfect resume, call us or email 
at sales@monsterindia.com. 
We'll get you 
the right candidate, 
no matter what. 
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Cisco Systems (India) Private Limited 
Business Development Manager 

Location: Bangalore, Delhi 

Job ID: 7459746 

Description: MBA from IIM or ISB with 
Telecom Industry experience; very strong 
financial model skills with Microsoft Excel etc. 


ValueLabs 

AVP - Sales 

Location: Hyderabad 

Job ID: 7780505 

Description: Manages the sale of ValueLabs 
services with the sole focus of maximizing 
revenues in a timely, reliable, and consistent 
basis. 


McAfee Software India Pvt Ltd. 

Sales Systems Engineer 

Location: Delhi 

Job ID: 8037096 

Description: Provide exemplary pre-sales 
technical expertise through technical and 
product presentations & demonstrations, pilot 
implementations etc. 


Infomedia 18 Limited 

Business Development Executive 

Location: Baroda, Vadodara 

Job ID: 7998427 

Description: The role covers sale of print 
advertisements for business directories, 
achieving sales penetration/revenuce targets for 
the directories etc. 


Put doo Tite, Shi, Location, Experience, Company Name, etc. 


Autodesk 


monster.com 


Autodesk 


Marketing Programs Manager 
Location: Delhi 

Job ID: 7975553 

Description: Works closely with | 


| teams to understand the business chal 


creates marketing solutions to help 
those challenges. 


Tata Chemicals Ltd 


. Sales Officer 


@ Capgemini 








Location: Coimbatore 
Job ID: 8036346 
Description: Responsible for provi 


| generation support to the dist 


dealers/retailers; collection of dues 
dealers / customers etc. 


Robert Bosch Engineering and | 
Solutions Limited 

Brand Manager 

Location: Bangalore 

Job ID: 7958842 

Description: He/She must ha 
overview of market for IT and ITES 
ability to conceptualize business mod 
strategy, branding, 


SAP 

Area/ Territory Sales Manager 
Location: Bangalore, Mumbai 

Job ID: 8007451 

Description: Build strong « 
relationships by consistently settin 
expectations early in cach sales cam 
meeting. 
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ACS, Inc. 

Sr. Accounting Assistant 

Location: Bangalore 

Job ID:7711614 

Description: Strong knowledge of customs, 
bonding & debonding procedures, STPI 
compliance formalites, import approval 
procedure etc. 


WNS Global Services 

Sr.Executive-Payrol] 

Location: Pune 

Job ID: 7783220 

Description: Responsible for Indian payroll 
processing; must have knowledge of statutory 
compliance, variable & fixed salary 
components etc. 


Infotech Enterprises Limited 
DGM-Finance & Accounts 

Location: Hyderabad 

Job ID: 7870231 

Description: Managing financial risks of the 
business; financial planning, treasury 
management, investor relations management, 
accounting etc. 


Thomson Reuters 

Taxation - Manager 

Location: Hyderabad 

Job ID: 8037313 

Description: Responsibilities: Executes the 
tax compliance processes timely and accurately 
in accordance with the production calendar. 
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TESCO 


e> cw en em 
Hindustan Service Centre | 


THE RIGHT CANDIDATE STRESSING YOU OUT? 
E ms utc 





monster com 





Indiabulls 

AM / Mgr - Direct Taxation 

Location: Gurgaon 

Job ID: 8018431 

Description: Chartered Accountant with 
atleast 4 years of experience. He / she should 
specifically also have experience of direct 
taxation in particular. 


Tesco India 

Chartered Accountant (CPA) 

Location: Bangalore 

Job ID: 7902755 

Description: Ensure day to day running of 
processes are in line with controls already 
defined within sub process across all Finance 
teams. 


Oracle 

Manager - Financial Planning / Budgeting 
Location: Bangalore 

Job ID: 8034354 

Description: Management reporting on a 
weekly, monthly & quarterly basis; expense 
forecasting; variance analysis — actuals v/s 
forecast v/s budget etc. 


Syntel Inc 

Management Trainee 

Location: Mumbai 

Job ID: 7746454 

Desctiption: Looking for commerce graduate 
with AMFI / NCFM certifications and 
knowledge of capital markets / mutual funds 
& accounts; working knowledge of MS Excel . 





For the fastest, easiest and most 
economical way to get to the 
perfect resume, call us or email 
at sales@monsterindia.com. 
We'll get you 
the right candidate, 
no matter what. 


monster:com 


No matter what 
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Attractive Add-ons 
for the Road 


The plain vanilla cover for motor vehicles is becoming 
increasingly outdated as a plethora of add-ons are being 
rolled out by insurance companies. susuwirA cHoUDHURY 













two years of car purchase. 


me S 


o M 





or most vehicle owners, insur- 
ance is nothing more than an 
obligation. And most often it is 
taken blindly, rather than 
bought after due consideration. 
This is because auto insurance has for 
long been sold at the point of sale of 
vehicles (dealerships), usually bun- 





dled into the overall cost of a new 
vehicle. And since dealers usually 
had a tie-up with a particular com- 
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ILLUSTRATIONS BY ALANKAR/ww w.indiatodayimages.com 


pany selling plain vanilla cover, veh- 
icle owners ended up taking insur- 
ance from that company alone, and 
in most cases ended up paying more 
lor very limited benefits. 

But they need not do that any 
longer, thanks to the changes in the 
insurance sector over the past year. 
With some home work, they can now 
not just negotiate the basic premium 
they pay but also use the money thus 


saved to buy one or more of the several 
additional covers that have hit the 
market recently to get a comprehen- 
sive coverage. 

Getting the best deal involves 
more than a diligent comparison of 
rates. Doing your homework, say, on 
how depreciation affects the sum 
assured, will give you a lot of nego- 
tiating room. Similarly, being aware 
of the no-claims bonus that you are 


entitled to helps when you want to 
carry forward the discount to a new 
insurer. For the record, it varies from 
20 per cent, if no claim is made dur- 
ing the preceding year of insurance, 
to 50 per cent, in case no claim is 
made for five consecutive years. 
You also need to look out for city 
coverage ceilings or time and cost 
limits worked into the fine print of 


your policy. You don't want any nasty 
surprises on the road. A fool-proof 
way to guarantee a comprehensive 
insurance is to buy add-on covers. 
After the Insurance Regulatory 
and Development Authority (IRDA) 
gave its nod to this 
concept last year, 
insurers have 
been busy 
rolling out an 
array of add- 
ons, ranging 
from depreci- 
ation waiver 
and key replacement 
reimbursement to accidental death 
benefit and medical expenses reim- 
bursement. Says Gaurav Garg, 
Managing Director and ceo, Tata-aic: 
"These add-ons provide extra protec- 
tion, which is currently not available 
under a standard motor insurance 
policy." The emergency assistance 
cover alone provides you with key 













lock assistance, battery jumpstart, 
carting fuel, stepney replacement and 
a towing facility. At present, such 
covers are offered only by a few com- 
panies like Tata-aic, Future Generali, 
Bharti axa, Iffco-Tokio and 
Cholamandalam. Some insurers also 
offer services after an accident, such as 
arranging your return home or 
reimbursing a hotel stay till the for- 
malities are sorted out. 

According to experts, you should 
base the decision to pick up such add- 


“The add-ons 


provide extra 


where the depreciated equivalent 
value of the part is paid and the 
no-claim benefit is retained by the 
insured. If the parts are replaced com- 
pletely, the owner has to foot the 
remaining bill. 

New car purchasers stand to 
gain from the return to invoice add- 
on, which covers the difference 
between the invoice price and your 
claim in the case of total loss (where 
the repair cost exceeds 75 per cent 
of the insured value). Here's how it 


for a 


protection 
vehicle. Currently, this option is not available 
under a standard motor insurance policy” 


Gaurav Garg, Managing Director and CEO, Tata-AIG 


ons on factors such as the age and 
segment of your vehicle. Consider 
the cover for a no-claim bonus. This 
ensures that you don't lose the benefit 
even after making a claim. "Usually 
high-end car owners, who shell out a 
huge premium, do not make claims 
for Rs 10,000-20,000 for fear of los- 
ing the bonus. But now they can do so 
without any worries," says Darvesh 
Panchal, Vice President, Prudent 
Insurance Brokers. However, insurers 
extend this benefit only to the repair 
of glass, fibre, plastic and rubber parts. 


works. For a car that costs Rs 5 
lakh, the addition of registration 
charges will bring your invoice 
price to Rs 5.2 lakh. However, your 
car will be insured at the show- 
room price, which depreciates to 
Rs 4.75 lakh in the first six months. 
In case of total loss, the add-on will 
allow you to be compensated for 
the remaining Rs 45,000. If an 
accident occurs in the second year, 
when the sum insured reduces to 
Rs 4 lakh, the reimbursed amount 
will be Rs 1 lakh. “For bigger cars, 


“During a settlement, insurers deduct the depreciated value of any 
damaged parts from the claim amount. An add-on cover protects me” 


ot a 


f 








VINVIN HSONNYS 





Sukhwinder Singh 


Manager, Administration, 
in an MNC 


HE HAS TAKEN A DEPRECIA- 
TION WAIVER ADD-ON TO HIS 
CAR INSURANCE POLICY. 


À sum of Rs 2,500, besides the 
basic annual y of 
Rs 17,500 gives Singh an add- 
on cover that reimburses even 
the depreciated value of the 
parts replaced, which is usually 
not allowed in motor insurance. 
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MONEY-CAR INSURANCE 


Siddharth Bali | 


Assistant Manager, 
Mitsubishi Corporation 


HE SWEARS BY THE CASHLESS 
FEATURE IN MOTOR 
INSURANCE POLICIES. 


After a minor accident, Bali 
expected the repairs to cost a 
nominal amount, but the bill 
came to Rs 70,000. Thanks to 
the cashless facility in his poy, 
the issue was settled without a 
visit to the insurers. 






"While the claim was settled, | was not informed of the surveyor's assessment. 
| got to know of it after the paperwork was done" 


DEPRECIATION PLAYS A ROLE 
IN DETERMINING A POLICY'S 
SUM ASSURED 


5% Ifthe age of the vehicle 
is under six months. 


Of, For vehicles aged 
15% between six months 


and one year. 


In case the vehicle is 
20% over a year old but 


under two years. 


If the vehicle age 
exceeds two years but 
is under three years. 


O/,, For vehicles that are 
40 Yo between three and 
four years old. 


in case the vehicle 
500 Q is more than four 


years old. 


30% 
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which involve higher registration 
charges and tax, this difference is 
more apparent,” says Panchal. 

Do these add-ons, mostly avail- 
able as a package deal, make financial 
sense? For instance, if you opt for a 
Tata-AiG Gold Plan for a car costing 
Rs 5 lakh, you are entitled to three 
covers—personal luggage loss, key 
loss cover and emergency transport 
expenses, For this, you'll have to shell 
out an annual premium of Rs 440, 
while the basic comprehensive pol- 
icy will cost around Rs 12,000. If you 
want a depreciation waiver benefit 
too, the add-on cost rises to Rs 1,696. 
A daily allowance cover will take the 
add-on premium to around Rs 2,000. 
In the past few years, basic 
premiums have come down 
substantially due to de-tariffing. So it 
doesn't pinch if one has to shell out a 
marginally higher amount for the rel- 
evant add-ons. 

According to the jp Power survey 
held in 2009, nearly 70 per cent of 
Indians admitted to having purchased 
their auto insurance policies on the 
recommendation of friends, family or 
the vehicle dealer. Chances are that 
you'll end up with a more expensive 





deal, especially when it comes to 
renewing your policy. Shopping 
around could easily save you 
Rs 1,000-2,000 a year, maybe more. 
Two people with the same driving 
history and seeking an equal cover 
from different insurers are often quoted 
varying premiums. One reason for 
this disparity is competition. 

Motor insurance is the largest gen- 
eral insurance segment and accounts 
for nearly 44 per cent of the total non- 
life premium in India. The complexity 
of factors used to evaluate premiums 
also compounds matters. Till recently, 
most insurers sorted customers in four 
or five pricing tiers, based on age. area 
of residence, driving record, etc. But. 
gradually, hundreds of other variables 
have been added to the mix and since 
each insurer interprets these variables 
differently, the premium is bound to 
vary widely. 

This long neglected sector is 
finally getting a facelift with such 
innovative bundled products and 
better services. If you plan to capi- 
talise on it, you'd better hurry: Basic 
motor insurance policy rates are 
likely to harden at least by 10 per 
cent by 2010-11. © 
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DSP BlackRock Mutual Fund 
NE De [10 


Equity Fund House 
of The Year Award 


For the second consecutive year 


CNBC-TV18 CRISIL Mutual Fund Of The Year Awards 2010 


DSP BlackRock DSP BlackRock 
Top 100 Equity Fund - Winner Equity Fund - Winner 
Category: Large Cap Oriented Funds Category: Equity Diversified Funds 


Period: 1 year performance Period: 1 year performance 
ending Dec 31, 2009 ending Dec 31, 2009 


Past performance is no guarantee of future results. DSP BLACKROCK 
visit www.dspblackrock.com M U T U A L F U N D 





CNBC-TV18 - CRISIL Mutual Fund Of The Year Awards 2010 : DSP BlackRock Mutual Fund won the CNBC TV18 - CRISIL Mutual Fund of the Year Award in the Category — Equity F wd Hosso Í 
the Year. In total 37 fund houses were eligible for the award universe. The award is based on consistency of fund house's performance across the Large cap oriented, Diversified equity, Small & Mid t 
equity, ELSS, Index, Balanced, Consistent Equity and Consistent Balanced categories in the four quarterly CRISIL CPR rankings released during the calendar year 2009. The individual CRISIL OPR 
ranks for their schemes were aggregated on a weighted average basis to arrive at the final ranks for fund houses. DSP BlackRock Top 100 Equity Fund was among the only two schemes that won t 
CNBC TV18 - CRISIL Mutual Fund of the Year Award in the Large Cap Oriented Funds category. In total 24 schemes were eligible for the award universe. DSP BlackRock Equity Fund was among the 
only two schemes that won the CNBC TV18 - CRISIL Mutual Fund of the Year Award in the Equity Diversified Funds category. In total 66 schemes were eligible for the award universe. Schemes present 
in all four quarterly CRISIL CPRs were considered for the award. The award is based on consistency of the scheme's performance in the four quarterly CRISIL CPR rankings released during the calendar 
year 2009. The individual CRISIL CPR parameter scores averaged for the four quarters were further multiplied by the parameter weights as per the CRISIL CPR methodology to arrive at the final scores 
The ranking does not take into account any sales charge. A detailed methodology of the CRISIL CPR is available at www.crisiltundservices.com. Past performance is no guarantee of future results 
Rankings and Award Source: CRISIL FundServices, CRISIL Lid. DSP BlackRock Top 100 Equity Fund (DSPBRTEF) is an open ended growth Scheme, seeking to generate capital appreciatior 
from a portfolio that is substantially constituted of equity securtties and equity related securities of the 100 largest corporates, by market capilaksation, Ested in india. Asset Allocation: Equity & equity related 
securities: 90%-100°%; Debt, securitised debt & money market securities: 0%-10%. DSP BlackRock Equity Fund (DSPBREF) is an open ended growth Scheme, seeking to generate long term capital 
appreciation, from a portlolio that is substantially constituted of equity securities and equity related securities of issuers domiclled in India. Asset Allocation: Equity & equity related securities: 9099-100 
Debt & money market securities: 0%-10% (Debt securities/nstruments are deemed to include securitised debts). Features: SIP only in Regular Plan, SWP & STP available in each plan. Nomination facility 
available, subject to applicable conditions as per the Statement of Additional Information (SAI) and Scheme information Document (SID). Declaration of NAV on all Business Days. Redemption normally 
within 3 Business Days. Sale and Redemption of Units on all Business Days at Purchase Price and Redemption Price respectively. Minimum investment: Rs. 5,000/- and Rs 1,000/- thereafter (Reg 
PlanyRs. 5 crore and Rs. 1000 thereafter (Inst. Plan). Entry load: NIL. Exit load: Holding Period < 12 months: 1,00%, Holding period >= 12 months: NIL Statutory Details: DSP BlackRock Mutual Fund 
was set up as a Trust and the settlors/sponsors are DSP ADIKO Holdings Pvt. Lid. & DSP HMK Holdings Pyt Lid. (collectively) and BlackRock Inc. (Combined liability restricted to Rs. 1 lakh). Trustex 
DSP BlackRock Trustee Company Pt. Lid. Investment Manager: DSP BlackRock Investment Managers Pvt. Lid. Risk Factors: Mutual funds, like securities investments, are subject to market 
and other risks and there can be no assurance that the schemes’ objectives will be achieved. As with any investment in securities, the NAV of Units issued under the schemes can go up 
or down depending on the factors and forces affecting capital markets. Past performance of the sponsor/AMC/mutual fund does not indicate the future performance of the schemes. Investors in the 
schemes are not being offered a guaranteed or assured rate of retum. Each schemej/plan is required to have (i) minimum 20 investors and (ii) no single investor hoiding>25% of corpus. ff the aloresac 
point (i) is not fulfilled within the prescribed time, the scheme/plan concemed wil be wound up and in case of breach of the aforesaid point (ii) at the end of the prescribed period, the investors holding r 
excess of 25% of the corpus will be redeemed as per SEB! guidelines. DSPBRTEF and DSPBREF are the names of the schemes and do not in any manner indicate the quality of the schemes. 
their future prospects or returns. For scheme specific risk factors, please refer the SID. For more details, please refer the Key Information Memorandum cum Application Forms, which are available on 
the website, www.dspblackrock.com, and at the ISCs/Distributors. Please read the SID and SAI carefully before investing. 


PERSONAL TECHNOLOGY 


Store 
More! 


Flash memory 
deserves alot — 49 
of credit for the 
digital device 
explosion of the 
past decade. 
KUSHAN MITRA 


n 2010, there will be an esti- 

mated 10,000 million cB of flash 

storage sold globally; to use the 

correct term, that is 10 zettabytes. 
A humongous amount of data, this 
number is expected to increase seven- 
fold by 2013. And, this is just the beg- 
inning, says Eli Harari, Founder & 
Chief Executive, SanDisk, the global 
leader in flash memory cards. 

Harari, with over 70 patents to 
his name, knows what he is talking 
about. In 1991, he was one of the 
people behind the first flash memory 
card, which was (in those days) a 
whopping 20 mp. It cost several thou- 
sand dollars to store what today would 
barely hold 5-6 pictures from a 
10-megapixel camera. 

To give you an example of how 
small and easy storage has become, 
thanks to flash memory, think about 
it this way. A 16-cB flash memory 
micro-sp card has an area of just under 
5 per cent of a 3.5-inch floppy drive. 


You would need a stack of 12,000 of 


such floppy drives, a stack over 400 
metres tall, as against something the 
size of a human fingernail. And 16 
GB, which is over 16,000 ms, is enough 
capacity to store over 4,000 songs or 
11 days of non-stop music or about 
four hours of high-definition video. 
But the truly revolutionary part 
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is what Harari is doing now. Along 
with its partner, Japanese firm Toshiba, 
SanDisk is developing a three-dimen- 
sional semiconductor chip as the next 
generation of storage. This is because, 
Harari feels, more people will buy more 
devices and demand more storage. He 
gives the example of the iPod; it was the 
flash storage-driven iPod Nano that 
really blew the market open (the early 
iPod used a mini hard disk). In fact, 
today, storage, not the touch screen, is 
the highest cost component of iPod 
Touch and iPhone. Says Harari: 
"People will not have a desktop to 
back up their data, they will store data 
on their device, that means flash." In 
fact, he feels that flash technology will 
displace the traditional hard disk drive 
from devices, including laptops, "unless 
you want terabyte (1,000 Gp) level 
storage, you will choose flash for rea- 
sons of both cost and convenience". 
So, Harari's numbers may not 
seem that wild, after all. It will mean 
that every individual will have just 
over 10 cB of flash storage to their 
name. And, when you consider that 
if you own a smartphone or a digital 
camera today you are already ahead 
of the curve, it really does not sound 
like that much. In effect, storage will 
become even more pervasive than 


it is today. © 








1 bitzone unit of 
binary information 
(either a 1 or a 0) 


1 byte=8 bits 


(represents one character) 


1 kilobyte=1,024 bytes 


(the average document is around 50-100 KB) 


1 megabyte=1,024 kilobytes 


(the average MP3 is around 4 MB) 


1 gigabyte=1,024 megabytes 


(a Blu-Ray disk has 25 GB 
capacity) 


1 terabyte=1,024 gigabytes 
(presently, standard external hard drives 
are between 2 and 4 TB) 


1 petabyte=1,024 terabytes 
(a few of these will be able to store every 
Single sound recording ever made) 


1 exabyte=1,024 petabytes 
(a couple of hundred of these is what is 
the estimated capacity of the human brain) 


1 zettabyte=1,024 exabytes 
(this year, humanity will buy 10 ZB worth 
of flash storage) 
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INDIA 


Recognizing the Best Minds in TODA 
Financial Management 


GROUI 





[he Chief Financial Officer charts the roadmap tor the financial Success 
an organization and propels it to greater heights through financia 
r'arnagerrner it and leadership. YES BANK presents the Business Toi 1a 


Desi L rJ AWaras tO OOCOCGI Ze t t Tif re! l Us iT india tOr TT TSF 


contnouton in enabling the robust growth and overall success of the 


organization. Come, witness the most coveted awards ceremony t 


nonour india s best financial leaders who successfully mi inaged the 
transition of their organizations throuah challen« Jin ig eco 
( meae ina Sel | Opportu € f 





Shri. Pranab Mukherjee, 
Honourable Minister of Finance, Govt. of India, 
issociation with will be the Chief Guest for the evening. 


AVAYA 


JE ) A ON INE 
INTELLIGENT COMMUNICATIONS Date: April 14, 2010. Venue: Taj Mahal Hotel, New Delhi. 
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IENCE OUR EXPEATISI 


BOOKS 








PUBLISHER: 
Harvard Business Press 


PAGES: 265 
PRICE: Rs 695 


Wharton professors 


Peter Cappelli, Harbir 


Singh, Jitendra V. 
Singh and Michael 
Useem (authors of 
the book) conclude 
that the India Way 
demonstrates the 
power of collective 
calling over 
private purpose, 

of transcendent 
value over 
shareholder value. 
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India Shows the Path 


The India Way: How India's Top Business Leaders 
are Revolutionizing Management presents a radical 
argument to global businesses: Learn from the 
management style of India's corporate leaders. The 
hypothesis is based on interviews of more than 100 
CEOs of large Indian companies. Exclusive excerpts 
from the book, hitting the stands soon: 


Why the West 
Should Care 
When Westerners think of India, 
names like Bajaj Auto and Dr Reddy's 
Laboratories are hardly the first to 
come to mind. The Taj Mahal's beauty 
and Calcutta's squalor are far more 
defining, with the vale of Kashmir 
and bustling bazaars of Chandni 
Chowk in New Delhi not far behind. 

Yet increasingly, India is also a 
world leader in business, with every- 
thing from medical procedures to 
investment banking either migrating 
from the us and elsewhere to India 
or springing up from within. 
Simultaneously, Reliance, icici, Infosys, 
and hundreds of India’s other top com- 
panies have been clambering on to 
the world stage to compete directly 
against Western multinationals. In 
mastering the art of high-quality and 
efficient production—and in develop- 
ing unique ways of managing people 
and assets to achieve it—Indian ex- 
ecutives have delivered growth rates 
that would be the envy of any Western 
executive. Many of the nation's pre- 
mier companies—the focus of our in- 
quiry—reported that they were grow- 
ing at twice the rate of the general 
economy, or more. 

We have come to believe that 





under-girding the rapid expansion of 
the Indian economy—and above all 
the stunning growth of its largest 
companies—is an innovative and ex- 
portable way of doing business. 
Though well aware of Western 
methods, Indian business leaders have 
been blazing much their own path. 
If business leadership around the 
world is converging, it may come to be 
as much on Indian terms as on those 
from the West. Simply put, if Indian 
business leaders can build their dis- 
tinctive methods so rapidly, over just 
the past two decades, and if they can 
learn to manage diversity so eflectively 
in one of the world's most complexly di- 
verse societies, business leaders in other 
countries could surely do so as well. 
Will (the India Way) challenge 
what has been the dominant model for 
business in many parts of the world, 
that of the us? An earlier generation of 
Us executives would have been per- 
fectly comfortable with the India 
Way's need for executives to balance 
the often competing interests of “stake- 
holders” in the business, especially 
employees, the community, and 
shareholders. The assertion that share- 
holder's interests were absolutely pri- 
mary was something new and 
became known as "financialisation" 


because of the emphasis on financial 
goals and shareholder value. (Chapter 
1, Indian Business Rising)) 


Contrast with 
the US Model 
(But) by early 2009, the extent to 
which much of the rest of the world 
blamed us business practices and 
government policies for the 2008 
financial crisis and subsequent world 
recession was palpable. As a result, 
much of the world is ready to look 
past the us for business models. The 
National Intelligence Council devel- 
ops probable scenarios for world events. 
It argues that the fastest growing 
economies in the near future will likely 
rebuff the us model. Where will they 
turn? "State capitalism" as expressed in 
the Chinese model is thought to be 
the leading contender, where govern- 
ment intervenes directly and frequently 
in business affairs. Yet systems where 
government has the ability to inter- 
vene in this manner have generally 
not had a good track record elsewhere 
either in terms of economic success 
(exceptions include Singapore and the 
UAE) or especially in terms of liberty. 
In this context, the India Way rep- 
resents an especially compelling al- 
ternative. It preserves the logic of free 
markets and real entrepreneurship 
within the context of democratic in- 
stitutions. In essence, it preserves the 
heart of the capitalist model. At the 
same time, it appears to avoid some of 
the apparent rapaciousness and ex- 
cesses of the American model that are 
redressed at best imperfectly via gov- 
ernment regulation. The most im- 
portant lesson from the India Way 
might therefore be the light it shines on 
the American Way, at the moment 
arguably the dominant model for busi- 
ness. The India Way demonstrates 
the power of collective calling over 
private purpose, of transcendent value 
over shareholder value. (Chapter 7, 
Learning from the India Way). © 
(Reprinted by permission of Harvard 
Business Press. All Rights Reserved) 


"Indian Business Leaders 
Have Much to be Proud of” 


fter a meltdown in the US financial landscape led to the worst recession since 

the 1930s, global business has been searching for an alternative to the share- 
holder-led model of the Western world. One answer, Harbir Singh and 
three co-authors (all professors at the Wharton School) argue, could lie in what 
they call “The India Way”—a model that hinges on value for all stakeholders 
rather than just financial value for shareholders. Edited excerpts from an interview 
Singh gave BT's E. Kumar Sharma: 


What made you and your co-authors look at lessons from corporate India? 
We were curious about the distinctive capacities of Indian business lead- 
ers. Most explanations for the boom in the economy have focussed on the 
ready availability and low cost of human capital. Our own experience over 
many years of exposure to Indian companies suggests otherwise, that there 
are unique characteristics of Indian management that help explain the na- 
tion's exceptional business performance after the early 1990s. As a team 
of four colleagues—Peter Cappelli, Jitendra Singh, Mike Useem and 
me—we were able to bring an array of specialisations to identifying 
what really made the difference, including strategy, leadership, governance, 
culture, and human resources. 


In the book, Indian CEOs come across as much better leaders than the 
general perception of them in India is. 

We faithfully produced a picture based on our field work, interviewing over 
a hundred leaders of the largest enterprises in India. We did not set out to 
admire or critique them. Rather we sought to identify the distinctive 
management capacities that help define why Indian business has prospered 
in recent years. We have not found other assessments of Indian business 
leaders that are grounded in a similar source or scale of data. 


Are your conclusions true for a majority of leaders in corporate India? 
Our portrait is focussed on only those who lead the country's major en- 
terprises; we welcome others looking at medium and smaller companies. 


What can Indian CEOs learn from their American counterparts? 

Two important ideas. The first is decentralisation of authority and 
responsibility to lower levels in the organisation. The second 
is the ability to engineer fast organisational change and 
restructuring, a hallmark of many us organisations. 













What next now; any plans to take this study further? 
We would like to focus, for instance, on the 
contrasting leadership and governance styles among 
state-owned firms, business groups, and free-standing 
public corporations. We would also like to 
better understand qualities of business leaders 
in other rapidly growing economies, such 
as China. I will conclude by noting that 
Indian business leaders have much to 
be proud of. 


Harbir Singh 


EXECUTIVE HEALTH 


Worn Qut at Work? 


Or, perhaps you wish your day had 48 hours. Do more in 


less time by managing your energy. ANUMEHA CHATURVEDI 


ack-to-back meet- 

ings, endless bra- 

instorming and 
missed deadlines. Is there 
time for much else, you 
wonder? Well. you 
couldn't be further 
from the truth, if 
authors Jim Loehr and 
Tony Shwartz are to 
be believed. In their 
book, The Power of Full 
Engagement: Managing 
Energy. Not Time is the Key to High Performance and Personal Renewal, they 
emphasise the basic premise that performance, health and happiness are 
grounded in the skillful management of energy. The number of hours in a 
day is fixed, but the energy waiting to be tapped upon is not. And fuelling the 
fire requires physical fitness. 

"It's imperative for people to stick to regular fitness routines. And it's not 
always about an hour," says Vikram Bhatia, Managing Director, Fitness First. As 
the mp of this global chain of health clubs, Bhatia's work involves frequent travelling. 
too, but there's no missing the daily workout. "I didn't have much time to spare 
today. but I just got done with a 22-minutes Cross Fit Marine workout. Can peo- 
ple not spare 22 minutes in a day?” Bhatia goes on to say that both the benefits and 
ill-effects of workouts are often underestimated. "Consistency is important. Try to 
be regular with your workouts, but it doesn't have to be time-specific. The important 
point is not missing it." If you're regular with exercises. you're bound to get more 





results in the same time. Even 30 minutes of 


cs exercises three times a week, should suffice. "You 
IT'S IMPERATIVE FOR look fitter, feel better and energetic and are able 
PEOPLE TO STICK TO to do a lot more. It could be working out at the 


REGULAR FITNESS gym or a walk at the park." he says. Equally 
ROUTINES. AND IT'S important is setting realistic measurable, goals and 
NOT ALWAYS ABOUT routines and sticking to them. 

AN HOUR What about diet? "Fried, fatty foods are 
Vikram Bhatia bound to sap you of all your energy and they 
Managing Director, Fitness First 


make you sleepy and lethargic,” says Dr Jyoti 
Arora. Team Leader (Nutrition and Dietics), 
Artemis Health Institute, Gurgaon. "Skip high calorie desserts in summer and opt 
for lemon juice, coconut water and buttermilk to cool down instead." Arora also 
suggests lighter post-lunch snacks like steamed idlis, dhoklas and pasta salads to 
keep you going. "Don't be wary of big brand chains. Most of them maintain strin- 
gent quality control measures and it's always advisable to opt for Subway 
sandwiches and Tetra Pak juices over roadside joints." With some basic 
dietary and fitness plans in place, managing your energy could be a cinch. © 


Log on to www.businesstoday.in for Tempering Anger and How to Increase Focus at Work 
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1. Get up early and 
broadly plan your 
entire day. 


2. Set realistic, 
measurable goals. 
Create a priority list. 


3. Start your day with 
regular walks or jogs. 


4. Exercise. Putting in 
30 minutes three 
times a week would 
suffice, too. 


5. Have a good breakfast. 
Foods rich in nutrients 
will see you through 
the day. 


6. While at work, take a 
15-minute walk outside 
to soak in fresh light 
and air. 


T. Drink lots of water. Even 
slight dehydration can 
slow you down. 


SUGGESTED READING 





THE POWER OF FULL 
ENGAGEMENT 
Managing Energy. Not Time 
is the Key to High 
Performance and Personal 
Renewal 

by Jim Loehr and 

Tony Schwartz 
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Macau is a trade crossroad for merchants from 
east and west, where state-of-art meeting and 
conventions facilities meet world class hotels 
combined with an amazing selection of 
entertainment by day and night. 


rac MACAU GOVERNMENT TOURIST OFFICE 
e Irc i Kmi) WWw.mac rism.gov.m 
7 difference, the difference | | Digi. ania 


New Delhi 
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CARLOS GHOSN 


For the Long Haul 


The Chairman and cro of the 
Renault-Nissan Alliance, CARLOS 
GHOSN, who is banking on multi- 
ple partnerships (he plans to have 
at least three in India alone with 
M&M, Bajaj and Ashok Leyland) 
to grow his company, has a way 


com 


with words, too. Ask him if he 

is looking at picking up an equity 
stake in the Indian companies 
that he is planning to partner, 
and his response is swift: "We 
are looking at an ideal long-term 
partner. Equity participation is 


indiatodayimages 


like exchanging a wedding ring. 
but marriage is something much 


www 


bigger." Recently in India to 
inaugurate the alliance's first 
dedicated car plant, Ghosn. 56. 
enjoys a celebrity status in Japan 


SHEKHAR 


after his successful turnaround of 


^ 


A] 


Nissan Motor Company. So much 
so that there is a comic book ser- 
ies on his life story in Japan. And E 





in India? He wants to learn frugal 


LAKSHMI VENU 


engineering. 


N. MADHAVAN A Daughter Rises 


LAKSHMI VENU, it appears, has made her choice. The daughter of Venu 
Srinivasan, Chairman of rvs Motor, and Mallika Srinivasan, Director, 
rAFE (part of the Amalgamations group), has been inducted into the 
ioard of Sundaram Clayton, the holding company of Tvs Motor, as its 
Director (Strategy) for five years. Lakshmi Venu, 26, is a graduate from 
Yale University and holds a doctorate in engineering management from 
the University of Warwick. For about a year, she has been working in Tvs 
Motor handling business strategy, product design and sales and market- 
ing. With Lakshmi deciding to involve herself in her father’s business, 
her brother Sudarshan—who will be completing his studies this year 
can now be expected to mentor under his mother Mallika Srinivasan 
and take on responsibilities in the Amalgamations group. 

N. MADHAVAN 
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Best TV You 
Can Buy? 


It was only a few years 
ago that you watched 
TV on standard screens, 
where the ratio of the 
length to the height of 
the screen was 4:3—this 
meant that movies were often "letterboxed" to fit the screen. Wide-screen 
16:9 inch flat-panels reduced the size of bars, but movies still had bars 
above and below. Philips’ new tv, priced at Rs 4.5 lakh, takes care of the 
issue, being wide enough to show the entire image. However, at a 56-inch 
diagonal, it is pretty wide, too wide to fit in most rooms. And watching 
normal standard-definition Tv on this screen means dealing with black 
bars on the sides of the screen. That said, Philips' beautiful Ambilight 
system does bathe the room in a nice glow when you are watching a 
movie. Possibly the best rv available today; pity that it costs so much. 
KUSHAN MITRA 
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Fringe in Name Only 

Scotland's capital is one of the nicest cities to visit in the uk. Both 
the Old Town and the New Town of Edinburgh are listed as World 
Heritage Sites. Every August, during the annual Edinburgh Fringe 
Festival, the largest arts festival in the world, the town is inundated 


with actors, directors, performers and tourists. A visit to the 
"Fringe", a term coined because most performers barely got a look 
in the more established fests, is a must for anyone interested in the 
arts. A drive to the spectacular surroundings of the Trossachs is 
a must as is a visit to any one of the several lowland distilleries 
around the city. 9 

KUSHAN MITRA 





INDERPREET S. WADHWA 


Solar Star 


"Sometimes, |, too, doubt 

my age,” Says INDERPREET S. 
WADHWA, CEO, Azure Power. 
Well, Wadhwa, 37, is on to 

a big story—solar power in 
India. And that, too, with no 
solar expertise behind him. 
Yet, he has serious money 
backing him. Last fortnight, 
Azure received its second 
round of funding from the 
likes of IFC, Helion and 
Foundation Capital. “We have 
money and projects on the 
ground," says Wadhwa. 

That makes Azure the first 
private MW-scale solar power 
developer in India in less than 
two years of setting up busi- 
ness. What egged Wadhwa on 
was the conviction of wanting 
to change rural lives. What 
prompted his investors to 
back him was the fact that 


he was betting his own 
money on those sunny dre- 
ams. Seems like a confluence 
of the right man, the right 
country and the right time. 
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LEADERSPEAK 


S.K. ROONGTA 


Chairman, SAIL 


The leadership lesso 
| remember best 


There is opportunity in ever 
challenge. 


The põliticāl leader 
| admire the most 
Sardar Vallabhbhai Patel. 


The business leader 
| admire the most 
J.R.D. Tata. 


A book/ m 
recom 
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manager and E 
A manager manages, but a 
leader creates institutions. 


dayimages 


The worst thing a 
leader can do 
Not trust his team. 


indiato 


My biggest test as 
a leader 


Keeping the morale of my 
team high in the most 
» adverse situations. 


| / W W WW 


v As told to Puja Meh 





Vol. 19, No. 8, for the fortnight April 5-18, 2010. Released on April 5, 2010. 


144 BUSINESS TODA 


A 


for managing 


www. businesstoday.in May 2, 2010 Rs 25 


BI-YES Bank study has S. Mahalingam of TCS as India's Best CFO 
r his efforts at steering the IT services behemoth when growth 
clined, the rupee yo-yoed and customers disappeared. pc 22 
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' i Deep sleep is more than 
just the right bed... 
X » ...a clear conscience 






Name : Adam Stevens 
Age:43 

Designation : CEO 

Time: 11:28 pm 

F Place : ITC Maurya, New Delhi 
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You create a Positive Footprint... When you stay with us. 


Because the ITC Group sequesters twice the Carbon it emits. Harvests 
twice the Fresh Water it consumes and Recycles more Solid Waste than it creates... 


Thank you for endorsing Responsible Luxury 


| "ITC Royal Gardenia", Bengaluru - the world's largest and Asia s first 
— LEED* Platinum rated Hotel 
IIC 


*Leadership in Energy and Environmental Design 


“ITC Sonar". Kolkata - the first hotel in the world to be registered by the 
United Nations Body on Climate Change for Carbon Emission Reductic 





Visit us at www.itcwelcomgroup.in 
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TOGETHER. FREE YOUR ENERGIES 


We partner with governments to Build information systems that enable faster delivery of 


services. A collaborative approach that aims to streamline information flow, prevent 


blockages and save precious time 


Capgemini has worked with a number of diverse Public Sector rganisations. Our 


experience ranges trom helping Italy with ePassports, to virtual courtrooms in UK 

yC tarry r cr ri iy a 4 7 Te | ` Y ^ ^ f f , | 
transtormation solutions to tax agencies across Europe and Australia ti zen centri 
e-governance solutions for city and regional councils in many countrie: ,apgemini has 


tailor made solutions for Tax, Public Security. Healthcare and Regional governments 


that ensure delivery of vital services with a faster turnaround time 


[his collaborative approach towards customised solutions is an outcome of over 


40 years of innovative thinking. A people-powered mpany that believes ir 
nigh-value intellectual services, we bring global expertise to the Indian busines: 
scenario at a market-friendly value. Our 10 years in India have seen us grow int 
a dynamic organisation that is 21,000 strong with a gr wing client list eager ti 


araw on our international experience 


To know more about what we can do for you, visit www.in.capgemini.com 


Capgemini offers technology, consulting and outsourcing solutions across e Cay 


Government & Public Sectors, Manufacturing, Retail & Distribution, Energy & 
Utilities and Financial Services. CONSULTING. TE 


gemin] 
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From the Editor 


hief Financial Officers (cros) today are like 

doctors who have just weathered a prolonged 

medical emergency. From the times of the 
Black Death—the plague pandemic that swept 
Europe in the 14th century—to the recent H1N1 flu, 
epidemics test the ability of the best trained doctors 
and fundamentally challenge the conventional 
wisdom of the times. The financial crisis that 
engulfed the world for most of 2008 and 2009 
placed cros in a similar situation. Overnight, some of 
the most acclaimed financial strategies and innova- 
tions became a terrible mistake. Well thought-out acquisitions suddenly 
became over-ambitious buying binges. Just like the doctors who witness 
the horror of death around them but fight for the day when the world will 
emerge out of the pandemic wiser and healthier, cros, too, witnessed the 
unprecedented destruction of wealth and fought for wealthier times to 
come. Thankfully such a time is already upon us—by and large. 

This is what makes our third annual issue on India's best cros very 
special (pages 32-70). Revamped and expanded, in partnership with yes 
Bank, this year's study evaluates cro performance on criteria specifically 
introduced to measure ability to manage the financial crisis. So, among the 
14 best cros that enter the sr hall of fame this year are those who excelled 
on parameters like "Successful Management of Financial Crisis", "Best 
Transformation Agent" and "Best Management of Financial Complexity". 
There is no better way to understand a crisis than through the experience of 
those who bore the brunt of it. Our cover story attempts to give you exactly 
this. The best financial brains of India Inc. recount how they handled the 
outbreak of wild and sudden currency swings, overnight disappearance 
of demand (or supply) and virtual freezing of financial markets—all at the 
same time. There are stories of cros buying companies when others were 
selling to survive. Now that the pandemic has passed, the system isn t just 
healthier—it's very different 
from what it was in the past. 

Surviving a crisis is no 
guarantee of future health. 
This is clear from the 
experience of Paramount 
Airways. The airline that 
till recently seemed to have 
braved the aviation crisis 
quite exceptionally, has 
now flown itself into serious 
turbulence. We bring vou 
an exclusive investigation on page 72. Turning a problem into profitable 
business opportunity is classic entrepreneurship. Right now, India is a 
hotbed for such entrepreneurial ventures. We bring you one such profile 
on page 96. May be it will inspire you to look for silver linings in some 
of the problems around you. 








PARAMOUNT ? 


ROHIT SARAN 


ELIANCE MOBILE FOUND CHEERING 
ANS ON YAHOO! CRICKÉT| 


RELIANCE wh 
obile ni 


j 
oo! helped Reliance Mobile, India's no. 1 net k and t 'eTerred net of} 


r 100 million customers, hit millions of user ery mo throug 
nsorship deal with Yahoo! Cricket. lot just use Ya te 


a long 
so t 
A op 
di 
- 
" 


ndia's internet audience’, But also becaus ahoo! C ; f 


m 
2% 
D ' L^ 
Site in India with almost 4 million L hoof visitors e no 


a e 7 i 
ance Mobile has also leveraged Yahoo digita sing | orm 
breaking innovations such as se Jan nS throt p ; 

4, 
f you need to multiply your o ience 2 ] nc 
00!. And when it comes to. rea : 


ness, no one delivers bette’ thz 


nderstand the power Of the 
90!'s advertising solutions, vis 
all to india-adywertising o y 





READERS' FORUM 


The Business of Sports 
Sports: The Next Big Thing (Br cover, April 18) raises 


prospects of big investment in sports and creation of sports 
infrastructure in the country. And with businesses, media 


agencies and sports-management firms adopting a more 
strategic approach on marketing and developing sports in India, 
sports marketing looks set to grow. Shashi Shekhar, Bangalore 


Not By Cricket Alone 


Despite being a nation of a billion-plus 


(business jtoday, 


people, our accomplishments in sports are : 
nothing to speak of. The fact that we have Aas 
won just 20 Olympic medals in the last 100 
years while our next-door neighbour China 
has won 100 in one year alone reflects 
poorly on our sporting prowess. Perhaps, as 
your cover story seeks to portray, with in- 
terest in sports other than cricket gradu- 
ally spreading and gaining ground, we may 
see the dawn of a new era as Indians 
engage more actively in the participation and 
consumption of sports like hockey, tennis, 
soccer, golf and others. Vineet Achyut, Delhi 


The Next Big Thing 
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A bevy of mew uranesses ns 
markets. 
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Sports-led Marketing 

More and more businesses are now looking 
to leverage sports as a medium both for 
enhancing brand equity as well as gener- 
ating business results. The overwhelming 
success of the ir. shows how sports-led 
marketing, by aligning business needs with 
the emotional needs of the sports consumer, 
can help to create not only a globally 
successful sports brand but also build a 
competitive framework for sportspersons to 
participate in. Alok Rai, Chennai 


A Reformist Budget 

By accepting the recommendations of the 13th Finance Commission, 
Budget 2010 (Welcome to UPA'S New Economic Order, Br cover, March 21) aims 
to usher the country into a brave new world of tax reforms, double-digit 
growth and fiscal federalism. By bringing in a slew of direct tax changes, the 
Budget has paved the ground for the implementation of the Direct Tax 
Code next year and Goods and Services Tax in 2014. Ashok Jayaram, Bangalore 
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Safeguarding Investors 

Out of the Ordinary 1pos (Br, April 18) is 
right in advising caution to potential 
investors of Pos. In recent months, there 
have been several instances where the 
market value of an iro has gone down 
below its issue price. This has caused 
widespread losses to primary market 
investors, many of whom are fixed- 
income earners and retail investors. In 
this regard, I feel the Securities & 
Exchange Board of India should take suo 
moto action by devising appropriate safe- 
guards to protect investors interests. 
Can't a rule be made so that new com- 
panies less than 10 years old cannot issue 
shares in the market through Pos for 
more than their face value? Alternatively, 
ammi can allow insurance companies to come 
forward to guarantee the market price of Pos 
for a fixed term. Mahesh Kumar, Delhi 
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If younnnovate, 
they will come. 


In a recent Accenture survey, 89% of executives 
agreed that innovation is as important as cost 
management for high performance. But while 
many companies are investing more in innovation, 
only a few have a rigorous approach for managing 
the process. As a result, even innovative companies 
often fail to realize the benefits that their new ideas 
could produce. To see how our vast experience 


and research can help you maximize your return accent re 
on innovation, visit accenture.com/india u 
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COVER 
32 India's Best CFOs 


In 2008-09, everything that 
could go wrong. did. So what kept 
businesses going during the 
downturn? It was a few good 

CFOS to the rescue. 


38 Profiles 

The Best CFO award winners. 

= S. Mahalingam, TCS 

a V. Balakrishnan, Infosys 


u P. Ganesh, Godrej 
Consumer Products 


= Ravi Sud, Hero Honda 


= Anil Kumar Agarwal, 
Titagarh Wagons 


= Koushik Chatterjee, 
Tata Steel 


m S.K. Sachdeva, 
Ahluwalia Contracts 


a Uday Phadke, 
Mahindra & Mahindra 


a Kanubhai S. Patel, Voltamp 
Transformers 


a S.V. Narasimhan, IOC 

a S.K. Joshi, BPCL 

= B. Mukherjee, HPCL 

= Gopal Mahadevan, Thermax 


a Y.M. Deosthalee, L&T 


66 From CFO to CEO 


More finance heads are moving N a 
. "M re . . 

beyond number-c runching, pr UN MN = 

becoming point persons for 


communicating with key 
stakeholders. 


$.Mahalingam V. Balakrishnan P.Ganesh Ravi Sud 
Anil Kumar Agarwal Koushik Chatterjee S.K. Sachdeva Uday Phadke 
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BUTTER GIRL GETS TOUGH 

Even though competition is hotting up for India's largest 
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Stock Market at a Two-year High 
Your Options Now 





Smart investors with a long-term horizon are 
well placed, argues Raamdeo Agrawal. 


ith stock markets touch- 
ing a two-year high last 
fortnight, some investors 


might be wondering if 


this is just a temporary bull run. Or 
is this surge backed by solid fun- 
damentals? There are no simple 
answers. How a retail investor ine 
terprets the current scenario de- 
pends on a host of factors like his or 
her investment horizon, risk ap- 
petite, investing experience, ob- 
jectives, etc. Investing with a short- 
time investment horizon can be 
speculative now. Even for an in- 
vestor who wants to invest for a 


year or so, the return expectations 
ought to be muted. 

For a new investor, the mai 
kets do hold promises in the long 
term, but there is a strong chance 
of capital-loss as you'enter the 
markets. One should be ready {or 
a 20-30 per cent correction in thc 
immediate future. For existing in- 
vestors who stick to their investing 
principles, there is nothing to 
worry about. Such investors 
should maintain their exposure 
or can even buy more stocks o! 
select good companies as the mar 
ket outlook is still positive. 


M / 
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Raamdeo's 
Guidance 


e Expect annual returns of 
15 per cent from the 
Sensex for the next 


e The Sensex is trading at a 
P/E ratio of 21, which is 
reasonable and compara- 
ble with China. 


e If corporate earnings grow 
by 25-30 per cent for 
2009-10, P/E levels will 
go down by 10-15 per cent. 


TCI 


e Cement, telecom, oil 
marketing companies, 
public sector banks and 
textiles look good for the 


e Don't buy on fundamentals 
alone; instead, select 
companies with a sound 
management. 


WORDSMITH 


(NEW WORDS IN BUSINESS) 


Blamestorming 
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Today, the Sensex is trading at à P/E 
(price-to-earnings) ratio of 21, which 
is a reasonable valuation. China, an- 
other emerging market, is also trading 
at a similar P/E level. A lot of things 
hinge upon corporate earnings, the 
monsoon and the disinvestment pro- 
gramme. A market cap of Rs 64 lakh 
crore on profits of Rs 3.2 lakh crore 
looks slightly overvalued. Yet, if cor- 
porate earnings grow by 25-30 per 
cent for the financial year 2009-10, the 
P/E levels will go down by 10-15 per 
cent. That, in turn, would send the 
Sensex into a 15-20 per cent yield 
mode. Although the impact ofthe mon- 
soon on the Indian economy has 
become less in the last few years, it is 
difficult to ignore it. A poor monsoon 
may not directly impact the economy 
(agriculture's contribution to GDP is 
only 17 per cent), but it can build 
inflationary pressure. 

March has been a remarkable 
month for the Indian stock markets. 
Not only has the Sensex jumped 8-9 
per cent on the back of aggressive buy- 
ing by both domestic and foreign inst- 
itutional investors (foreign funds 
pumped in $4 billion in March alone), 
a vast majority of stocks witnessed a 
sharp decline in volatility. Given that the 
markets may well turn volatile again, 
smart investors can use that volatility 
as a tool to make money. Volatility 
gives you an opportunity to sell ex- 
pensive and buy cheap. However, if 
you are not smart enough, don't try it. 

Buying stock in this market can 
be tricky. Don't buy them just on the 
basis of fundamentals and market- 
cap; try to buy into a company with a 
good management team instead. 


What it means: A method of 
collectively finding who to blame for a 
mistake no one is willing to confess to. 
Often occurs in the form of a meeting 
of colleagues at work. 





Interestingly, sectors like public sec- 
tor banks, cement, telecom, oil mar- 
keting companies and textiles are suf- 
fering from pessimism. While these 
businesses are excellent, somehow they 
are being ignored by the traders as they 
are tackling various issues. In telecom, 
for example, there is intense competition. 
Cement is burdened with excess ca- 
pacity. Stocks in these sectors are avail- 
able at a 30-50 per cent discount to 
what they should have been, Anyone 
with a long-term view (read five years) 
can buy into these businesses. 

Alternatively, you can enter 
equity markets through mutual funds. 
Pick up established funds with a proven 
record and avoid new ones. I would 
suggest the sip route, given market 
conditions. Through sir, you invest 
in both good and bad times and thus 
average the purchase cost. If you don t 
know the game, don't hesitate to take 
advice from experts. 

Time and again, we have seen that 
investors link the bullishness in economy 
with stock market surges. But the way 
economy moves is different from the 
stock market movement. The growth of 
an economy is often a straight line, 
whereas stock market charts can be 
scratchy. For instance, while the Sensex 
has almost doubled in the last one year, 
the real Gop (gross domestic product) 
grew at around 9 per cent during the 
same period. The market has its own 
rhythm and it is difficult to align it with 
the cpp numbers. Broadly speaking, I 
expect annual returns of 15 per cent 
from Sensex for the next five years. 


The author is Director and Co-founder, 
Motilal Oswal Financial Services 
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Hunger? 


The government plans an overhaul of the food 
subsidy regime through food coupons. But as global 
experience shows, it's not a perfect system either. 


he Economic Survey 2009-10 has recommended a food coupon 
system to replace the current public distribution system (pps) in the 
country by 2012. Under the proposed system. instead of procuring 
food grain from pps outlets, the poor will get food coupons or stamps 
which can be redeemed from these outlets. Over time, these coupons 
can be used in the open market as the Pps outlets will be phased out. 
The idea is to overhaul the leaky “ration shop" network and put the 
purchasing power in the hands of the needy. India's food subsidy bill 
is pegged at Rs 55,578 crore for 2010-11, up from Rs 52,490 crore 
in 2009-10. Despite that, India ranks 66th among 88 nations in the 
global hunger index. Here are a few examples of other experiments 

in food stamps worldwide, and the problems they face. 
T.V. MAHALINGAM 


Origin: The word evolved in corporate 
America in the late ‘90s. American author 
Nelson Demille was probably the first to use 
the word in his thriller The Lion's Game. It's 
a take on the business phrase "brainstorm". 


The US 


Flagged off in 1939, food stamps could be used 
at grocery stores to buy prepackaged edible foods. 


One in every nine Americans—35 million 
Americans-relied on food stamps 
in 2009, thanks to the economic recession. 


Since the mid-'905, paper stamps have been 
phased out in favour of a debit card system 
called Electronic Benefit Transfer (EBT) where 
the government transfers the benefits to a debit 
card, which can be used at retail outlets. 


However... 


There have been complaints about the 
delays and inaccurate processing of new 
application stamps. 


Also, there have been instances of petty 
scams. Recently, a few Georgia State officials 
were arrested for creating fictitious identities 
and stealing $1.7 million using EBT cards. 


Sri Lanka 


Introduced in 1979, the food stamps programme 
was set up to replace the expensive food subsi- 
dies. The food subsidy came down sharply to 

1.3 per cent of the GDP from 5 per cent after 

the introduction of the programme. 


The criteria for eligibility was family income. 


The stamps could be used to purchase rice, 
wheat, pulses, flour, sugar, bread, milk, etc., but 
Studies showed that 75 per cent of the coupons 
were used to buy rice, the staple food. 


However... 


The programme had 8 million beneficiaries even 
though the government estimated that only 3.5 
million people needed the scheme. Another study 
discovered that calorie consumption of the neediest 
declined after the introduction of the scheme. 


The stamps were not indexed to inflation as 
a result of which they lost value over time. 


Current usage: The word has gained 
wide usage in corporate circles around the 
world for meetings to fix accountability 
for lapses, especially after the global 
financial crisis. 





"Institutional Voids in Emerging 


Pages: 288, Price: Rs 695 





arvard Business School Professors 

TARUN KHANNA arid KRISHNA G. 

PALEPU, with long years of teach- 
ing and consulting behind them, have a 
rich perspective on their pet subject of 
emerging markets. In their forthcoming 
book, Winning in Emerging Markets 
A Road Map for Strategy and 
Execution, the duo moves away from 
extant wisdom that emerging markets are 
those with rapidly expanding national in- 


comes or with big market opportunities for 


multinational corporations. Instead they 
define such markets as those marked by 
information and other assymetries that 
come in the way of smooth and reliable 
transactions. With this context in mind, 
the authors present a tools framework for 
global managers and entrepreneurs. 
BT's JOSEY PULIYENTHURUTHEL got 
on the phone with one of them, Khanna, 
for a distilled version of the book. 
Edited excerpts: 


The starting point and context 
for this book was our dissatisfaction 
with some of the material that we 
were teaching in the classroom. Lot of 
the stuff was around strategy, finance, 
marketing, etc., but as you came 
closer to Monday morning reality, 
things were quite different on the 
ground. How does procurement work 
in Johannesburg, how do you manage 
an R&D lab in a place with a loose 
patent regulation... 

When we started off on working 
on this in 1993-94, emerging markets 
were not so popular; today, we have 
dozens of case studies. Still, what was 
missing was an intellectual framework 
or model to aggregate all the case 
studies with some abstraction. 
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Markets Make for Big 0 


Economics is about buying and 
selling a car, hiring a cko, engaging a 
logistics provider... This is where our 
definition of emerging market comes 
in: one in which buvers and sellers 
have trouble coming together for a 
litany of reasons. Either because they 
can't locate each other (due to lack of 
information or logistics, for instance) 
or just not conclude the transaction 
(no easy mode of payments, fuzzy 
rules open to different interpretations 
or a legal mechanism that can drag on 
for years). We call these "institutional 
voids". What we have done in the 
book is to come up with a taxonomy 
that can work from Chile to China 
under different set of institutional 
frameworks. 


Institutional voids can be lever- 
aged to a business’ benefit in two 
ways: one, fill the void yourself. Take 
India's Aspiring Minds (see Matching 
Aspirations on Page 96), which found 
there was no grading mechanism in 
India for millions of graduates. 
There was no way the guy from 
Tier n or m towns could sell him- 
self; we provide the credibility to 
him (if he's good). 

Two, if you know you have 
an institutional void ahead, how 
do you adapt your model? For 
instance, when McDonald's 
went to Russia, none of its ven- 
dors went with it, Which meant 
it had to build an entire potato 
supply chain; it bridged the 
institutional void itself. Today, 
itis one of McDonald's more 
profitable units, if not the most 
profitable one anywhere. 


portunities” 
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NUMBERS 
OF NOTE 


4.1% 


The projected growth in 
the world's economy this 
year (2010), which is 0.2 
points more than previ- 
ously forecast, according 
to the International 
Monetary Fund (IMF). 


300,000 


Number of iPads sold by 
Apple on Day One (3rd 
April, 2010) in the US. 


$7.5 bn 


Charitable giving in India, 
according to Bain & Co, 
equivalent to about 0.6 
per cent of the country's 
GDP. That percentage is 
much higher than China's 
0.1 per cent. 


43rd 


India's position in 'Network 
Readiness', a jump of 11 
spots, according to a 
ranking of national Internet 
and phone systems by IN- 
SEAD-WEF. The US was 
fifth and China was 37th. 
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Obama Tonic for India Inc. 


The historic reform in the US healthcare system spells 
a boon for India's pharma, IT and BPO industries. 


n March 23rd, when us President Barack Obama signed the 2,400- 

page healthcare reform legislation into law, he was not only opening the 

gates to some sweeping changes in the American healthcare system 
but was also opening the doors to healthcare players around the world. As the 
proposals of the Act are dissected by experts, it's becoming clear that India and 
Indian companies could be major beneficiaries—in particular, its generic drug 
makers, rr and BPO sectors. 

Currently, the cost of medication in the 


us is one of the highest in the world. The Act BOOST ER DOSE 


omotes the use of generic drugs that are of- 
es one-tenth the con age ver- hd Increased volumes for 

à generic drug companies. 
sion. Having the highest number of Us FDA-.—— tette 
approved manufacturing facilities outside the — & Will drive demand for Indian 
us, India, with its chemistry skills and low IT and BPO services. ( 
costs, is going to be an obvious choice for us 
pharma companies when they go shop- © Can boost medical 
ping for generics. This situation was antic- transcription with focus 
ipated by many leading companies like on electronic health records. 
Pfizer, Gsk and Sanofi well in advance. 
Recent deals between international pharma companies and Indian counterparts, 
like the tie-up between Pfizer and Aurobindo, could now get a boost with 
this. "This will result in market expansion as additional 32 million (unin- 
sured) Americans will now get health cover and the resulting pressures on costs 
will move more business towards generic drugs," says G.V. Prasad, Vice 
Chairman and cro, Dr Reddy's Laboratories. 

The Act will also ensure a bump-up in demand for more cost-effective 
healthcare solutions and increased rr and back-office work in the vs as a con- 
sequence of getting more people into health insurance. The us government is 
likely to spend anything between $15 billion and $20 billion on healthcare tech- 
nology services alone, and a sizeable chunk of this business is likely to get 
outsourced either directly or indirectly to the major Indian rr and sro firms. Says 
Kiran Karnik, former Nasscom President: "Indian rr companies have been 
playing a role in helping the uk National Health Service. They could use this 
expertise in the us also." 

Obama's initiative could also trigger more interest in medical tourism to India 
as the us consumers and insurers look to more cost-effective destinations. 

E. KUMAR SHARMA 








84 fantasy - filled days, architects and 
planners from 200 countries will whisk 
nto a world that you have never seen 
ave only imagined. Their presentation 
e future revolves around the central 
e: ‘Better city, better life’. 


India Pavilion: A tribute to 
years of Sino-India friendship. 
'ed by the Sanchi Stupa built by King 
ka, the dome-shaped India Pavilion 
ises to be a star attraction. Herbs grow 
e dome while solar panels and wind 
>r light up its interiors, where visitors 
| through centuries of Indian culture 





and life, right from the first signs of 


civilization to the present day and beyond. 


Find answers to a thousand 
questions. What will urban life be like in 
the future? Will homes be larger or smaller? 
What about 
Transport? Which sources of renewable 


infrastructure? Amenities? 


energy will power cities? How will 
recreation evolve? Will parks be ‘greener’? 
Find answers to impossible questions at the 
World Expo 2010. See cities designed by 
children. Walk through parks made up of 
kites. Explore notions of life so advanced 
that they seem to be part of science 
fiction. And while you're in China, make the 
most of it. 


You can’t stand still in China: The 


World Expo 2010 takes you to the future; 
the rest of China takes you to the past and 


present. Return to 216 BC and the Terracotte 
Army. Visit 38 of the world’s greates 
heritage sites. Frolic in the Ice Festival. Tou 
the waterside towns still drenched in ancien 
customs. Take the Silk Road. 


Play golf in some of the world's greates 

designer courses. Or simply lie on whih 

beaches. 

While you can create your own Chinc 

holiday in consultation with your trave 

agent, here are a few suggestions: 

* World Heritage Tour: A journey 
through centuries 

e The Waterside Tour of Sout 
China: Follow the Yangtze River fron 
Shanghai to Jiangsu to Zhejiang 





World Expo 2010 
Shanghai China 
Don't miss the experience 
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Smarter business for a Smarter Planet: 


The role of today's CFO 
is evolving. Find out where 
over 1,900 think it's going. 


Through recent face-to-face discussions with CFOs and senior Finance 
executives in 81 countries, including India, IBM has identified essential 
findings today's leaders need to know. For example, 8396 of CFOs now advise 
on risk mitigation, while 7296 help guide information management strategy. 
In the 2010 IBM Global CFO Study, the largest study of its kind, IBM 
outlines four key profiles of finance organisations and provides access 

to executive-level thinking and critical information. It isn't just essential 
reading — it's a guide to smarter leadership. 


Get The New Value Integrator at ibm.com/in/cfostudy 
One in a series of C-suite studies. 


jl 


| | n | A smarter business needs smarter thinking. 
Let's build a smarter planet. 
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FOCUS-BT POLL 





Would You Accept 
Higher Interest Rates 
on Your Loans if It 
sw Helps Tame Inflation? 


4.6% Can't Say 


Results of 87 Online poll: No. of respondents: 231 





| NoRisinginfationisa - 
| direct result of the gov- 


ernment's poor manage- 
ment of economy in the 
country. There is no rea- 
son why we should bear 
its cost either by shelling 
out more money for buy- 
ing goods and services or 
by accepting higher in- 
terest rates on our loans. 
| am ready to pay higher 
rates only if | get tax re- 
bate on that extra 
amount paid on loan. 
Alok Keiriwal, 
CEO, Games2win 








"Given the current 


circumstances, | don't 
think people of the 
country have much 
choice even if there is a 
hike in interest rates. 
They are ready to 
accept gradual rise in 
loan rates, but a steep 
hike is always resented. 
Rise in interest rates 
hurts more than 
inflation because of its 
greater impact on 
household budgets. 
Dhirendra Kumar, 
CEO, Value Research 





) A 


Next poll question: By how much do you expect your 
salary to rise this year: up to 5%, 6-10%, 11-15%, 


or more than 15%? 


Log on to www.businesstoday.in to cast your vote 
COMPILED BY MANU KAUSHIK 
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The New Rules of 


F&O Trading 


he stock market regulator's nod to physical delivery of equity 

derivatives could pave the way for major changes in the r&o 
(futures & options) segment and cut down on speculative activ- 
ity that has been the bane of small investors. The physical deliv- 
ery rule will raise the entry barrier to the F&O segment, and keep 
the small investor out—perhaps for his own good. The 
Securities and Exchange Board of India (seni) is discussing the 
issue with stock exchanges and will announce detailed 
guidelines on derivative trading after the deliberations. 


The existing position: Right now, equity derivatives 
are settled in cash. If an investor bought a futures contract of 
Reliance Industries at a price of Rs 1.050 and sold it a few days 
later when it touched Rs 1,100, he would pocket the difference 
between the buying and selling price. With a lot size of 300 
shares, that would be a profit of Rs 15,000. 


What will c hange: If physical delivery is introduced, the 
buyer (or seller) will have to buy or sell the shares under the 
contract. That raises the entry barrier to the F&o segment. 
Right now, the investor has to submit about 20 per cent of the 
contract value as margin money with the broker. But if 
physical delivery becomes the rule, a buyer will have to keep 
cash ready, while a seller will have to arrange shares. 


Push for index derivatives: with equity derivatives 
out of reach because of the large outlay required, small 
investors and speculators may move to index-based derivatives. 
These are less volatile than equity derivatives because the 

risk is spread over several scrips. 


What's not clear: s hasn't clarified whether the physi- 
cal settlement will be optional or 
mandatory. Also, we don't know 
whether the physical settlement 
for equity options will be 
applicable only on the 
expiry of the contract (as 
in case of index options) 
or whenever the buyer 
chooses to exercise it. 
SEBI might have second 
thoughts on physical 
settlement in options as it 
could mean that the inter- 
est in this crucial hedging 
instrument wanes. 

BABAR ZAIDI 





USD Bonds 


2009 
£y fic Beak of india 


State Bank of India 


4.596 Senior Bond Offering 


due 2014 
US$ 750 million 


Joint Lead Manager & Bookrunner 





tun lary forever 


Club Mahindra 


Initial Public Offering 


P 
Mim ga nr 


Idea Cellular Limited 
Finnish ECA 
backed financing 
US$260 million 


Sole Mandated Lead Arranger 











icici Bank 


ICICI Bank Indian Oil Corporation 
5.5% Senior Bond Offering 4.7596 Senior Bond Offering 
due 2015 due 2015 
US$ 750 million US$ 500 million 


Joint Lead Manager & Bookrunner Joint Lead Manager & Bookrunner 


Equity Capital Markets 


fum yer fire 
Oil indin Limited 


Opto Circuits Hindalco Industries Oil India Limited 


Limited Limited Initial Public Offering 


QIP QIP j 
US$80 million US$600 million US$570 million 


Joint Bookrunner Book Running Lead Manager Joint Bookrunner 


"Pfizer JMexans 


Pfizer Investments 
Netherlands B.V. Joint Venture with 


Acquisition of 29.5296 division of 
stake in Polycab Industries 


Pfizer Limited | Private Limited 
US$150 million 


Manager to the Open Offer 
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GLOBAL MARKETS 


Let HSBC's global network open up a world of 
opportunity for your business. 
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FOCUS-WELL SAID 





he financial system must provide our companies 
with the instruments they need to manage foreign 
currency risks at reasonable cost" 


NGN at the Reserve Bank of India's Platinum Jubilee celebrations 


L 


A move by China f 
a more market- 
oriented exchange 
rate will make 


"We will make India the Ci m an essential 
export hub for LG. This contribution to 
market will lead our global rebalancing 
global innovation and E E ih 
new development" 


MD, LG Electronics India, in The Economic Times 





"The current system doesn't 
limit risky behaviour by 
‘shadow banks’, that are 
perfectly capable of 

creating a banking crisis” 












Nobel Prize-winning economist, in The New York Times. 
Shadow banks are non-banking institutions, the 
ranks of which have swelled between 2000 and 2008. 





“It is an extraordinary company (HUL) and has 
a great leadership team. It is one multinational 
that has identified itself with India” 


Chief Mentor, Infosys, on whether his resigning from Unilever Plc's board had 
anything to do with the company facing a tough time in India, in Mint 
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The most successful businessman is the man who holds onto the old just 


as long as it is good, and grabs the new just as soon as it is better: 


Even water loves Roca. 
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FEATURED MODEL : EVOL 


Naturally. Sleek lines and exquisite desiar 


|| 


| make every Hoc: aUCEL ad JOY H - M ca 
í 
teei, toucn and experience Little wonder, even water loves it. But that's only ROC da | a: VA ag 


BATHROOM BRAND 
part of the story. Roca loves water too. And this a MM ANI 


www.roca.com 
efforts to reduce water and energy consumption 
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FOCUS 


SMALL 


CAR FOR 
MEGACITIES 





German auto giant BMW 
eyes the small-car market 
with the ‘Megacity’ 

hybrid to shore up 

sales and profits. 


An Artist's concept 


p times call for desperate 
measures. German luxury 
carmaker BMW had a torrid 2009. 
Despite clocking growth in key 
markets like China and India, global 
sales still plummeted 10 per cent to 
1.29 million vehicles. With sales 
and profits nosediving, BMW AG 
Chairman Norbert Reithofer had to 
pull a rabbit out of the hat that was 
not called “China”. 

And he did. By disclosing that 
BMW will start making a new front- 
wheel drive small car from 2014. To 
put this in perspective, the smallest 
car BMW makes today, under its own 
brand, is the 4.3 metre-long 
1-series comparable to the Honda 
City on Indian roads. The new car 
will be smaller, a size comparable 
to what is currently sold as large 
hatchbacks in India. And impor- 
tantly, with the company focussing 
its energy on alternative energy 
sources, the new car will have an 
innovative hybrid engine. BMW is 
already making significant changes 
in its engine technologies. While car 
buyers even today get the com- 
pany's fuel-efficient and powerful 
"Efficient Dynamics" system, the 

company has kickstarted a 
wide-scale test of an electric 


vehicle with 600 electric versions of 
the "Mini" being driven across the 
world. The company is now 
launching both full and partial 
hybrid technology across several 
cars in its range. The plans for the 
small car, then, integrate with the 
company's larger game plan. 

The new small car, dubbed the 
"Megacity Car" by BMW, is just 
that—a car designed for the needs 
of the world's megacities. And this 
is where India fits in. There is a 
realisation that on the crowded 
roads of some large Indian cities, 

a small, efficient BMw would work 

a lot better than a gargantuan 
luxury sedan. Efficient engines 
coupled with hybrid technologies— 
even though BMW does not plan to 
launch such vehicles in India im- 
mediately—might also persuade 
buyers to go green. 

Meanwhile, BMw became India's 
largest luxury car brand in 2009 
and plans to hold on to the top spot 
in 2010. The outgoing Bmw India 
President, Peter Kronschnabl, has 
set his team a target of 4,000 cars 
(it sold 3,000 in 2009) this year. 
With the Indian economy back on its 
feet, the target may not be a stretch. 

KUSHAN MITRA 





The new "small" BMW willstillbe —' 


a premium, luxury car. But a small | 
one that could easily fit into a 
cramped parking spot. 


The BMW small car will have hybrid | 
engine technology and will be 
designed for urban residents. 


For the first time, a BMW car will 
have a "front- wheel" drive. They 
are much cheaper to make and, 
on low-power city conditions, 
possibly better. 
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With you - all the wa) 


THE BANKER TO THESE INDIANS 


Lifestyles in 21st century India vary — some remain traditional while others take new paths. 


We provide the widest range of financial products to support your way of life. India is perhaps the 


world's most diverse society. And it is our privilege to be its banker. 


Shayam Kumar 
Saral Personal Loan Customer 
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A LIVING ROOM 
COMPUTER 


Donald Bell Mal Reviews 


Personally, | see the iPad as 
more of a living room computer 
than a computer | need to worry 
about taking out-but as a new 
kind of product, people will have 
different ideas on just how and 
where the iPad fits in. 





THIS DEVICE IS 
REVOLUTIONARY 


Huffington Post 


Its impact on the future 
of personal computing, 
gaming and books will be 
significant... it will shake 
up a few more industries 
just as the iPhone, iPod, 
and iTunes store did. 





| the past, Apple has created new 
product categories of its own. The 
iPod was a music player, a photo 
viewer, a movie viewer, all rolled into 
one. The iPhone was a mobile phone, 


t was an occasion to doff our hats to the 
best talent of India. The first edition of the 
All india Management Association (AIMA) 
Awards felicitated individuals who have set 
benchmarks in their fields, the makers of 
Brand India. Sanjeev Goenka, President, 
AIMA, said the idea was to recognise “giants 
in their respective fields”. 
Among those who were awarded was 
Aroon Purie, Editor-in-Chief, India Today 
Group, for his “outstanding contribution to 
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A THIRD WAY 
Wired 


iPad points to a 
Third Way-sitting in 
between the phone 
and the laptop—of 
interacting with 
information. 


a movie maker, a photo viewer and 
editor, a music player and much 
more. The iPad, in true Apple tradi- 
tion, is much more than just a tablet 
or a netbook or a home computer or 


media". R.P. Goenka, Chairman Emeritus, 
RPG Group, was conferred the “Lifetime 
Contribution Award”. Rahul Bajaj, 
Chairman, Bajaj Auto; Nandan Nilekani, 
Chairman, Unique Identification Authority 
of India (UID); and Rajkumar Hirani, 
Director, 3 /diots, were the other 
awardees. As chief quest, Civil Aviation 
Minister Praful Patel quipped: “All those 


felicitated have redefined the way the 
world looks at India.” 








What's an iPad, after all? 


IT'S NOT A 
LAPTOP 


David Pogue la New York Times 


The iPad is not a laptop. 
It's not nearly as good for 
creating stuff. On the other 
hand, it's infinitely more 
convenient for consuming 
it-books, music, video, photos, 
Web, e-mail and so on. 





THE FIRST WHOLE- 
HOUSE COMPUTER 


Imm 

The iPad will become the 
first whole-house computer, 
shared among an entire 
family, passed from hand 
to hand, roaming freely 
from living room to kitchen 
to bedroom. 





a phone, as reviewers have branded it. 
Its ultimate utility is something that 
users will determine, like they did 
with the iPod, iPhone. The iPad is 
likely to find its own niche. 


VNVM LITIY 
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BIG MONEY 


Other games are queering cricket's pitch. Tennis, football and Formula 1 
racing are rapidly catching up in terms of viewership across the country. The 
2010 Hockey World Cup notched up 53 million viewers, up from 14 million for the 
2006 edition. Surprisingly, wrestling, the second most-watched sport, has more 
viewers than hockey and F1 put together. Here's taking a look at the various 
sports that India loves to watch on the tube and why that is a big deal. SHAMNI PANDE 


Wrestling Beats 


Football in India 
The Top 10 sports viewed in India 








Annual TV Ad Spends in India 





Rs 8, 500 crore 


Annual Sp 


Rs 450 crore 





Figures are no. of viewers in million 
_, (Jan-Dec 2008 estimates) 


~ Cricket Viewers 


= Region-wise viewership share 
Ai, (Top five regions) 
EN 


Worldwide, football has 4.1 billion viewers 
compared to 650 million for cricket. Cricket is 
the second most viewed sport globally. In 
the US, sports sponsorships account for 















Mumbai 1296 


r 






Se — i Rs 50,000 crore-16 per cent of total TV 
Kolkata T96 sponsorships of Rs 3,20,000 crore. 
Hyderabad 696 


Po Football Viewers 


@ Region-wise viewership share 









< (Top five regions) 
Kolkata 20% f vd ae. ETA 
Delhi Bw 13% f IA, 
Mumbai — — 9» Ad d Visibilty: In Stad 
West Bengal 5% on Televi . 
Bangalore 496 
f Pa TT 1. Banner 
& Hindi Speakers Watch More Sports Than 2. Chest T-shirt Sticker 
Others (rop five regions) 3. Perimeter Board NN 
Delhi 13% 4, T-shirt -Logo/ Arm Sticker 
Mumbai SEDE -f 5. Ground Painting 
Kolkata 10% 6. Front Helmet/ Dugout $ Sticker a 


7. Rope/ Sight Screen 


Uttar Pradesh 696 


Return on Investment on Sports 
Live Telecast (excluding cricket) 


(s A Glimmer of 
SS m d 
FOOTBALL TENNIS ATHLETICS 


Hope for Newspapers 
wins 29 |193 | 7 


ui có N ewspapers globally are struggling to stay relevant 


nan SI 3T | 130 A 





RACING 


with long-term circulation and advertising declines 


Football garners a high viewership compared to 
the time it hogs on air indicating a better Rol. 
Tennis obviously ends up with fewer viewers not 
only compared to football but also in terms of 
the time on air. 


And the Others Watch... 


e Hindi speakers in Mumbai (15%) and Delhi 
(13%) are major viewers of tennis. 


caused mainly by the spurt in online news consu- 
mption and Internet advertising. However, a new 
survey by McKinsey & Company in the UK offers some 
hope for newspapers. So, while the television and 
Internet are driving increased consumption of news, 
the newspapers can still take heart from being the 
most trusted medium. 

This finding does indicate a potential revenue 
opportunity for newspapers. "Trust" could be an 
important inherent advantage in the digital age. In 
fact, consumers trust newspapers more than any other 


medium, and 66 per cent describe newspaper advert- 


e Kolkata (27%), Kerala (23%), and Andhra 


d ising as "informative and confidence-inspiring,” com- 
Pradesh (17%) are major viewers of boxing. s 


pared with 44 per cent for rv and 12 per cent for the 
Web. This, the survey points out, suggests that news- 


€ Delhi has the largest viewership of rugby 
matches (34%). 


€ Delhi and Kolkata together form 32% of 
athletics viewership. 


papers have further scope to go beyond news, to drive 
reader interest and advertising revenues at the same 
time. Leading newspapers have already created spe- 
cialised pages and sections in areas such as entertain- 
ment, eating out, travel, automobiles, shopping. real 
estate, and personal finance—and that may well be the 
way to go. "The combination of editorial content, ads, 
and selected commercial offers—while clearly 
separated—benefits advertisers and is of practical 

use to readers," says the survey. 

Survival for newspapers in the digital age, then, 
would entail developing deeper skills—for instance, 
managing advertiser relationships and gaining 
customer insights without compromising on editorial 
independence and quality. Only those who can walk 
this tightrope will remain in business. 


A TRUSTED SOURCE FOR NEWS 


% of respondents" 2006 2009 
What role do the following types of advertisements play? 
Newspaper TV ads Radio ads Sponsored nternet banners 
ads links and pop-ups 

Entertaining | 7 29 12 c 4 

Annoying 38 50 65 69 88 

informative i 66 | 44 | 30 25 12 

Confidence- 

Inspiring 


> 
» 
Z 
Pe 
a 
= 


"Respondents could select more than one option 
Source: 2006 and 2009 McKinsey media and entertainment news survey 
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FOCUS 


BT-CARMA 


CEO WATCH 









0.P. Bhatt 


The chairman of India’s largest 
bank always commands attention 
when he holds forth on interest 
rates. Not surprisingly, then, SBI 
Chairman 0.P. Bhatt has emerged 
as the most written-about CEO 
for the third consecutive month, 
as he continued to speak his 
mind on the direction of 

lending rates. 





a 


“We'll Build Four Manufacturing Plants in India" 


rithai Superware Pcl, Thailand, the world's 

largest brand in melamineware, has ambitious 
plans for India. Chairman SANAN ANGUBOLKUL 
spoke to BT'S SHALINI S. DAGAR on his recent visit 
to India. Excerpts: 


We plan to invest in four manufacturing 
plants across the country, each with a capacity of 
3,000 tonnes. These should be operational in the 
next five years. The first plant will be operational by 
2011. In the first year of operations, we intend to 
get to about one million households in India. We 
set up our sales office in India a few months ago. 


The four facilities will generate direct 
employment for 2,000 people and will 
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INDIA'S AND THE WORLD'S MOST TALKED-ABOUT CEOs IN FEBRUARY 














INDIAN CEOs 1 


—— — 


O.P. Bhatt | sei 


3 Arvind Jadhav | Air india 


5 S.Ramadorai | rcs 8 
7 Kris Gopalakrishnan} infosys 7 
9 Kishore Biyani | Future Group 6 


cme) IR 1 Warren Buffett | Berkshire Hathaway 88 


3 Tidjane Thiam | Prudential 54 


5 Michael Geoghegan | sec 45 


7T Eric Schmidt | Googie 40 


9 Steve Jobs | Appie 38 


require an investment of $32 million. Each plant 
will require an initial investment of $8 million in 
manufacturing of moulds, raw materials and 
other things to achieve full business integration. 
With these plants, we will be able to cut lead time 
to make faster delivery. 


Srithai has some 10,000 designs and 3,000 
shapes in its portfolio. The organised 
tableware market in India, including glass and 
porcelain, is around Rs 1,200 crore. Of this, the 
share of 100 per cent melamine 
products is minuscule. With . 
its premium brand Ektra, 
Srithaiaimstocapturea ~ 
fifth ofthe market. 


Imagine If you have the advantage of 
five quarters in a year while your 
competition still has four! 


Every CEO's dream has finally come true! 


Time is the most precious resource that management teams need to make your enterprise grow 
faster and become more profitable. 
Business Octane's easy-to-use Enterprise Collaboration Maximizer Solutions, designed to 


make a passionate difference to your organization, will definitely create more time for every single 
decision maker and give your organization that unbeatable competitive edge. 





Call Shikha Saxena at 1800 180 1818 (Toll Free) / 
+91-124-39884088 or email info@businessoctane.com 
to schedule a meeting with one of our collaboration consultants. 
Visit www.businessoctane.com Rev up collaboration & learning 





becomes 
the first 
Indian university 


to get the coveted 
ABET, USA 
accreditation 








VIT is an International University in 
the true sense of the word. 


Because world leaders in education 
have acknowledged our excellence. 


ABET, USA the 
education body that evaluates the 
worth of programmes in institutes 
around the world, has certified two 
VIT programmes to have met its 
stringent standards; an 
honour that does not come 
easily. VIT is the first in 
India to get this recognition; 
just like the JET-UK 
certification earned earlier. 
It is a significant milestone 
that sets standards for others 


prestigious 









in the country. 


This means that VIT's B.Tech. in 
Mechanical Engineering and B.Tech 
in Civil Engineering (which are 


accredited in the first phase with the 


^ 


Pj 


SS 


UNIVERSITY 


Vellore 632 014 
Tamil Nadu, India. TET 
Phone : 0416 - 224 3091 VIT 


WWw.vit.ac.in 


flay 


Engineering 
Accreditation 
Commission 


> VIT 


highest possible grade of NGR for a 
period of six years) are on par with the 
best in the US. 


What a proud moment for us, our 
students and their parents! 


About ABET, USA 


* Recognised accreditor for programmes 


in applied science, computers 


engineering and technology 


* Stringent standards evaluate 


quality, based on well 






laid programme objectives and 


outcomes, a competent faculty, 





world class facilities. a 










conducive campus atmosphere 





* Graduates are assessed on 
ability to excel in a changing global 
environment, with ^ high social 


awareness, 


For more information about ABET visit 
www.abet.org 
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IN A CRISIS YEAR 


In 2008-09, everything that could go wrong-and things that many 
thought would never go wrong-went spectacularly awry. Was it a bird, 
was it a plane that kept businesses going during the downturn? No, it 


was the wy) who a to the frontlines, 








hird week of November, 2008: The 
location is a conference room at Tata 
Steel's Jamshedpur headquarters. B. 
Muthuraman, then Managing Director 
of the steel giant (now its Vice 
Chairman), asks cro Koushik Chatterjee to address the trade 
unions. The objective: Boost morale during the slowdown. 
Chatterjee makes a power-point presentation to the trade 
union, in which he explains why and how the global crisis 
is hitting the company, which had acquired British steel 
giant Corus for all of $1 3.7 billion 22 months ago. The in- 
tention is to alert the union leaders on the challenges ahead 
so they can talk to the workers about it. He touches upon the 
importance of generating internal capital—the same way one 
attempts to save at home during tough times. "I translated 
my presentation into Hindi. That worked well with the 
union leaders who, at the end, came up to us (the man- 
agement) and asked what they could do to help the com- 
pany,” Chatterjee told pr last fortnight. After the success in 
Jamshedpur, the activity was repeated in other Tata Steel mar- 
kets, too, by other finance professionals of the company. 

Cash, costs, communication, confidence. Those four Cs 
sum up the mandate of the Chief Financial Officer (cro) in a 
year (2008-09) when everything that could go wrong—and 
also things that many thought would never go wrong —went 
spectacularly awry. And it was for the cro to step into the 
breach like never before. As demand and liquidity dried 
up. cash flows had to be expanded. As margins came under 
a squeeze, costs came under the microscope. The cro had to 
scrounge for capital in a world starved of that till-recently- 
taken-for-granted resource. Suddenly, the rules of the game 
had changed: Finance heads who once had little problems 
raising funds to make big-ticket acquisitions were now 
struggling to find capital to keep those assets afloat and 
squeeze growth out of them in recession-hit markets. 

That's when the other two Cs moved up in priority in 
the cro's lexicon. Investors, vendors, customers and em- 
ployers had to be first told about the realities in the market 
place and on the balance sheet; and then confidence instilled 
into them that this too would pass. 

Now cros aren't particularly known for moving out of 
the comfort zone of the books they keep. but the credit cri- 
sis provided them that challenge or—as some finance 
heads would like to see it—the opportunity. As Uday Y. 
Phadke, President, Finance, Legal and Financial Services 


THE BEST CFOs 
NAME/ COMPANY/ CATEGORY 


S. MAHALINGAM rs 


Overall and Enhancing Competitiveness through M&A 


V. BALAKRISHNAN nrosvs 


Best in Wealth Creation (Large Company) 


P. GAN ESH GODREJ CONSUMER PRODUCTS 


Best in Wealth Creation (Mid-size Company) 


RAVI SUD io Hono, 


Best in Liquidity Management (Large Company) 


ANIL K. AGARWAL rracaru wacons 


Best in Liquidity Management (Mid-size Company) 


KOUSHIK CHATTERJEE rara sret 


Successfully Managing the Global Crisis (Large Company) 


S. K. SAC H D EVA AHLUWALIA CONTRACTS 


Successfully Managing the Global Crisis (Mid-size Company) 


U DAY PHADKE MAHINDRA & MAHINDRA 


Best Transformation Agent (Large Company) 


KANUBHAI S. PATEL voru sone 
SV. NARASIMHAN «c 

S.K. JOSHI os 

B. MUKHERJEE tec 


Best CFO of a PSU 


GOPAL MAHADEVAN sew 


Commitment to CSR 


Y.M. DEOSTHALEE i: 


Best in Treasury Management 
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COVER STORY-BEST CFOs 


THE JURY JAW-JAW 


t took close to five hours for the jury to come up 

with 14 winners, including the overall Best CFO 

for 2008-09. Perhaps, the sheer challenge of the 
task itself is one reason for the discussion stretching 
on for so long. Or, perhaps, it's the depth and differing 
perspectives brought by members of the jury-from 
fields as diverse as equities, insurance, banking and pri- 
vate equity-that explains the duration. But by 3.30 
p.m., when the final award category was decided, 
there was satisfaction, and smiles all around. 

The first award category to be discussed-wealth cre- 
ation-was a tough one to crack. Should the award go to 
a CFO who protected shareholder value with conser- 
vative policies during the downturn; or should a more 
adventurous CFO who sought to deliver returns in 
tough times get the award? After much debate, Infosys' 
V. Balakrishnan was selected for his zeal in protecting 
wealth when share prices were crashing all around. 

In the next category of best liquidity manage- 
ment, the choice was between auto majors Hero 
Honda and Maruti Suzuki as they faced not only slow- 
ing consumer demand, but a rise in raw material 


Sector and Member of the Group Management Board, 
Mahindra & Mahindra, points out: "During the good times, 
the job of a cro revolves around getting the optimum fund- 
ing through various domestic and international sources at 
the best possible rates. But during a time of crisis, like what 
we had in 2008-09, the job gets enhanced." Tata Steel's 
Chatterjee adds that during the downturn his role ex- 
tended well beyond the defined roles of finance, where 
proactive communication is vital. "Earlier, we used to 
communicate only what was required. Now, we are con- 
stantly talking to customers, investors and lenders." 

Both Chatterjee and Phadke have emerged winners in 
the BT-vEs Bank study of Best cros, the former for 
Successfully Managing the Global Crisis (see page 50 for 
how he did it), and the m&m cro for being the Best 
Transformation Agent amongst large companies (see 
page 54). Whilst Chatterjee has earned the reward for 
keeping Tata Steel afloat even as the Corus buyout was 
threatening to submerge it, Phadke is being honoured 
for being at the forefront of a string of acquisitions that have 
helped the tractor and automobile maker expand its bou- 
quet of offerings as well as to consolidate its presence in one 
of its mainstay businesses (tractors). 

Indeed, at a time when cash was king—or god, as 
one of our winning CFO sees it—it takes a brave man to 
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prices, capacity shutdowns and a tight liquidity envi- 
ronment. Hero Honda's Ravi Sud made the cut for 
being able to increase market share when supply of 
funds had virtually run dry. 

The category in which unanimity prevailed was the 
best CFO of a PSU-all jury members acknowledged the 
efforts of the finance heads of the three oil majors for 
being able to balance out the nation's needs with 
those of shareholders. Our overall winner, S. 
Mahalingam, too, had little competition, as his 
efforts at steering TCS through its toughest patch since 
it got listed are indeed commendable. 





qJuNVOD LNVMIHSIN 


(Front and Left to R) Rana Kapoor, MD & CEO, YES 
Bank; G.N. Bajpai, Chairman, Future Generali India 
Life Insurance Co; Abhay Havaldar, MD, General 
Atlantic LLC; (Back, L to R) Nilesh Shah, Deputy MD, 
ICICI Prudential Asset Management; Manish 
Chokhani, Director, Enam Securities 


loosen the purse-strings and chase the value that he believes 
exists in an asset. S. Mahalingam, of rcs, our overall win- 
ner, did just that when he and his team sealed the ac- 
quisition of Citi's business process outsourcing (BPO) unit 
lor a cool $505 million (Rs 2,27 2.5 crore) —the largest buy- 
out of a foreign captive Bro in India. The transaction has all 
the makings of a master stroke. Consider: The deal was done 
just a fortnight after Lehman Brothers plummeted into 
bankruptcy, and in a year in which the Indian sro sector 
registered single-digit growth after several years of 
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COVER STORY-BEST CFOs 


HOW BT-YES BANK FOUND THE BEST CFOs 


their average market capitalisation, was con- 

sidered as the base set to kick off the quanti- 
tative part of the exercise of selecting India's best 
CFOs. The companies were segregated into large 
ones (those with sales of over Rs 2,000 crore for 
2008-09) and mid-sized ones (those with net sales 
of less than Rs 2,000 crore). Two-year financials 
(for 2007-08 and 2008-09) of these companies 
were analysed across three crucial categories: Wealth 
creation (or creation of shareholder value), leverage 
management and working capital management. Under 
wealth creation, parameters like market value to 
book value, return on equity and return on capital 
employed were considered. For leverage management, 
we looked at the companies' net debt, total debt/to- 
tal net worth and total debt/earnings before interest, 
tax, depreciation and amortisation. And the working 
capital cycle was considered for liquidity management. 
Based on the numbers, some 60-odd companies 
were selected for the next phase of evaluation, 
across the 12 different award categories (see page 33 
for the award categories and the winners). 


T^ BT 500, which ranks companies based on 


robust double-digit (in the late 20s) growth. The revival 
may be round the corner, what with tech research firm 
Gartner predicting that the Indian Bro sector will show rev- 
enue growth of 25 per cent in calendar 2010. 

For the cros who successfully steered their ships 
through the financial squall. the onset of a recovery is 
good news not just from the operations' point of view 


CFO COMMANDMENTS 


IN A DOWNTURN... 


(...they hold good in an upturn, too.) 


@ Focus on costs rationalisation across functions, 
both manufacturing as well as non-manufacturing. 


e Stand by your associates, including suppliers, 
endorsers and dealers. 


e Stick to the policy of keeping customer interest 
as top priority. 


e Maintain focus on the balance sheet, keep revisiting 
recoverable and debt positions. 


e Continue with good governance. 
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In the next phase, Synovate, a market research 
agency, was appointed to conduct a survey amongst 
brokers and fund managers to create a further short- 
list of 24 finalists (two in each award category). For the 
Commitment to CSR award, a separate question- 
naire was sent to a panel of experts on the subject. 
These included Parul Soni, Executive Director, 
Development Advisory Services, Ernst & Young; 
Urvashi Devidayal, Programme Manager, The Climate 
Group; Amol Tope, General Manager Environment, 
Health & Safety and Employee Training Manager, 
Johnson & Johnson; and Vinay Somani, Founder, 
Karmayog. The questionnaire sent to them dealt with 
factors like the extent of the involvement of the top 
management in CSR initiatives, how scalable and 
sustainable are these activities and whether there has 
been any negative impact on society or the environ- 
ment on account of the company's operations. 

The stage was set for the final stage, when an 
eminent jury of experts met to thrash out the final win- 
ners (see page 34 for details on the jury meet). The 
entire process was a gruelling one, but at the end of the 
day it was more than worth the effort and time spent. 


but also from that of their own career path. At a time 
when the trend of cros taking the step up into the ceo's cor- 
ner room is gaining ground—see page 66—the winning 
moves of many finance heads will surely be noticed by their 
company's boards and promoters. “Post-Lehman, when risk 
issues and balance sheet deleveraging took centre stage, the 
situation was ripe for more cFos to gain more promi- 
nence," points out Keshav Murugesh, ceo, wNs Holdings. 
Murugesh himself made the move from cro to cro at his ear- 
lier employer, rr services firm Syntel. 

Clearly, the smartest cros would have been those very 
select few storm watchers—and BT's writers haven't been 
lucky enough to stumble onto too many of them—who 
would have sensed the end of the party and the onset of a 
global recession. The challenge today—albeit a much 
easier one—is to figure out how robust are the signals of re- 
covery, when will the demons of the downturn be banished 
for good, and for how long will the good times last after that. 
As liquidity conditions ease, demand picks up. and clients 
and consumers are more prone to spend, cros will doubt- 
less breathe easier, but the smart ones among them won't 
forget the lessons of frugality, restraint, and the need for 
balance that they picked up in the tough times. © 
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Overall Winner and 
for Enhancing 
Competitiveness 
Through M&A 


CF0/ TCS 


Background: Chartered 
Accountant, has worked with 
TCS since 1970. 


Winning move in 2008-09: 
Steered TCS during tough times, 
helped the company make its 
largest ever acquisition (COSL). 


Challenge ahead: Mahalingam 
will have to ensure that TCS 
holds onto some of the cost 
efficiencies it has achieved in 
FYO9, even as it grows 

in a reviving market. 

Most likely to be heard saying: 
"Let's mail the 

appointment letters." 
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| TCS CFO steered the behemoth as it made its largest 
acquisition even as growth declined, the rupee yo-yoed 


and customers disappeared. 
T.V. MAHALINGAM 





cocktail, the Corpse Reviver No. 2. 


A vegetarian and teetotaler, Sethuraman iu 


EET MANTRAS | 


is not a Brioni patron. Neither i ishea 
Kate Moss acolyte. Those are not the 
reasons why the 62-year-old Chief 
Financial Officer (cro) of Tata Consultancy 


Services (TCS) never got to dig a fashion- 


able fork at the ravioli. Rather, in early 
January 2009, Mahalingam and his 
daughter, Anusha, were on their way to 
sample the restaurant's food. 

“My daughter, who was living in 
New York at that time, wanted to take 
me to the restaurant. When we went 
there, we found that the restaurant was 
no longer in business,” recalls 
Mahalingam. "One day it was there. A 
few days later, it was not. If any proof 
was needed about the impact of Lehman 


=. on the economic scene in the us, this 
— was it,” adds Mahalingam, ensconced in 





: eint suits. A "The. critic trashed F 
pastas but strongly recommended an absinthe-laced 





e Keep it simple: in forex manage- 
ment, TCS did not bite into exotic 


products that banks offered. It 
preferred long-term contracts 
and did not play the market. 


e Improvement starts at home: 
TCS tightened internal processes 
like obtaining client certifications 
to ensure faster cash collection. 


e Plan long-term: Even at the peak 
of the recession, TCS invested to 


expand campus facilities, It inked 
the $505-m CGSL buy a fortnight 
after Lehman Brothers collapsed. - 


that the res scrip m been buzzng:e ever s 
- -pany forked out an advance tax of Rs 178 cr 
quarter of the current fiscal, as. compared. to 
- — «rorea year ago. That's done its bit to help 
Bangalore rival Infosys on the ma 
time of writing ‘tes’ market cap stood at Rs 1 58. x ^ 
as against Infosys’ Rs 153,290.27 crore}. a 
A little under 14 months ago, twasa dierent: story: tes’ 
market cap was at a 30 per cent discount to Infosys. For 


days later, 









his Raveline Street t Office in the Fort area T 








ket cap fr 


Mahalingam, the closed eatery in 
Manhattan will always be emblematic 
of the perfect storm that res had run into 
in mid-2008. The first sign of trouble 
came in March, when jp Morgan Chase 
bought distressed us investment bank 
Bear Stearns at a fire-sale price of 
$2 ashare. Bear Stearns was a client of 
Tes, though not a large one. So the folks 
at TCS HO didn't have any reason for 
sleepless nights. Not yet. 


A Storm Brews 

The big rumble came on September 
15, when one of tcs' largest clients, 
financial services giant Lehman 
Brothers, filed for bankruptcy. Ten 
another client, 
Washington Mutual, went belly-up, 
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“The fact that TCS has significantly reduced the number of debtor days is a 
significant achievement. However, there is still scope for improvement" 
Aniruddha Dange/ Head of Research/ India Infoline 


becoming the largest banking failure in the United States. 
The rupee, thanks to outflows of foreign portfolio invest- 
ments, began to yo-yo. 

"It was definitely the toughest challenge I have ever faced 
professionally," says Mahalingam. Maha, as he is known at 
TCS, has seen several crises in his four-decade-long career 
with the company. "Our main vertical, pest (banking, 
financial services & insurance) was | 
affected. So were other verticals. And 


for improvement," says Aniruddha Dange, Head of 
Research, India Infoline. Infosys’ pso, in comparison, is 
just 57 days, and Wipro's is 60. 

Another area that analysts credit tcs. with is its forex 
management skills. After all, in 2008-09, the rupee swung 
from 40 to 52.50 against the dollar. The problem was much 
more complex than just the oscillating rupee. tcs is a global 

company, which means that it earned 
revenues in several currencies. A year 


unlike the dotcom bust, the damage 
was not just limited to the us,” adds 
Mahalingam. 

Even as Lehman turned turtle, the 
TCS top team was in the final stages of 
inking its largest ever purchase—a 
half-a-billion-dollar acquisition of 
Citigroup Global Services Ltd (ccst), 
the BPO arm of Citigroup. The deal 
was signed within a fortnight of the fall 


TCS has reduced its debtor days 
over the past 18 months... 
April-June 2008 
Oct.-Dec. 2008 
Oct-Dec, 2009 


T ACA EE RARE IASI Prd 


...But Infosys and Wipro perform 


better on the collections front. 
Apri-june 2008 — — 





ago, the pound depreciated 38 per 
cent against the dollar but just eight per 
cent against the rupee, while the euro 
depreciated 19 per cent against dollar 
while appreciating seven per cent 
against the rupee. 

"Taking a market call on currency 
is a dangerous thing. The cornerstone 
of our forex management is to protect 
TCS against volatility." explains 


of Lehman and Washington Mutual. 

So, did this chartered-accountant 
-turned-programmer-turned-iR-head 
-turned-cro dither at the possibility of 
splurging Rs 2,500 crore even as oth- 
ers were pinching pennies? The top 
brass of rcs decided to undertake a 
"stress analysis". "We asked ourselves 
what if things really go wrong, what 
kinds of risks we could take with regard to our cash position, 
how much cash we would need to continue operations etc,” 
recalls Mahalingam. tcs’ kitty, even after the acquisition, was 


ma infosys ae Wipro, 
outstandings (D505), is a measure of the average number 
of days a company takes to collect revenues after a sale 
is made. The lower the DSO, fewer the days the company 
takes to collect its account receivables. 


KULDEEP 


brimming with a little over Rs 4,000 crore. “We realised that 


we are reasonably comfortable. After that, we asked our- 
selves one fundamental question—how do we get as much 
cash into Tes as possible?” he adds. 

The answer lay in the multipronged strategy that saw 
Tes tighten its belt on several fronts. For one, Tcs had the 
highest Day Sales Outstanding (nso) or debtor days—an 
indication of the time taken for service providers to get 
clients to pay up-—among its peers. The company focussed 
on getting that number down. 

TCS began to tighten the processes around fixed price 
projects to avoid overruns, which in turn ensured that 
the cash flowed in. As a result, psos came down from about 


90 days in June 2008 to 75 days in December 2009. "The — 
fact that rcs has significantly reduced the number of debtor 


days is a significant achievement. However, there is still scope 
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. Debtor days, or d sales 


Mahalingam. Therefore, unlike Infosys 
which goes in for shorter forward con- 
tracts (largely half year long), TCS prefers 
longer contracts {mostly one to three 
years, and rarely five year contracts). As 
a result, tcs bleeds more forex losses 
when the rupee depreciates and does 
better when it appreciates, like now. 
That explains Mahalingam's reluc- 
tance to pat his own back. "We are not playing the market. We 


- have taken a principled, pragmatic approach to forex man- 


agement. We did not get into any exotic instruments, no 
swap, etc," adds Mahalingam, flashing his trademark smile. 

It's this no-nonsense, simple approach that has earned 
Mahalingam several admirers within the company. "Maha 
is a true business cro who has played multiple roles in 
TCS—ranging from delivery, un to finance," says N. 
Chandrasekaran, ceo and MD, Tes. "His sense of humour and 
ready wit make him popular. His connect with the operating 
team, and understanding of the core business are his great- 
est strengths," he adds. 

With the global scenario improving slowly, perhaps it's 
time Mahalingam made that pasta pilgrimage again. Bar 


. Milano no longer exists. However, its owners have started 
another restaurant in the same premises called Inoteca. It's 
the same fare but at "recession-friendly" prices. If not any- 

. thing else, that's a sign of better things to come for the 
American economy and tcs. © 
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PAWAR/ WWW 


DEEPAK G. 


eads | Win, alls | Win 


In a year in which Infosys showed negative growth fot 
the first time in its history, its CFO did well to avoid a 
big-time erosion in value, 


RAHUL SACHITANAND 


Best in Wealth Creation (La ge Company) 


{ru into 


Background: B.Sc. degree trom the University of Madras 
He also holds ACA, ACS and AICWA degrees. Has spent 19 year 
in Infosys; was at Amco Batteries earliel 


Winning move: Repaying investor confidence with four 
one-time dividends 


Challenge ahead: Io pul Infosys back on the fast-qrowth path 
Most likely to be heard saying: "Cash isn't king, it’s god 


t's not easy being the cro of Infosys. Over the past 
decade, Infosys has routinely grown its revenues faster 
and been more profitable than many of its Tier [ peers. 
The company is recognised for its transparency in deal- 
ing with investors, routinely passes on wealth it creates 
in the form of one-time dividends and is cited across forums 
lor its corporate governance norms. Its previous cro T.V. 
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Mohandas Pai (he's now Director for HR, Facilities and 
Administration) oversaw Infosys’ finances at a time when the 
IT sector was growing at 30-40 per cent annually and 
Infosys seemed to have more work than it could handle. Then 
in 2006, Pai, an outspoken critic of everything from 
Bangalore's lax administration to education reform, decided 


to step aside and reshape Infosys’ HR policies instead. 









The man who replaced him, Venkatram Balakrishnan, 
. 44, joined Infosys when it had just 250 employees and 
- barely a few million dollars in revenue. This was back in 
1991, when an tr career was frowned upon (Balakrishnan's 
mother did her best to dissuade her son from quitting a stable 


COVER STORY-BEST CFOs 


gadgets, including a pre-booked iPad-—Balakrishnan 
became cro in the same year that Founder and Chairman 
N. R. Narayana Murthy stepped down; a year later another. 
founder (Nandan Nilekani) stepped down as Chief 
Executive, moving to a broader Co-Chairman role. In. 





job at Amco Batteries) and companies such as 
Infosys struggled to dodge a raft of restrictive 
government norms around foreign exchange, 
travel and establishment of new companies. “I 
wanted to be part of the future," says 
Balakrishnan. He came aboard Infosys a cou- 
ple of years before the company went public in 
1993-—the promoters had struggled to get 
the issue subscribed: “I liked the idea of a 
small company developed by first-timers with 
their own funds," Balakrishnan adds. 

Under two years alter he became cro, 
Balakrishnan found himself face to face with a 
global economy that had nose-dived with 

'ancellir igor postponing con- 
tracts to try to stay alive: For the first time in its 
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e Keep a year's 
revenues in reserves 
to fund potential — 
acquisitions. 


e When extra wealth is 
created, share it gener- 


ously with shareholders. | 


e Double training time 
in a slowdown to get. 
employees — bd 
the turnaround: 





that sense, he is part of the new-genera- 
tion leadership at Infosys. C PEN 
Since Balakrishnan took charge, Infosy 

cash pile has tripled from $1 billio 
billion. "The slowdown has made 
rate farea neh 
"Infosys' cash flow is superior tc 
if its quarterly i income | num b 
even lag them," says vie jeo! 



















history, Infosys declared d negative growth for 
fiscal 2008-09. According to Bst data, Infosys 
shares lost 3.2 per cent between. April 1, 2008 and April 1, 

2009. But that 's still a smaller fall than for peers like TCS (where 
the decline was 35.6 per cent) and Wipro (which lost 38.3 






: |. percent). "It is my job to create wealth for shareholders,” says. 


Balakrishnan. "We are not owners of the company. We 
are trustees of the shareholders." 

The company—led by cro Balakrishnan—reacted 
sharply on the financial front, freezing pay hikes and pro- 
motions and curbing travel budgets. "We needed to focus 
on our people costs, which formed roughly half of our ex- 
penses," says Balakrishnan. More recently, the good times 
seem to have returned, with Infosys paying out variable 
salaries to employees somewhat cockily called Infoscions and 
announcing promotions and pay hikes. "We did not hold 
back campus offers and instead doubled training time to 
make our employees ready for the turnaround," he says. 
These proactive measures have helped Infosys keep its 
margins 7-8 per cent ahead of its Tier I rivals in the industry, 
claims Balakrishnan. 

His colleagues say that he's always been the quiet per- 
former. "Bala was associated with finance for 20 years, but he's 
been less visible than most other long-timers even though his 
work is as critical,” says a former executive, who ran a $200- 
million unit for Infosys. "Unlike Pai, he isn't a public face for 
Infosys. He seems happiest away from the public glare." 
While his first decade-and-a-half at Infosys allowed him to do 
just this (rising from Senior Manager, Finance to Senior ve and 
Company Secretary), it was his elevation to cro in April 2006 
that catapulted him into the limelight. 

A self-confessed technophile—he owns multiple Apple 
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inanca services, aae id t on g and telecom, Infos 
longer among the top three ve adors, say executives from: 
competitors: and with the loss of Nilekani and Murthy (who 
retires from his post as non-executive chairman next year and a: 
has set up an investment fund, Catamaran), Infosys has __ 
been caught flat-footed on many large contracts over the past 
24 months. The finance department may be partly to blame 
for this, the flip side to Balakrishnan's conservativisrn. 
"Balakrishnan's rigid financial structure and inflexibility 
with pricing during the slowdown saw Infosys lose out on sev- 
eral deals to its peers," says George. "It seems the cro office at 
Infosys is overpowering and more leeway must be given 
to the business units." Then Balakrishnan's policy of hedg- 
ing for the near-term is debatable. It works when the rupee 
falls to Rs 48 to the dollar, but not when it rises to Rs 44. 

As the world limps back to normalcy, Balakrishnan 
will be hoping he can more richly reward Infosys 
investors in future. © 


May 2 2010 BUSINESS TODAY 43 


COVER STORY-BEST CFOs 


All-weather Companion 


Godrej Consumer Products has always been an investor's delight-and it didn't 
disappoint during the downturn, either. ANUSHA SUBRAMANIAN 


icture this: A decade back, you set aside Rs 10 lakh for 

investment in an up and coming fast-moving con- 

sumer goods (FMCG) company. You eschew higher- 
profile multinational companies like Hindustan Lever (now 
Hindustan Unilever) and Procter & Gamble (P&cG)—you are 
looking for some wicked returns, not the incremental 10- 
20 per cent annual returns most other stocks would yield. After 
some research—and an ear glued to the crackle on Dalal 
Street—you decide to put your hard-earned Rs 10 lakh into 
a company de-merged in the summer of 2001—Godrej 
Consumer Products Ltd (GcPL), which is the soaps and toiletries 
portfolio of what was earlier Godrej Soaps Ltd. 

April 2010: You wake up. Soon, you can't stop grinning. 
What was Rs 10 in 2001 is Rs 275 today and its 52-week high 
was Rs 303. As Dalip Sehgal, a one-time nur. honcho who is 
now ceo and MD of GcPL, succinctly puts it: “The ccpt share price 
has appreciated 30 times over the past 10 years.” 

Wealth creation is one thing, but to do it consistently 
over the long term—during which markets peak and bottom— 
takes some doing. Even in 2008-09, when stock markets 


: m a C 
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all over the world crashed, Gcr. was in winning mode. Its mar- 
ket capitalisation in that year was up by almost 40 per cent, 


Best Tt Wealth | to Rs 3,400 crore, over 2007-08. 


Creatio 3, d Chairman Adi Godrej, Sehgal and the rest of the man- 
N (Mid-size Company) agement team can take some credit for creating value by 


launching new products and categories and making overseas 
brand acquisitions. But there's another key decision-maker. P. 
n Ganesh, cro, GCPL. He is the man who steps into the breach dur- 
Winning move in 2008-09: No! ; ing rough times 
taking foot off growth pedal. ders rests the challenge of creating shareholder value. 
Challenge ahead: Keeping the And was 2008-09 rough or what! "The year posed great 
impetus in a highly competitive challenges for us, especially in terms of profitability because high 
market, with rising input costs 
Most likely to be heard saying: 


“Focus on growing profitably.” 


CFO/ Godrej Consumer Products 


like in 2008-09—and on whose shoul- 





vegetable oil prices and commodity prices put a strain on 
our margins in the first half of the year,” explains Sehgal. It was 
time for Ganesh to deliver, with all the weapons in his armoury: 
Cost management, squeezing out efficiencies from the supply 
chain, achieving negative working capital—thanks to the 
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efficient supply chain—and not taking the foot off the growth pedal. For instance, 
in 2008-09, acPL continued to expand its rural network and made some key in- 
ternational acquisitions, including brands like Kinky (a hair care brand, in South 
Africa), and Keyline Brands from the vx. "We held our ground, improved 
market share, showed good sales growth (of 26 per cent) and also clocked a de- 
cent profit growth of 10 per cent— all of which was achieved in what was a tough 
vear for business against the backdrop of the global meltdown," explains 
Ganesh. With a balance sheet that's debt-free, and with Rs 250 crore of net cash, 
growth is a constant companion of ccPr—during a boom as well as a bust. 
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Unlike on the outside, it's the dirt in your engine that can hinder peak performance and cause 
lasting damage. Shell Helix Ultra motor oil's active cleansing technology is specially formulated 
to clean as it protects. Every pack contains special cleansing agents which stop dirt build up 
where you can't see it, but where it really matters. www.shell.com/helix 
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St. 
rni 
Rubber 


Hero Honda found more 
buyers for its two wheelers 
in a year in which major 
companies were finding 
fund supply short or 
hugely expensive. 

SHALINI S. DAGAR 











Best in Liquidity 
Management (Large company) 


RAVI SUD 


CF0/ Hero Honda 


Background: PGDM from IIM 
Ahmedabad, AICWA, FCS. Has spent 

12 years with Hero Honda. Previously 
was with Eicher Motors. 

Winning move in 2008-09: Raised 

Rs 425 crore in July 2008 which 
helped dealers sell better-than-usual 
numbers in the festive season. 
Challenges ahead: Inflation, 

interest rates and crude prices. 

Most likely to be heard saying: "Great 
companies are not built overnight." 
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asically we had planned 

it well, as we always do." 

says Ravi Sud, cro, Hero 

Honda, with the wicked 

grin of someone who has 
won a hard-fought battle. In fact, the 
joke amongst analysts is that the vet- 
eran of 12 years at Hero Honda 
planned it so well that the company 
continued to be on cruise control 
even when he wasn’t there! Sud left 
the world's largest two-wheeler com- 
pany (by volume) in November 2008 
for a real estate company, only to 
return by March 2009, 

Hero Honda's biggest success has 
been its ability to nudge market share 
upwards—from 52 per cent to 57 
in 2008-09—at a time when bank 
finance was not easy to come by ei- 
ther for consumers or for its dealers 
(some 75 per cent of bike sales were 
happening via auto finance). 

The company could do this 
because it didn't have to rely too 
much on banks but on its own well- 
lubricated funding machine. It uses 
the services of subsidiary Hero 
Honda Fin Lease to raise funds at 
competitive rates. "The dealers need 
funds for roughly 45 days—dur- 
ing the festive season—and it is of- 
ten cumbersome for them to raise it 
from banks," says Sud. Hero Honda 
regularly gets advance estimates 
of fund requirements of its associ- 
ates, raises funds at competitive 
prevailing market rates and then 
lends to its associates. 

It duly went about that task in 
2008-09. While the dealers 
had indicated only around 
Rs 350 crore, in a tight 
market, the finance 
subsidiary raised 
Rs 425 crore in 
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July 2008, “To plan for the activity is 
critical. If we had waited for till 
September to raise this money, we 
would not have got even Rs 5 crore,” 
Sud recounts, 

Hero Honda kept selling through 
the slowdown, which cast its shadow 
on the festive season in September 
and October. But guess what: It sold 
a record 6,00,000 units in 
October—12 per cent higher than 
the previous highest of 5,31,000 in 
October 2006. 

The strategy continued to work 
not just during tight money condi- 
tions. In 2009-10, when banks were 
flush with liquidity but averse to 
lending to small companies, Hero 
Honda Fin Lease again pulled in 
Rs 250 crore. The company's 
vendors gained as their cost of 
money shrank by close to 300 basis 
points, even as Fin Lease made 
money on the difference due to 
its higher credit ratings. "We do 
this very proactively. None of the 
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vendors had asked us for money,” 
says Sud before explaining. 
“Morally, we take responsibility for 
their well-being. It is a long-term re- 
lationship. It is not based on 





transactions.” ae 
Hero Honda, for its y 
part, is a cash-surplus , 
company. However, » 
liquidity management " 1 
apart, the company. like / 
a genuine blue chip. used 
the adverse circumstances to 
its advantage. It continued 
introducing new models and 
variants to keep customer 
interest alive, and stub- 
bornly refused to cut ad 
spend. It also continued 
to expand its reach in 
rural India. From 
2,000 touch points in 
the hinterland, the 
company is now al 
4.200 points today. 


The customers 























rewarded it with good 
sales. Today, roughly 
40 per cent come from 
non-urban markets. 

Overall, the comp- 


two- wheel- 


domestic 


market 
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9 Plan fund-raising Ne. 
much in advance. and than the second, third 
and fourth placed 
fit^ r. inc 
not at the hou manulacturers put to- 
e Risk management is gether in 2008-09, 
an imperative at all even as operating mar- 
times-good and bad. gins increased 120 
© Relationship with basis points over the 
vendors has to be ere 


How does 2010- 
11 look? Sud, a vet- 


eran of many business 


long-term, not 
transaction-based. 


cycles, cautions that 
things are not going to be easy 
this year. Inflation and prices of 
crude and other commodities are 
what he worries about. But his 
focus—in good times or bad 
doesn't waver: Rigorous risk 
management, use of technology 
to the hilt to increase business, 
and looking within the company 
to spot and remedy inefficiencies 
His parting words of wisdom: 
“Be alert, be in touch 
with the ever-changing 
environment.” © 
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wagon jeasing DUSINESsS 

Most likely to be heard saying: 
We dont have any tong 

term debt.” 





Titagarh Wagons has found a sweet spot in a niche high-growth sector, and 
its CFO finds himself in the thick of the action. SOMNATH DASGUPTA 


or Titagarh Wagons, 2008-09 was an action-packed 

year, says Anil Kumar Agarwal, cro. The wagon- 

maker got listed on the Bsk and NsE in April, it 
launched a subsidiary Greysham & Co. to make braking sys- 
tems, began work with the S.K. Birla group to revive 
Cimmco Birla, bought a non-banking finance company 
when it saw an opportunity in wagon leasing, and floated 
a 49:51 joint venture with FreightCar America Inc. to 
make aluminium wagons. 

Why this flurry of activity? Agarwal says, “Everything 
was done in a planned manner... we completed one event 
and then began the next.” The action actually began in 
2006 February, when Titagarh attracted its first private 
equity (PE) funding. “That pe deal was the most important 
since it was the first for us," recalls Agarwal. pe fund 
raising continued through 2006-07 and 2007-08, fetch- 
ing it some Rs 123 crore. The year 2008-09 began with 
Titagarh's listing on the stock exchanges in April. 

Titagarh is usually protected from market vagaries 
because a big chunk of its wagon orders comes from Indian 
Railways, which makes advance payments. But 2008- 
()9 was tricky because almost 70 per cent of the orders were 
Irom private players eyeing the wagon leasing business, and 
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only 30 per cent from Indian Railways. 

"We don't have any long-term debt and use internal 
accruals to meet our requirements. We also have a sanc- 
tioned working capital facility of Rs 50 crore," savs Agarwal. 
"We hardly use this working capital facility to the limit, but 
during that year had to use it on an average basis through- 
out,” Agarwal says. 

In March, the Board for Industrial & Financial 
Reconstruction (BIFR) cleared a revival plan for Cimmco Birla 
drawn up by Titagarh and the S.K. Birla group. “In 2008-09, 
apart from the listing in April, the Cimmco transaction was 
the most important and took up a lot of time throughout the 
year," says Agarwal. As Kolkata-based analyst Barun Das 
pointed out, PE funds’ infusion was the start of the improve- 
ment in liquidity management at Titagarh Wagons. “First, 
the deal signified that market confidence in Titagarh was 
returning. This in turn had a salutary effect of encouraging 
more such deals, with the consequential effect of reducing 
dependence on borrowings," Das says. 

But Das points out that "the difficult part of managing 
working capital will now start with increased offtake from the 
private sector. What will help though is the Narc for leasing 
wagons that Titagarh is likely to offer its customers now." 
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Arranging cash for Corus during the boom was easier than managing liquidity in the crisis that 
followed. Thankfully, Tata Steel had the right man in the right placeat all times. SUMAN LAYAK 


ery close to the office of Tata Steel's Group cro 
Koushik Chatterjee in Bombay House—the 
headquarters of the Tata Group—hangs an 
M.F. Husain painting from the Durga series. 
And inside his chamber, on a wall beside 
his seat, there is another Durga—by Chatterjee's seven-and- 
a-half-year-old son, Anirudha. The goddess, with her 10 
hands, slaying the buffalo-demon Mahishasura, best sym- 
bolises the multitasking that Chatterjee has been doing for 
the past three years. Weapons, blessings and the lotus in 
different hands—the nurturing mother and the conqueror 
of evil—Durga is the original multi-tasker. Chatterjee's 
words will make the analogy apparent: "Imagine an engine, 
where different parts are moving at different speeds, in dif- 
ferent directions, and yet we have to reach the destination 
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Successfully Managing the 
Global Crisis (Large Company) 


CFO/ Tata Stee! 


Background: ICAI Fellow; Joined Tata Steel in 1995; VP 
Finance, Tata Steel (2004-2007). Group CFO since 2008. 


Winning move in 2008-09: Raising capital ahead of 
requirement and then managing the crisis through 
management of liquidity. 


Challenge ahead: Managing a multi-speed organisation 
where different units are moving with different priorities, 


Most likely to be heard saying: “Sometimes you need to 
raise money when you don't need it." 


together on time. That is how we are working now." 
Tata Steel has to handle the hunger for growth 
capital in India and at the same time invest in re- 
structuring its operations in Corus in Europe. Then, 
there are the Southeast Asian and ASEAN op- 
erations that need constant performance 
enhancement and maintenance. One 
example will explain this challenge: In 
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the second quarter of 2009-10. The company has also 
tied up financing for its three million tonne expansion 
programme in Jamshedpur, which is in excess of $3 bil- 
lion (Rs 13,500 crore). 

Says Chatterjee: "As a global organi- 
sation we have to be aware and ready for 
global risks. We must have the processes 
and radars to capture the risks and be- 


2008-09, whilst the Indian operations of ® Global companies yond that we have to know how to best 
Tata Steel saw a capacity utilisation of must have the processes manage them." He feels that to play his role 
more than 100 per cent, for Corus it was tO capture global risks, well he needs to go well beyond the de- 
down by almost 40 per cent. and the resources to fined roles of finance, where proactive fi- 

Those three different priorities of its manage them. nancial communication becomes very im- 
businesses often force the Tata Steel group e Learn to grow (one portant. "Earlier we used to communicate 
to create different financial strategies: It operation) and only what was required. Now we are con- 
had to manage liquidity, multiple currencies restructure (another) at stantly talking to customers, investors and 
in a $30-billion turnover global company the same time. lenders." Chandrani De, an analyst who 
and balance sheet risks and yet find money tracks Tata Steel for Ambit Capital Pvt 
for growth in a “capital-starved world," as € Learntoraise money Ltd, points out that effective communica- 
Chatterjee puts it. And he feels this is Whentheres not much. tion helped Tata Steel get high-quality 
tougher than arranging for cash for the Of it around. investors for its GDR issue. Apart from 


Corus acquisition—for in 2006 and 2007 
life was much easier for cros. 

Tata Steel has announced capital expenditure of 
Rs 40,000 crore in India in the next five years, of which 
Rs 8,000 crore is earmarked for 2010-11. In 2009, 
the Tata Steel Group also booked a restructuring cost of 
almost $1 billion (Rs 4,500 crore at current rates) for its 
European operations, which was largely severance pay 
for job cuts and inventories marked down to market 
value. It shed almost 5,000 jobs in the uK and The 
Netherlands in the last 15 months. 

Even as the company invested in India, it took 
help of the short-term voluntary unemployment scheme 
of The Netherlands' government in 2009 as part of a na- 
tional stimulus programme. In late 2008, Corus also 
sold off the last of its aluminium smelters. Tata Steel is 
also investing $114 million in its European operations 
to improve its supply chain—this is expected to lead to 
savings of $100 million a year. In 2007, Tata Steel 
raised more than Rs 9,000 crore through a rights issue; 
two years later it raised $500 million through an issue 
of global depository receipts (GDRs), and in the process got 
listed on the London Stock Exchange. The GDR issue co- 
incided with Corus' toughest phase, which forced Tata 
Steel to report a consolidated loss of Rs 2.7 19 crore for 


communication, Chatterjee feels that work- 
ing capital management and controlling how capital 
should be spent are key priorities. 

As the cro of Tata Steel, Chatterjee has filled the shoes 
of Ishaat Hussain, who moved from the role of Executive 
Director, Finance, at Tata Steel in 2000, to that of Finance 
Director of Tata Sons. Chatterjee has been with Tata Steel 
right through its string of acquisitions, starting with Nat 
Steel of Singapore in 2004. And from then on the shoes just 
kept getting bigger and bigger till Chatterjee found himself 
at the helm of finances of a multinational in 2008 when he 
was designated the Group cro. 

BT's cro awards have honoured him twice before and 
he has been featured in BT's annual list of Hottest 
Young Executives. Prahlad Shantigram, the global 
head for mergers and acquisitions at Standard Chartered 
Bank, had worked closely with Chatterjee while 
arranging the financing for the $13.7-billion Corus 
acquisition. He says: "I find Koushik to be an extremely 
well-rounded cro with a grasp of a broad spectrum of 
corporate issues, a strong sense of 'value' and a global 
outlook. He demonstrates enormous maturity in his 
dealings and is a good people person. He has achieved 
a lot very quickly." 

And he's just 41! © 


"Koushik is an extremely well-rounded CFO with a grasp of a broad 
spectrum of corporate issues, a strong sense of 'value' and a global outlook" 


Prahlad Shantigram/ Global Head-M&A/ Standard Chartered Bank 
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Successfully Managing the 
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Global Crisis (mid-size Company) 


Winning move during 2008*09 
Handling the Commonweallh Games 
Village project 

Challenge ahead: High inflation which 
could hit growth 

Most likely to be heard saying: 


“Finish today's task today." 





Ahluwalia Contracts managed to ride the storm on the back of financial discipline, an 
optimum mix of clients and projects and good old-fashioned conservatism. SHALINI S. DAGAR 


arch-April 2009: The global economic outlook is 
still grim and a recovery isn't a gleam in the eye 





ol even the more optimistic pundits. The scenario 
back home is unclear, too. Amidst this uncertainty, a 
Delhi-based construction company, Ahluwalia Contracts 
(India) Ltd (AciL), the chief contractor for the Common- 
wealth Games Village in Delhi, sees that prestigious 
project teeter towards irreparable delay. The developer, 
Emaar McF, is unable to make payments to acıl. That's a 
big headache, and it isn't the only one. A number of retail 
and rr projects as well as special economic zones are 
hanging fire because of tight liquidity. 

Yet, S.K. Sachdeva, Executive Director, (Finance and 
Accounts), Act, recalls that period with a grin of triumph. 
"The working capital cycle was hugely enlarged. Receivables 
that were normally paid up in 50-60 davs were now 
stretched to 120 days. However, we were relatively insulated 
as we had envisaged the situation earlier," he says. 

According to him the red signs were flashing almost a 
year prior to the collapse of Lehman Brothers. "There were 
signs of incipient sickness. Even so there was euphoria. 
When something goes to the top with that speed, it also goes 
down with equal speed," he savs. 

Sachdeva believes that it was the conservative work 
culture of the company coupled with its diversified project and 
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client mix that saved the day for Act. In any case, as a con- 
tractor, the risk for the company was limited. If payments did 
not come, the work could be stopped while Act. retained gen- 
eral lien over the project. 

jut then a major risk was that of invocation of bank 
guarantees due to non-performance. Sachdeva believes 
that a solid risk management system and stringent pre- 
project appraisals came to Act's rescue. Projects that needed 
to be shelved were duly kept aside. Where payments could 
be rescheduled or projects deferred, those options were 
taken. "Not a single paisa has sunk. Even in the past, we 
have had no bad debts," says the former banker with 
Allahabad Bank and Union Bank of India. 

Chairman Bikramjit Ahluwalia points out that 
Sachdeva played a pivotal role in raising funds and bring- 
ing business to the company. “He created a system of mul 
tiple banks (to get loans) and we were able to get compet 
itive rates in a tough market." That's one major reason for 
\CIL sitting pretty with an order book of Rs 5,400 crore and 
appearing poised to clock a 25 per cent growth in revenues 
lor the second year in a row, alter five years of roughly 50 
per cent compounded annual growth rate. 

Clearly, for Sachdeva, who in his 12 years at Aci. has seen 
several transformations, from the company getting rated to 
it getting listed (in 2005-06), more milestones await. © 
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The M&A! 
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The finance honcho at the tractor and automobile maker is perfecting the art of 
balancing strategic imperatives and financial decision-making. RACHNA M. KOPPIKAR 


Best Transformation 
Agent (Large Company) 


UDAY PHADKE 
President/ Finance/ M&M 
Background: The ICA! member 
started out in the internal audit 
division of M&M in 1973. Headed 
various finance departments. 
Winning move in 2008-09: Keeping 
financial balance while meeting 
funding needs without leveraging. 
Challenge ahead: Staying abreast 
of changing external tax policies. 
Most likely to be heard saying: 
"Grow a business as much as 
you want, but first ensure it is 
financially viable." 
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day Y. Phadke is President, 

Finance, Legal and 

Financial Services Sector 

and Member of the Group 
Management Board, 

Mahindra & Mahindra (M&M). If you 
think that's a mouthful, well, that 
designation just got longer last fort- 
night. The day this writer met the cro 
of the flagship company (Bharat 
Doshi is the Group cro), which makes 
tractors and automobiles, Phadke 
was given additional charge of the 
corporate mergers and acquisitions 
(M&A) cell across the group, whose in- 
terests range from real estate to soft- 
ware services to financial services. 
"There will be a larger scope for 


integration and I will be able to 
ensure better interaction between 
various departments involved 
in such (M&A-related) decisions and 
achieve higher transaction 
efficiency," says the 60-vear-old 
chartered accountant and company 
secretary who has been with the 
M&M Group for almost four decades. 

If Phadke has been handed 
charge of group M&A, it's clearly on 
the back of several initiatives at in- 
organic growth. most of which were 
executed bv the cro's team. and a 
lew would have originated in the 
CFO's office, too. Doing M&A trans- 
actions isn't rocket science these 
days—but making acquisitions 


"Phadke's strength is his ability to seamlessly integrate and balance 
strategic imperatives and the financial control aspect in decision making" 


S. Ramesh/ Chief Operating Officer/ Kotak Investment Banking 


when liquidity is tight and conser- 
vation of cash is top priority calls 
for a sharp sense of sniffing out the 
right opportunity and a stomach for 
risk. And the Phadke-led finance 
team at M&M—doubtless egged on 
by Vice Chairman & mp Anand 
Mahindra—would seem to have dol- 
lops of that. 

In August 2008, M &M kicked 
off a consolidation exercise, when it 
merged group company Punjab 
Tractors—which it had acquired 
in March 2007 for Rs 1.000 
crore—into the flagship. This move 
is expected to benefit M&m share- 
holders as a common management 
will be able to do better justice to ef- 
forts at integration between the 
two companies. 

In August 2008, M&M acquired 
a 51 per cent stake in China's 
third-largest tractor company, 
Jiangsu Yueda Yancheng Tractor 
Manufacturing. for $28 million. A 
month before that, in July, the au- 
tomobile maker announced a foray 
into two-wheelers by buying into 
the Firodia-owned Kinetic Motors 
(a new company, Mahindra Kinetic, 
was floated for this purpose in which 
M&M owns 80 per cent and Kinetic 
Motors the rest). 

According to Phadke, M&M could 
do all of this because of the buffer 
created during the good times. As of 
September 2008, the group had Rs 
1,000 crore as liquid funds. "We did- 
n't feel the need to apply the brakes on 
M&A activity as per our strategic 
needs," explains Phadke. "But the 
challenge at that time was to assure 
the group companies that their fi- 
nancial needs could be met. We had 
to prioritise fund disbursals, and phase 


out some long-and-short gestation 


projects," he adds. 

To ensure that banks kept the 
funds' tap open, Phadke met a host 
of senior bankers to provide that 
extra level of comfort, says K. 
Chandrasekar, Senior Vice President, 
Corporate Finance and Investor 
Relations, M&M. He further explains 
how Phadke ensured regular fund 
supply to all business units. "We 
had just one instruction: Get 
monthly sales estimates from all 
units and provide finance accord- 
ingly without any delay," adds 
Chandrasekar. 

At a time when liquidity had 
virtually dried up at the peak of the 
slowdown, Phadke and his team 
were able to unlock 
around Rs 500 crore 
worth of working capital 
from the books of 





has worked with Phadke on many 
a deal. He believes that Phadke's 
strength is his ability to seamlessly 
integrate and balance strategic im- 
peratives and the financial control 
aspect in decision making. In other 
words, he can take financial deci- 
sions without undermining the 
strategic benefits of a transaction. 
That's why Phadke can be often 
seen telling his group colleagues: 
"You grow the business as much as 
you want, but first ensure it is 
financially viable." 

Now that the economy is in 
recovery mode, one is tempted to 
assume that cros can breathe easier. 
Phadke doesn't think so. When the 
upturn comes along. 
it's important to en- 
sure that the frugal 
mindset is main- 


Punjab Tractors by a cicli tained, he insists. Even 
holding discussion with your strategic needs in when the cash regis- 
its vendors and dealers. the rough times. ters start ringing, the 
Also, the cro's work rigour on the fund dis- 
doesn'tendoncean w&A — e Supply funds to all bursal or project ap- 
deal is signed. He's also businesses, but prioritise proval fronts must not 
got to ensure that such  disbursals. Don't hesitate ease up. Phadke also 
transactions start deliv- — to phase out projects. believes that Indian 
ering projected reveals e Constantly upgrade com panies need to 
estimates—especially "ip . step up their engage- 
one's skill-sets to be in 

during the tough times. step with a complex ment with overseas 

Occasionally, analysts and in- 


financial environment, 


Phadke's role in an 
M&A transaction has 
extended beyond financial complex- 
ities. When acquiring the Chinese 
tractor company, for instance, the 
cro had to, besides managing cur- 
rency risk, deal with the language 
barrier, the banking system there as 
well as government officials. ^It was 
a unique experience," says Phadke. 
S. Ramesh, Chief Operating 
Officer, Kotak Investment Banking, 


vestors. His team has 
done at least 13 do- 
mestic and international roadshows 
for investors in the past year. 
While his job takes most of his 
time, Phadke believes that the cro 
has to constantly upgrade his skill- 
sets, given the complex and rapidly 
changing financial environment. 
Scouting the globe for more M&A tar- 
gets is just one way to pick up those 
skills—on the job skills. 
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Best Transformation 
Agent (mid-size Company) 


KANUBHAI S. PATEL 


CFO/ Voltamp Transformers 


Winning move in 2008-09: To stop 
taking fresh orders from real 
estate firms after April 2008. 


Challenge ahead: To be selective 
about customers, and not just 
increase capacity. 


Most likely to be heard saying: 
"Creative destruction is a 
necessity of life." 
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The Man Who 
Saw Tomorrow 


Voltamp has been able to grow faster than its 
peers in a tough year thanks largely to a quick 
decision-making CFO. DHIMAN CHATTOPADHYAY 





anubhai S. Patel realised the true magnitude of the 
global financial crisis, when, a week after Lehman 
Brothers fell, his company, Voltamp Transformers, 
decided to ask each of its existing customers for a written 
promise that they would go ahead with orders they had 
placed recently. "Over 60 per cent of the companies did not 
even respond. Of the rest, some admitted they did not know if 
they would be able to maintain enough liquidity in the near 
future. We knew then that it was time to put on hold any fur- 
ther procurement. It was time for drastic measures," says the 
55-year-old Patel, who joined the group back in 1982. 

Patel's journey as cro of Voltamp of the past 18 years 
(today he also holds the positions of œo and mp) has in fact been 
dotted with changes. Those milestones have transformed 
the company from a Rs 10-crore factory being run like a 
family business, into a listed firm with a turnover of over Rs 600 
crore, boasting of clients such as Reliance Industries, Wipro, 
pur and Infosys. Along the way, Patel has restructured the busi- 
ness. de-unionised the workforce, outsourced many jobs and 
made Voltamp a cash-rich, zero-debt company. 

Such success, of course, didn't come without challenges, 
the toughest of which was the crisis of 2008-09. “We had to 
put on hold orders worth Rs 150 crore and slow down 
production. It was better than having to live with illiquid 
inventory,” says Patel. With a go-ahead from Chairman 
Lalit Kumar Patel (who isn't related to the cro), Patel re-hedged prices of copper 
whose price was dropping by almost $200 a week at the time. “We reduced liability 
this way and had an inventory of only Rs 45 crore which we liquidated gradually 
over the next six months,” he says. 

At the same time, anticipating the crisis that would hit banks, Patel converted 
all maturing fixed maturity plans (rps, worth almost Rs 1 30 crore) into bank rps 
at rates of 9.5 per cent and 10 per cent with an option to withdraw the money at 
any time. "We ensured we had enough liquidity and yet our money was growing,” 
he recalls. Such challenges have been Patel's constant companion from the 
time he was made cro in 1992. “He has transformed the company by taking bold 
decisions even when the owners were not sure if the risk was worth taking,” says 
V.N. Madhani, General Manager (Commercial) at Voltamp, who has worked closely 
with Patel for the past 15 years. 

The worst days of the global crisis are behind him and Patel is confident. “Ours 
is an industry of overcapacity and there is always a price war. But if the MNcs who 
have now come in want a price war, we are more than ready. We have enough 
liquidity. A Gujarati knows how to win in business,” he quips. © 
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The volatility in oil prices over the past few years has been a 
nightmare for PSU refiners, putting much of the onus of running 


a stable ship on their CFOS. suman LAYAK & SHALINI S. DAGAR 


{ ~~ 


Director (Finance)/ IOC 


Background: C.A., MBA. Joined IOC 
in 1975. In his current job since 
July 2005; also, Chairman of 
Lanka IOC. 


Winning move in 2008-09: 
Finding a market for oil bonds 
and solving dollar requirements. 


Challenge ahead: Rising global 
crude oil prices without 
commensurate increase in 
retail prices. 


Most likely to be heard saying: 
"We should not only tighten our 
belt but reduce our weight 
before we tighten the belt" 


anagers at public sector 
undertakings (PSUs) are 
often taken for granted, 
and it takes a crisis for 
their contributions to 
come to the fore. The cFos at the psu oil 
majors, Indian Oil Corp Ltd. (10c), 
Bharat Petroleum Corp Ltd. (BPCL) 
and Hindustan Petroleum Corp Ltd. 
(HPCL), stood out in 2008-09, when 





caught in a whirlwind of volatility in 
oil prices. A crude oil spike, followed 
by a fall—something that hurt the 
companies twice —forced them to 
innovate and think on their feet. 
Often at the battlefront were the fi- 
nance directors of the three compa- 
nies—competing in the market and 
yet working as a team behind the 
scenes. Meet 1oc’s S.V. Narasimhan, 
HPCL'S B. Mukherjee and nBrcu's S.K. 
Joshi. the trio that helped ensure that 
petrol pumps around the country 


were well supplied and there was 
enough cooking fuel for everyone 
through the crisis. 

How bad was the crisis? Crude had 
moved up to $147 by July 2008 mak- 
ing it unviable for the companies to 
sell petrol, diesel, LPG and kerosene at 
government prices without govern- 
ment support (private sector players like 
Essar Oil and Reliance Industries 
simply shut down their pumps). The 
three companies were staring at under- 
recoveries—the gap between the price 
of fuel sold and their cost (minus gov- 
ernment support)—of Rs 2,45,000 
crore and sizeable cash losses. Between 
July and September 2008, the bor- 
rowings of the three companies soared 
from Rs 71,000 crore to over 
Rs 1,10,000 crore. However, relief 
came as the economic slowdown hit. 

“The global financial crisis was a 
blessing in disguise for the oil mar- 


The three companies shared best practices, helped colleagues learn 
how to run a tight ship and got their entire staff to think 'profits’. 
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keting companies," says IOC'S 
Narasimhan in an ironical twist. 
However, in the next nine months, 
prices crashed to around $40, inven- 
tory of crude and other products ac- 
quired at higher prices became a 
liability. Adding to the severe liquidity 
crunch was the decline in profits. 

The Reserve Bank of India helped 
by buying the oil-bonds (the govern- 
ment subsidies often came in the past 
as bonds that were difficult to sell in 
the open market). Ultimately, the fi- 
nance ministry stepped in, compen- 
sating the companies in cash. All 
this, obviously, needed a lot of lob- 
bying apart from financial manoeu- 
vering within the companies. 

The three companies shared best 
practices, helped colleagues learn 
how to run a tight ship and got their 
entire staff to think ‘profits’. Adds 
HPCL's Mukherjee: "The government 
is committed to compensate us for 
under-recoveries." He adds that there 
were other ways to stay afloat: Like in- 
creasing volumes. "Our refinery op- 
erations, not affected by the crisis, 
were run at full efficiency to max- 
imise returns," he says. Mukherjee 
also pushed for a sharp focus on prof- 
itability at the strategic business unit 
level and got engineers talking about 


RACHIT GOSWAMI 


S.K. JOSHI 


Director (Finance)/ BPCL 


Background: C.A., MBA. Joined 
BPCL in 1978. In his current job 
since 2006. 


Winning move in 2008-'09: 
Moved the entire dealers net- 
work online. 


Challenge ahead: Sustain the 
firm even as it adheres to 
government norms. 


Most likely to be heard saying: 

"To de-risk our business model we 
are entering upstream energy 
fields as well as renewable energy" 


inventory loss, savings and cost op- 
timisation. He stresses that the cro 
must keep investments going. 

Since all these psus are also listed, 
the managements also had to con- 
sider the interests of minority share- 
holders. BPc.'s Joshi feels that it needs 
a fine balancing act to keep all stake- 
holders satisfied. "The government 
is looking at energy security, the 
customers want price stability and 
the minority shareholders seek long- 


term returns," says Joshi. BPCL 


moved all its daily internal cash 


B. MUKHERJEE 


Director (Finance)/ HPCL 


Background: C.A. Joined HPCL in 
1979. In his current job since 2008. 


Winning move in 2008-'09: 
Creating a profit- focussed culture 
among SBUs. 


Challenge ahead: Maintaining 

profitability in the organisation 
and making resources available 
for executing strategic projects. 


Most likely to be heard saying: 
"Being a PSU we have the 
assurance that this company 
cannot go bust" 


UMESH GOSWAMI/www.indiatodayimages.com 





movement online in the crisis. Before 


this initiative, BPcL would run up 
daily debts of Rs 200-250 crore. But 
today it has Rs 50 crore to its credit 
everyday. 

In 2008-09, toc managed to clock 
a modest profit of Rs 2,950 crore, but 
that was possible only with the gov- 
ernment support. HPCL recorded 
Rs 575 crore. Mukherjee asks, "At 
one per cent of turnover, is it ade- 
quate? I pay 30 per cent of net profit as 
dividend.” Brci. netted profits of 
Rs 735 crore, a little more than 0.5 per 
cent of its gross turnover. 

The chairmen of the oil compa- 
nies acknowledge the contributions of 
the cros. Former 10c Chairman S. 
Behuria says: “Narasimhan handled 
the working capital crisis with a great 
deal of caution, judgment, tact and fi- 
nesse.” And HPCL's CMD Arun 
Balakrishnan adds: "I am personally 
enriched to have Mukherjee as a part 
of the Board." Clearly, in a year of 
financial crisis. money managers are 
vour best friends. 
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Is it only grass that 
makes a city green? 





With sustainable infrastructure solutions, Siemens helps big cities 
^ become even greener. 


Ask any big city resident how to improve everyday life and you'll hear plenty of ideas: cleaner air, purer water, better public 
transport, crime-free streets, reliable power supply, affordable and efficient healthcare. Our answer: An extensive range of 
innovative products and solutions that help to make city life a greener, healthier and a more enjoyable experience 


www.siemens.com/answers SI EM ENS 
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Commitment to CSR 
GOPAL MAHADEVAN 


CF0/ Thermax India 


Winning move in 2008-09: Ploughed more 
funds into social initiatives on a chunky profit. 


Challenge ahead: To bag more projects 
in energy and environmental solutions. 


Most likely to be heard saying: 

"CSR encompasses all stakeholders: 
Customers, employees, suppliers, 
shareholders and the government." 
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Green Revolution 


By focussing on environment-friendly 
solutions, Thermax India has two Ps in the 
bag-Planet and Profit. ANUSHA SUBRAMANIAN 


eople and planet are the two additional Ps that keep 

cros busy, along with the third P of profit, and Gopal 

Mahadevan, cro, Thermax India, would ideally like 
to be applauded for his efforts on the financial front. But then, 
the Pune-headquartered energy and environment solu- 
tions provider has been doing some stellar work on the 
social and environmental fronts, with promoters Anu Aga 
and daughter Meher Pudumjee showing the way. "Our 
social initiatives have been under way for three years now, 
and we take them very seriously," avers Mahadevan. 

Perhaps its green initiatives are what's most relevant 
about Thermax's Csk activities, given that the company is 
in an industry that is perceived to be polluting— Thermax 
makes boilers, and equipment for industries like refineries 
and energy. Today, Thermax is positioning itself as a leader 
in energy and environment solutions. For instance, the 
company has commissioned a captive power plant for a 
cement unit in Rajasthan in which five boilers harness 
the cement plant's waste heat to generate 1 5 Mw of power. 
Thermax is also executing its largest-ever water recycling 
project for a steel major in eastern India. The steel plant's 
effluent will be treated and the water reused for its processes. 

The best part of these initiatives is that these are a part 
of the core of Thermax's businesses and don't come under 
the conventional csr (or not-for-profit) initiatives. So 
Mahadevan can have his cake and eat it too—he can focus 
on profitability without taking his eye off the green agenda. 

That, however, doesn't mean that Thermax has put its 
social responsibility on the backburner. "Education is the key 
driver of our social initiatives, and our aim is to make 
people self-reliant by helping them build skill-sets," says 
Mahadevan. Such efforts are taken forward through the 
Thermax Social Initiatives Foundation (TsIF). 

TSIF has signed a 30-year memorandum with Pune 
Municipal Corporation to run two schools for economically- 
weaker sections and provide education free. One school 
already has a strength of 294 students and Tsir recently 
invested Rs 2 crore to construct a school building. 

It helps when the company is able to generate dollops of 
cash. The company sets aside one per cent of profit before tax 
for Tur. In 2008-09, those pre-tax profits stood at Rs 419 crore. 
Thermax shareholders won't be the only ones smiling if 
Thermax is able to raise its bottom line—the students in 
the rsir-supported schools would be beaming, too. © 
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L&T's sophisticated treasury 
saves the company 
thousands of crores with its 
risk-mitigating strategies. 
ANAND ADHIKARI 


ebruary, 2009: Prices of 
copper, a commodity 
that engineering and 
construction giant Larsen 
and Toubro (L&T) uses in 
abundance across a range of projects, 
are at a year's low of $3,400 per 
tonne. Y.M. Deosthalee, Whole Time 
Director and cro, L&T, decides it's 
time to lock into long-term contracts 
at this price in large quantities 
totalling 6,000 tonnes. The total 
value of these contracts runs into a 


Best in Treasury 
Management 


CF0/ L&T 
Background: LLB & Chartered Accountant; 
Rose from GM (Finance) in 1990 to Sr. VP 


five years later with a board position. Has 
been CFO since November 2001. 


Winning move in 2008-09: Hedged 
foreign currency loans well in time, whic 
would otherwise have meant provisionir 
Rs 1,500 crore at the peak of crisis. 


Challenge Ahead: To prepare for and 
manage peaks and troughs in an 
economy over the lifecycle of a compan’ 


Most likely to be heard saying: “The 
basic purpose of a treasury is to not 
just churn out profits but also manage 
risk effectively and protect margins.” 
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; billion dollars. "That move 
helped us make some big cost- 


e Savings,” grins the 63-year-old cro, 


Reason: Prices of copper today have 
shot up to $8,000 per tonne. 


That's just-one of the countless - 


vs shrewd decisions made by Deosthalee 


: a over the: years. And it fits well with his - 


: -eredo that treasury management isn't 
v" just about “churning out profits,” but 


ES also about * "managing risk effec- z 
5 E | otecting business. mar- 
gins.” A. M. Naik, Chairman and i 
Managing Director of 18a, says, “Risk 
6- iating),” recalls Deost- 

E halee 
b -taken to hedge the ex- 
|. posure fully by August 
he 2007 between 117 and 
nce: 122 yen per dollar 
x- compared to 94 yen to- 
g =- day. Similarly, forex 
di- - - loans of $1 billion were 
7 hedged during March 
pur e and April 2008 be- 
al- tween $40 and 40.50. 





management i is all about strik ds ug 


_ the Japanese economy. 


remaining open (once 





It was in July 2007 that the treasury 
guys spotted a very erratic pattern of 
the yen appreciating against the us 
dollar—in sharp conrast to the trend 


that prevailed. for years of av 
depreciating yen. Larsen and 


Toubro, like many domestic and 


global companies, had a bulk of its | 
. borrowing in yen—equivalent to 
. $1 billion—because of the rock- 


bottom interest rates i in 


"There was no point in 







tarted apprec- 


So a decision was - 


) a If iat had: not hedged 





has to deal in in at least à dozen com- - 


-— modities (which serve as inputs) and. 
a web of currencies (in which it bor- 


rows or is paid in for turnkey proj- : 







'cts). "The biggest challenge is to 


. he bidding is done,” says Deosthalee, 


: Any one decision gone awry has the : 
... potential to shrink margins and pile i | 
x mark-to-market losses. 


.Deosthalee and his team. have 


| ‘got it right most of the time. Like - 


= when L&T shifted from an open 
.. position in a yen-denóminaled. 
[us borrowing to ae hedging it. 





a get ior a project in in terms of Coe T 


yen exposure, the mark-to-mar- 


“ ket losses could have run into thou- 





sands of. crores. 
Another example of timely disk 


E management: Today, the entire 
liabilities of L&r are on a fixed in- 
 terest basis with interest cost in the 
"range of 4-5 per cent. This was 
| locked much i in advance when the 


company saw oil and commodity 


prices beginning to rise. 


Back in 2007, much before the 
onset of the global crisis, the engi- 
neering giant was busy building up 


the liquidity. It even made a Global 


Depositary Reciept issue in 2007. 
So when the recession hit, L&T was 
. flush with liquidity, and actually in a 





right fro from d to 
execution. | 













position to hunt for acquisitions (it it 
went after Satyam but that it didn’ 
bag it is another matter). Ww 
able to look at things. much : : 
optimistically in an environment in Wes 

which many others were st ruggling ae 
to stay afloat,” says Deosthalee, dn 


“oma! 





fact, w&r was able to invest its surplus —— 


funds in good quality paper as the 
yield went up to 11.5-12 per cent 
_. for 10-year paper. 

. Deosthalee says: “In 
2 -2008- 09, we gener- 
— ated an average return 
"of almost 14.5 per 
; T cent." Hs investment 






s also gone 
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^ He's assis 
i year-old 
Ramaswamy, General 
(Cort porate Finance).at 1ST 
May, will head to Gen 
headqua ; tersi in New York 
“The ideai isto understanc 
manage growth at the peak a ; 
when in a trough," says a beaming 
Govindan, who is hoping to get luck: 1 
and meet GE CFO Keith Sherin: 

Govindan’ s first-of-its- kind 
expedition i is part of a larger treasury 
programme in which r&r plans to 
engage itself with high-quality 
global institutions that have survived 
for over 100 years. That's one way 
to become a high-quality global 
institution with topnotch risk 
management systems. © 








M. Naik/ « Chairman and 4 MD/L Larte & Toubro 


Managing Director, Tata Capital 
since Sept. 2007 


CFO stint: Executive Director 
Finance and Corporate Affairs 
at Tata Motors from Oct. ‘01 to 
Sept. ‘07. 


High point as CFO: Part of the 
team that turned around the 
automobile major, which was 
reeling under huge losses after 
the entry into passenger cars. 
Current mandate: To scale up the 
Tatas’ financial services business. 
“The CFO stint comes handy 
when you are a CEQ because 
you are in a better position to 
understand the finances with 
an.eye on creating 
shareholder value" 
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COVER STORY- CFO TO CEO 


The path is clear cut as more and more finance heads move beyond 
number-crunching to dictating strategy and becoming the point 
person for communicating with key stakeholders. ANAND ADHIKARI 


inance honchos—at least during the mid- 

'9Os—weren't exactly known for venturing 

out of the comfort of their bean-counting 

premises, nor did they appear keen to do so. So 

when chartered accountant Kewal Handa, 
who joined Pfizer in India in June 1990 as controller in 
MIS-Taxation, moved to head the pharma major's ani- 
mal health division in December 1994, it was a bold step 
into the unknown. Quite literally, for Handa. On his first 
visit to a dairy on the outskirts of Mumbai, Handa fell into 
a ditch and found himself neck-deep in cow dung. "I soon 
learnt that there are different types of cows and cattle 
that give diflerent quantities of milk," chuckles Handa, 
who has since learnt to watch his step when trudging 
through a dairy field. 

Handa was soon back in the function he knew best— 
and no it's not because of the dunk in the dung—when 
he took over as Finance Director in June 1996, a mandate 
he fulfilled till April 2005. The big break came soon after 
when he was promoted as Managing Director of the 
pharma giant's Indian operations—and became the first 
Indian in 60 years to head Pfizer in India. 

It's been quite a ride for Handa—something most cos 
aren't accustomed to, with most of them rising through 
the ranks of the finance ladder. "Most cros are not com- 
fortable taking risks as by nature they are risk-averse,” 
explains the 57-year-old. "It is up to the cro to move away 
from his original domain to a different function whenever 
the opportunity comes," he adds. 

Few cros would have had the opportunity for 
as adventurous a climb up the ladder as Handa's. 
But a quick glance across the corporate land- 
scape would reveal that more and more 
cFos today are gravitating to the CEO's 
corner room. Globally, there is 
no dearth of examples of cros- 
turned-ckos, right from 
PepsiCo's Indra Nooyi 
and Boeing's 
James Bell to 
Carrefour's José 
Luis Duran and 


VISHAKHA MULYE 


Managing Director & CEO, ICICI Venture 
Funds Management Co. since April 2009 


CFO stint: Between August 2005 and 
October 2007 at ICICI Bank. 


High point as CFO: Mobilised billions of 
dollars for ICICI Bank. 

Current mandate: Nurture companies 
across sectors and maximise returns 
for shareholders. 

“The role of a CFO has undergone a 
change from its historical focus on 
accounting, auditing and regula- 
tion to being a partner for the CEO 
across all aspects of the business” 
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Harley Davidson's James Ziemer. Back home, Vishakha 
Mulye, Keshav Murugesh, P.K. Mukherjee, D. Sundaram 
and Praveen Kadle and Handa are some of the cro-elite 
who have moved beyond their core domain to assume 
overall charge. 

According to a recent McKinsey study, "about a fifth of 
all ceos in the uk and the Us once served as a cro. The 
number drops to between five and 10 per cent in European 
markets (for example, France and Germany) and in Asia, 
perhaps because many companies in those regions still have 
cFos who are little more than controllers." 

In a world just recovering from a colossal financial 
crisis, these controllers are increasingly finding them- 
selves at the forefront of strategic decision-making. An 
understanding of the increasing complexity in regula- 
tion, the need for a higher level of communication with all 
stakeholders, and the increasing relevance of going in- 
ternational via acquisitions—for which capital has to be 
raised —are imperatives for survival and growth in to- 
day's rapidly-changing business environment. The cro 
today is best placed to deliver on all these counts. As 
Murugesh, who rose to become œv from cro at global rr serv- 
ices firm Syntel in 2009, and is now cro, wNs Holdings, puts 
it: "Post-Lehman when risk issues and balance sheet 
deleveraging took centre stage, the situation was ripe for 
more Cros to gain more prominence.” Adds Mulye, 
Managing Director & ceo, icici Venture Funds Management 
Company: "The role of a 
cro has undergone a 
change globally, as also 
in India, from its histori- 
cal focus on accounting, 
auditing and regulation 


DRAWN INTO THE 
CORNER ROOM 


aa aa anaa . increasing complexity in 
across all aspects or leulaions and greater 
spen communication with stake- 
Malvs has bane holders make them the 
.. face of the company. 


since 1993, a part of the 


WHY CFOs ARE BEING 


ICICI Group—a universe 
in which opportunities 
are there to be grabbed 
for fast-trackers. The 41- 
year-old had an oppor- 
tunity to work across 
functions right from cor- 
porate finance (when 
icici was a development 
financial institution), to 
structured finance, 
treasury and distressed 
assets. She eventually 
rose to become cro of 
icic! Bank, where she 
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e Post- Lehman and the 
liquidity crisis, CFOs have 
emerged as key decision 
makers in managing capital 
and rewarding shareholders. 


e Globalisation and a sharper 
focus on international 
acquisitions bring the CFOs 
closer to decision-making and 
understanding business 
competitiveness. 


e Best placed to put in place 
performance measures and 
controls in the company. 


2010 


found herself busy raising 
capital to the tune of billions 
of dollars, overseeing a 
merger (with Sangli Bank), 
and also hobnobbing with 
policy makers and regula- 
tors to create an interme- 
diate holding company 
structure for the group and 
its myriad subsidiaries (that 
didn't find favour with reg- 
ulators). Before picking up 
the reins at icicl’s venture 
capital arm, Mulye also did 
a brief stint as Executive 
Director at the general in- 
surance subsidiary, ICICI 
Lombard. “icici Group of- 





KEWAL HANDA 


MD, Pfizer India since April 2005. 


CFO stint: Finance Director 
between Dec. '96 to Apr. '05. 


High point as CFO: Handled 
Pfizer's M&As like Parke 
Davis and Pharmacia. 


Current mandate: Pursue 
growth through acquisi- 
tions and product launches. 
“It is up to the CFO 

to move away from his 
original domain 

to a different function 
whenever the 
opportunity comes" 


fers a wide range of opportunities and has the ecosystem 
to help leverage these opportunities," believes Mulve. 
There are basically three types of cros-turned-cros: 
Those that rise to the top in a single organisation (à la 
Handa), those that jump organisations (like D. Sundaram, 
the veteran finance head of Hindustan Unilever who 
moved on as Vice Chairman and Managing Director at TVs 
Capital Funds last June), and those that are given an 
opportunity to head group businesses (like Mulye). 
Also fitting into that last category is 53-year-old 
Praveen Purshottam Kadle, who after a successful 
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l 1-year stint at Tata 
Motors, went on to head 
the newly-set up Tata 
Capital, two years ago. 
Today, Kadle finds himself 
on the other side of the 
fence—from raising funds 
for growth to helping cor- 
porates do the same with 
Tata Capital's advisory 
services. The man who 
helped Tata Motors come 
back from a horrifying 
Rs 500-crore loss nine 
years ago says that the cro 
experience comes in handy 
today as he is well-placed to 


KESHAV 
MURUGESH 


CEO, WNS Holdings since Feb. 2010 


CFO stint: Director (Finance) 
at Syntel between Mar. ‘02 
and Oct. ‘04. 


High point as CFO: Initiated 
business analytics that 
helped in sales and delivery. 


Current mandate: Move up 
the value chain and expand 
delivery locations. 

"Too many CFOs are 
happy just being CFOs 
and being an asset to 
the CEQ” 


understand the nuances of 
finance and creating shareholder value. 

An ability to navigate through the financial jungle is 
doubtless a great weapon to have in a ceo's armoury but 
by no means is it the only one. P.K. Mukherjee, Managing 
Director, Sesa Goa (which was bought out by Anil 
Agarwal's Vedanta Group two years ago) recollects his six 
years till 2006 during which he was a cro at the iron ore- 
mining firm. Along with looking at accounting and fi- 
nancial issues, Mukherjee would also travel to the business 
units and build informal relationships with operating 
managers. “I spent 25-30 per cent of my time on un-related 
issues," says the 54-year-old cro. "Most cros tend to behave 
like auditors—their approach is more of smelling a rat in 
the numbers," he quips. 

Murugesh of wns is another cro whose interests in non- 
finance activities helped him climb to the top. He joined rrc 
as a finance executive but his interest in other aspects of the 
business was quickly noticed by then deputy chairman F.R. 
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Vevaina who handpicked Murugesh to help out in the to- 
bacco major's diversification strategy in the early '90s. 
CFOs with a burning ambition to get to the top should 
also be open to learning—and that may often mean going 
back to school. “It would be suicidal (for a cro) to pretend 
that he knows marketing or sales,” says Handa. "At the 
end of the day, it's the leadership skills that you bring to 
the table that matter," he adds. So what did Handa do to 


PK. MUKHERJEE 


MD, Sesa Goa since April 2006 


CFO stint: Director (Finance) 
between July 2000 and 
March 2006. 

High point as CFO: 
Increased the return on 
capital employed, brought 
working capital efficiencies. 


Current mandate: Scout for 
iron ore in India and abroad. 
"CEO-CFO alignment is 
a must to make it a 
deadly combination for 
a firm's growth" 


develop that all-round per- 
spective? Well, he attended a 
senior management develop- 
ment programme at IIM 
Ahmedabad, did a course in 
marketing strategy from 
Columbia Business School, and 
completed a leadership devel- 
opment programme from 
Harvard! But, perhaps, the turn- 
ing point in Handa's career was 
when he stepped out of his 
bookkeeping role at Pfizer into 
the dairy farm of the animal 
health division. From there on 
the sky was the limit—and per- 
haps, still is. © 





1 


IN YMSON HSSMW 


PRES PEGE 


— THE MAN STORE — 





RR ——— 
Add Prestige to your life 





is Ab + Ke 
TONS RTT 
EL I 


(49 a 
t 


"TEES es 


, 


ETHNIC WEAR | club wear | formals | semi formals | casüals accessories bespoke tailoring | fine fabrigs 
165 commercial Street, Bangalore | Mantri Mall, Malleshwaram, Bahgalore wwiWipresiipethemanstore.com | Valet Patking Available 


RASI (LAI ION-AVIAI Uh 


Has the Sun Set on 


ARAMOUNT ? 


HEKHAR GHOSH/www.indiatodayimages.com 





With three years of profits, Paramount Airways, an all-business class 
carrier, was the poster boy in Indian aviation. But, a flawed business model 
has left it with just one aircraft flying. K.R. BALASUBRAMANYAM AND KUSHAN MITRA 


ven by the motley stan- 
dards of Indian avia- 
tion—there are nearly a 
dozen airlines and service 
variants with diverse 
models—Paramount Airways made 
for the odd man out. It was the lone 
all-business class carrier flying dom- 
estic skies, it was the only airline to fly 
Embraer-made jets, it was a regional 


operator long before the nomenclature 
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became common, it flew its five planes 
with the highest passenger occupancy 
among all peers, and it had profits 
three vears on the trot in an industry 
that in 2008-09 alone accounted for 
some Rs 10,000 crore losses. 

The airline seemed to have got 
everything right: Its medium-sized 
planes with a capacity of 70-75 seats 
qualified for a waiver of landing lees at 
airports and paid just four per cent 


sales tax on fuel (versus up to 34 per 
cent for larger jets), its ticket vields 
were a healthy Rs 4,200 (at par with 
Kingfisher and a third more than 
SpiceJet), and had a loyal following 
won over by gourmet on-board meals 
and on-time performance. "For some 
of us looking at the regional carrier 
space, Paramount was the model to 
emulate," recalls Ankur Bhatia, 
Executive Director, Bird Group, a 
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travel services company. 


Paramount continues to be the 
odd man out today. It is an airline 
with no planes. Almost. Between 
December and now, the airline's two 
lessors—k Capital Aviation Services 


and Ecc Leasing Company (a unit of 


Embraer, Brazil) —have taken back 
or are in the process of doing so five 
planes the Chennai airline had leased 


irom them. Reason: Non-payment ol 


14071 1 


lease rentals and dues, and suspicion 
that Paramount was cannibalising 
spare parts from one plane to keep 
others airworthyv. 

Some eight months ago. 
Paramount promoter M. Thiagarajan, 
a lanky 32-year-old with the dem- 
eanour of a techie, had plans all ready 
to expand to north India from the 
south where the airline flew between 
cities such as Madurai, Chennai, 
'angalore, Thiruvananthapuram, 
and Coimbatore. His model worked 
splendidly: With just one per cent air- 
cralt seat capacity nationally, he com- 
manded a market share double that by 
flying his planes more and fuller. His 
share in the southern market: An 
admirable 26 per cent. 

That is all but over and Thiaga- 
rajan is fighting court battles with 
lessors in the Indian Supreme Court 
and Royal Courts of Justice, London, 
even as the aviation regulator, Director 
General of Civil Aviation, is consid- 
ering withdrawing the airline's li- 
cence to run scheduled services. 
Aviation rules mandate a carrier has 
at least five aircraft to run scheduled 
services. To be sure, in the past, airlines 
such as GoAir and mDLR have run 
their services with fewer planes for 
short periods of time, but a telling 
sign of Paramount's troubles is that it 
does not figure in the summer sched- 
ule on the regulator's website. "We are 
looking into the impact of deregistra- 
tion of aircraft on the status of the 
airline," says S.N.A. Zaidi, the Director 
General, without elaborating. 

What went wrong: The story of 
Paramount, owned by a Tamil 
business family with a heritage in 
banking and textiles, is as intriguing as 
it comes. After at least two dozen int- 
erviews and weeks of poring over legal 
filings and regulatory documents, 


“With several aircraft grounded (globally), there 
are opportunities to get them... at cheaper prices. 
Paramount is exploring those opportunities" 


M. Thiagarajan, Promoter, Paramount Airways 


indiatodayimages.com 


WWW 


here's what Business Today found ol 
the inside storv at the feted airline 


that's lost all but its wings 


Diwali Shocker 
The airline's cash flow problems agg 
ravated six months ago, say people 
familiar with the matter. Its employees 
had an inkling of brewing problems in 
October, the month of Diwali last vear. 
when salaries came late. Even befor: 
that, the company, say insiders, had 
difficulties with its pavroll. but man 
aged by making salary pavouts in 
tranches: First paving pilots and bot 
tom-rung workers, and then those at 
the middle level, but this could not 
be independently confirmed 

The Diwali problems compounded 
when GECAS, as the GE lessor is better 
known, hauled Paramount befor: 
DGCA to deregister three Embraer jets 
the airline had leased. Pending pa 
ments from the airline had amounted 
to $821.21 3.42 (about Rs 3.7 crore) 
by July 2009, prompting the lessor 
to send a grounding notice on the 
20th of that month, documents from 
proceedings at the Royal Courts ol 
Justice show. The amount was paid, 
but a series of defaults followed, aci 


ording LO GECAS Version quoted In 


court proceedings. A lease termination 








notice was served on October 14— 


three days before Diwali. Three 
Embraer planes from Gecas no longer 
fly on Paramount's deep blue colours. 
cecas declined comment saying it does 
not comment on client-specific deals. 

Even icc, the Embraer leasing unit, 
has terminated its lease on its two 
planes rented to Paramount and is 
determined to recover its planes. “ECC 


Leasing is pursuing deregistration of 


the two aircraft leased to the airline 
with the pGcA. Ecc is also following a 
legal process in India to repossess our 
aircraft due to events of default (on 
the lease payments) by Paramount 
since 2009. Arbitration is in due 
course in London for payments,” ECC 
told aT through its spokeswoman in 
Singapore. One of the Ecc jets is 
grounded and the other makes for 
the lone one flying for Paramount. 
A Madras High Court order in 
December that restrained Ecc from re- 
covering its two jets shows the extent 
of the embittered relationship between 
the two. On July 31, 2009, according 
to the order, the airline told Ecc in an 
e-mail that it had transferred some 
$1.5 million electronically to the 
lessor's bank account. BCC never rec- 
eived the money. On enquiry, 
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Paramount's local bank—Axis 
Bank—informed gcc on August 5 that 
the transfers were not intended for 
the lessor. That same day, Paramount 
wired $1.1 million to Ecc, but the 
episode left the Embraer unit very bit- 
ter. "Despite the receipt of the said 
payment, the applicant (Ecc) seeks 
repossession of the Air-crafts (sic), on 
the ground that the trustworthiness is 
gone due to the false mail sent on 
31.7.2009...." the order said while 
summarising arguments of both 
Paramount and ECC. 

A combative Thiagarajan says 
GECAS has $49 million from Param- 
ount in maintenance claims, a caution 
deposit and a maintenance deposit. 
"We told Gecas in September-October 


last vear that 'You owe us a lot of 


may prefer to lease from elsewhere 
or make outright purchases. "With 
several aircraft grounded. there are 
opportunities to get them—either on 
rental or on purchase—at cheaper 
prices,” he says. That will be tough 
because the world of aircraft lessors is 
a close-knit one with airline reputa- 
tions marked and checked closely. 
Paramount could, then, find leasing 
planes virtually impossible, leaving 
it with only expensive purchase 
options. Example: Airline lessors were 
wary of leasing to Indian firms in the 
mid '90s after ModiLuft and East West 
Airlines went belly up. 


Costs, the Drag 
An investment banker from Chennai, 
who does not want his name taken. 


"We signed a Memorandum of Understanding 
with Paramount Airways at an air show... that 
does not equate to an order” 


Kiran Rao, India President, Airbus 


money, so adjust it against the lease 
rentals payable’ because we had no 
intention of renewing the lease of the 
three jets set to expire in October this 
year,” he told ar. “So, we stopped pay- 
ing lease rentals from October end 
(2009)." Paramount has booked 
planes—four Embraer jets and 10 
Airbus-made planes—that start 
arriving in May, he insists. 

This is where the story gets 
murkier. Both Airbus and Embraer 





deny they have any orders from 
Paramount. A June 2009 deal to buy 


10 A-321 planes (with the option of 


picking up another 10) that 
Paramount repeatedly points to with 
Airbus is just an intent to do so, Airbus 
India President Kiran Rao said. "We 
signed a 
Understanding with them at an air 
show, that does not equate to an 
order," he says. Embraer, too, told 
at that Paramount has "no aircrafi 
orders with us presently". 
Thiagarajan's answer is that he 


Memorandum ol 


says what Paramount is going 
through is a classic "heart-over-mind" 
behaviour seen among deeply-driven 
entrepreneurs. "Perhaps, Thiagarajan 
was not aware how hard an airline 
can guzzle money, until he experi- 
enced it. He was driven more by pas- 
sion and integrity, not logic,” he says. 
A close parallel could be Capt. G.R. 
Gopinath, the man who seeded low- 
cost aviation in India through Air 
Deccan, but was forced to exit in four 
vears after funds dried up. 

Being a private company (the only 
outside investors are Kotak Private 
Equity and Bennett, Coleman & Co. 
that together hold five per cent), 
Paramount is not required to make its 
(inancial data public. The only publicly 
available numbers are its profit figures 
filed with peca and presented to the 
Lok Sabha by Civil Aviation Minister 
Praful Patel. The carrier made a profit of 
Rs 7.26 crore in 2008-09 and wafer- 
thin profits in the two years before. 

In Paramount's instance, experts 
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think it's the steep lease rentals and 
fuel costs that did the airline in and 
offset all gains from lower sales taxes 
on fuel and exemptions from landing 
and parking charges at airports. Lease 
rentals on an Embraer E170 or E175 
plane were at nearly $180,000 a 
month, about three times what an 
ATR turboprop costs, an analyst says. 


"An airline can hope to make profits if 


it can keep its lease rentals at around 
1 5-16 per cent of its revenues. But 
in the case of Paramount, it was at an 
unsustainable 37 per cent in 2007-08, 
30 per cent in 2008-09 and about 
20 per cent in 2009-10," estimates 
Mahantesh Sabarad, Senior Analyst 
with Fortune Financial Services, a 
Mumbai-based broking firm. 

Still, a more fundamental reason 
lor Paramount's troubles, experts 
point out, was its flawed business 
model. Thiagarajan used long-haul, 
small commercial jets to fly short 
routes, The reason behind this argu- 
ment becomes clear when one looks at 


one measure of airline performance 
with ‘Cost per Available Seat Mile’, 
or CASM. Embraer E-1 70 planes oper- 
ated by Paramount do not compare 
favourably with Arr turboprops used 
by Jet Airways and Kingfisher even 
though both types of aircraft carry 
around 70-odd passengers. Data from 
the us and Europe show Embraer jets 
have a 20-25 per cent higher caso. 
This should not make a difference 
on what airlines call "long-thin" 
routes—that is longer routes with 
lower passenger demand (such as 
Chandigarh-Bangalore or Lucknow- 
Chennai), because ATR turboprops are 
not designed to fly long routes and 
fast. But on shorter routes, the jet's 
speed advantage gets negated and 


they waste fuel in taking-off and land- 


ing. Worse, because most of 


Paramount's routes were in the 500- 
km range, the planes had to fly at 
lower altitudes, which again guzzled 
fuel. Paramount seems to have learnt 


this lesson: A company insider says a 


INVESTIGATION-AVIATION 


few Q-400 turboprops from ATR rival 
jombardier may be an option to rep 
lace the seized Embraers. 

That may, then, be the way for- 
ward for Thiagarajan: Low-cost, short 
haul. “Executive travel is being per 
mitted only on a ‘need to fly’ basis. 
For the ver (visiting friends, family 
and relative) segment, especially in 
the tier-II towns, the ability to get 
higher RPKM (rupees per passenger 
kilometre) is limited,” says Amber 
Dubey, Director (Aerospace) at the 
consulting firm KPMG. 

The road back to business is going 
to be very arduous for Thiagarajan. 
The Paramount brand has suffered 
with cancellations and safety scrutiny 
by the regulator (remember the can- 
nibalised plane?). He has very few 
options: Pump in substantially more 
than the $100 million he has already 
invested. Or, close shop and let 
Paramount be another casualty ol 
the dogfight that Indian aviation is 
Both choices are painful, sadly. © 
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A New Sun Shines 
in the L&T Kingdom 


Suasion by one man has helped the engineering and 
construction giant build a sturdy financial business. 
Does it harbour banking ambitions? vtva varanarasan 
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N. Sivaraman: Tbe 
persuasiveness, L&T decided 
toe pand its f arity 

res business 






| or N. Sivaraman, the Eureka 
moment came sometime in 
2007. He had been arguing 
his case for months to make 
financial services with a retail 
focus a core business of Larsen & 
Toubro (r&r). The engineering and 
construction behemoth's only pres- 
ence in the financial sector till then 
was through its solitary non-bank- 
ing finance company, or NBFC, L&T 
Finance (headed by Sivaraman) and 
had built an asset base of around Rs 
2,600 crore in the 12 years it had 
been in existence. An Ernst & Young 
study commissioned by t&r, which 
called for a greater focus in financial 
services coupled with a buoyant 
Indian economy. finally gave 
. Sivaraman's arguments the much 
needed boost and convinced the L&T 
top brass to look at the sector more se- 
riously. And when the Indian econ- 
omy remained robust despite the 
global recession there was no look- 
ing back——financial services had 
become a.core area for L&T. 

Today, the total assets under the 
— financial services group. loosely called 





> L&T Financial Services (urs), is ex- 


©- pected to touch Rs 15,400 crore in 
2010 and grow beyond Rs 35,000 
crore in 2014 by when it will con- 
tribute 15 per cent to the parent com- 
pany's bottomline. Consider this: 
Wis Finance's asset base has grown 
from around Rs 923 crore in 2005 to 
Rs 6.274 crore as on September 2009 
with a clear retail focus and is pro- 
jected to grow at a 30 per cent an- 
_nual clipover the next five years. It of- 
fers asset backed loans against new 
commercial vehicles, tractors, con- 
struction equipment and the like. 
Wis Infrastructure Finance (another 
NBFC) was set up in 2007 to focus ex- 
clusively on infrastructure projects 
and has since financed projects worth 
Rs 9,000 crore. 

B ier Finance moved into microfi- 
nance in 2008 and in 20 months dis- 
bursed loans to the tune of Rs 700 
crore. Its loan book is expected to dou- 





1,166 
2005-06 


ble this year. 

B igr Finance acquired Chola pps’s 
AMC with assets under management 
worth Rs 2,600 crore for Rs 45 crore 
in September 2009, thus entering the 
mutual fund sector. 

Wiers general insurance operations 
will also start this fiscal. 


Bis Capital (the holding company for 


financial services) is rapidly scaling 
up its distribution network, which 
currently has 77 branches and 355 
points of presence. This network sells 
mutual funds and insurance products 
of uc and Royal Sundaram General. 
W L&r Infrastructure Finance is also 
planning a private equity (PE) fund. 

That apart. Lar Finance has be- 
gun borrowing retail funds, through 
bond issues (in August 2009 and 
again in February 2010). and has so 
far raised Rs 1,500 crore. "The 
tremendous retail response was an 
eye-opener,” says Sivaraman who is 
now the Senior Vice President of the 
Financial Services group. “It validated 
retail faith in the L&r brand name and 
our ongoing strategy of tapping the ex- 
isting L&T eco-system in an encom- 
passing way." 

Analysts agree that L&T is quite 
good in backward and forward in- 
tegration. "They have a history of do- 


TOP GEAR 


L&T's presence in the financial sector 
(in terms of loan portfolio) has grown 
rapidly over the last five years. 










2008-09 





6,510 
2007-08* 


Figures in Rs crore 

*Includes L& T Infrastructure 
Finance as well 

**Fstimate does not include 
mutual ‘funds’ AUM 

— Source: Company 





ing this in the manufacturing in- 
dustry and being successful. 
Financial service ackward ex- 











have," says analyst hailesh 
of Angel Broking. ^^. 
For instance, t&t's 
ness units—under engir 
struction and contrac 
heavy engineering: electrical and: 
tronics; machinery and. ividustrial 
products; and information and tech- 
nology (rr) and engineering service 
have a huge customer, vendor and 
contractor base who have contributed 
to its sales of Rs 40,607 crore (2008- 
09). Of this, rrrs has relationships 
with just 500 corporates, 8,000 con- 
tractors, 1,500 vendors, 900 deal- 
ers, 10,000 transporters, 40,000 
farmers, and 7 lakh microfinance 
clients. "It is just the tip of the ice- 
berg." points out Sivaraman. 
Though a late entrant, LAT appears 
to have clearly mapped out a strat- 
egy to become a financial services 
powerhouse by leveraging its strengths 
to the hilt. Says Y.M. Deosthalee, Chief 
Financial Officer L&r and Director, L&T 
Capital Holdings: "We will not offer all 
the available financial services but 
will go deep into select areas. For 
example, securities trading and in- 
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LEVERS OF GROWTH 
L&T Financial Services (LTFS)* 








Asset Base Rs 15,403 cr 





L&T Finance (NBFC) L&T Infra Finance L&T General 
Asset base: (NBFC) Insurance 
Rs 7103 crore Asset base; Rs 5,000 crore To start this year 
L&T PE Fund 
In the process of 
L&T Micro L&T Mutual being set up 

Finance Funds “LTFS also includes a distribution 
Asset base AUM: Rs 2,600 network of 77 branches and 355 
Rs 700 crore crore points of presence. 


vestment banking are not focus ar- 
eas because LTRS’ customer base is 
predominantly semi urban and these 
services have little takers there." 

General insurance proved to be a 
natural entry point thanks to L&t's 
huge project base and expertise on 
this front. "L&t's general insurance 
arm will be hugely successful and can 
even make profits from the first year,” 
predicts G.S. Sundararajan, Managing 
Director, Shriram Capital. His confi- 
dence stems from his observation of 
Shriram General Insurance, which 
successfully tapped into its existing 
base of trucking customers. "Like 
Shriram, r&r will have a proper risk as- 
sessment of its clients. with a sensible 
approach to pricing that a client will 
not decline," he says. 

L&T began to put its risk assess- 
ment capability to good use through 
L&T Infrastructure Finance, which fo- 
cusses predominantly on project lend- 
ing to small and medium business on 
amounts of between Rs 50 crore and 
Rs 250 crore. "Sixty per cent of our 
clients are emerging entrepreneurs, 
who are likely to become the big play- 
ers of tomorrow," says Suneet K. 
Maheshwari, Chief Executive of L&T 
Infrastructure Finance. It is shortly 
starting a PE fund to take up equity 
in infrastructure areas such as mining, 
building telecom towers, and hospitals. 

L&T decided to mine deeper into its 
substantial client base among farmers 
by getting into microfinance. "We 
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wanted to do our bit for social devel- 
opment." says Dinanath Dubashi, 
who heads the retail finance of Ltrs. 
This initiative provides loans against 
livelihood requirements under the 
joint liability model. For now, the 
micro finance intiative has disbursed 
loans of Rs 700 crore. It has a staff of 
1,300 people and is present in south 
India and Maharashtra. 

LTFS entered mutual funds to 
learn the art of managing large capi- 
tal. Says D.D. Sharma, Vice President, 
Research (Retail), Anand Rathi 
Financial Services: "L&r Finance, if it is 
serious about its retail business, must 
learn to manage huge funds. An asset 
management company provides a 
great opportunity to manage large 





Asset base (HI 2009-10! 






Figures in Rs crore 





capital" Chola pgs mutual fund (since 
renamed L&T Mutual Funds after the 
acquisition) is predominantly known 
for its debt funds. The plan is to in- 
crease the fund base substantially 
both in equity and debt. 

LTFS has its share of challenges. 
Selling mutual funds to a semi-urban 
and rural customer base would be 
difficult, as would be the tapping of 
urban clients outside of its existing 
base considering the severe compe- 
tition in the sector. Micro-finance 
needs micro-management, despite 
technological advancements such as 
managing customer information 
through text messages on mobile 
phones. Quite often its success goes 
beyond just lending to giving a men- 
toring hand. BAsiX, a well-known 
micro finance institution (med. offers a 
triad of services—livelihood promo- 
tion, agricultural and business devel- 
opment services, insurance and sav- 
ings to rural producers. Says 
Sundararajan: "Such an integrated 
model is needed for any MFI to suc- 
ceed, and not many are doing this." 

Also, L&t's attempts to widen its fi- 
nancial services offering by enter- 
ing the life insurance sector have 
faced obstacles. There have been re- 
ports that Life Insurance Corporation 
(ic), which is a large shareholder in 
L&T, has stymied the move fearing 
competition. 

But L&t's sudden aggression into 
becoming a financial powerhouse 
raises the question as to whether it 
has a bigger unsaid objective—start- 
ing a bank. The services that trrs has 
entered or is getting into offer invalu- 
able experience for a possible dive into 
banking as and when the Reserve 
Bank of India eases entry norms for 
starting a bank. Incidently, L&T 
already has strategic investments in 
banks like City Union Bank. But 
Deosthalee rules this out for the time 
being. "It is important for us to 
retain our NBFC status," he says. © 
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For more information, please 
contact your local IFA investment advisor 
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« IF YOU WANT TO SUCCEED IN THE EUROPEAN UNION, YOU HAVE TO FOCUS ON FRANCE. 
it's a pivot in Europe and has tremendous influence in Africa and parts of Asia too. It's also one of the biggest markets in the 
world for IT. French companies have a global vision. They're looking for partners who can help them not only in France, but right 
across the planet. For us, that's a major opportunity. »» 


Narayana Murthy Chairman of INFOSYS 
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MICROFINANCE-SKS IPO 











Microfinance Rides 
into Dalal Street 





The share sale plans of SKS Microfinance, India's biggest microlender, 
will not just boost its cash reserves. The IPO, one way or the other, 
will echo in India for decades to follow. E. KUMAR SHARMA 


n office earlier occupied by B. Ramalinga 
Raju, the disgraced Chairman of tech services 
vendor Satyam Computer Services, who is 
being investigated for the country's biggest acc- 
ounting fraud, can hardly be a sought-after 
launch pad for an initial public offer, or iro: that too an of- 
fering that is the first in its industry. 

But, when you are Vikram Akula, Founder and 





Chairperson, sks Microfinance, you don't quite care. 
For, vour microlending business has grown at an ann- 
ual 200 per cent clip since March 2007, income at Rs 554 
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crore has expanded 55 times, and people running it all for 
you—nearly 50 times to some 1 7.000 today from its initial 
days. You could use the entire 88,000 sq. ft. office to prepare 
for the hypergrowth ahead of you. (The new sks office at 
Begumpet, the commercial hub of Hyderabad, is its fourth 
office since it set up shop: Satyam vacated it late last year.) 

“SKS, along with other leading microfinance institutions, 
has demonstrated the ability to expand the customer base 
of microborrowers rapidly. sks prides itself on adding 
100,000 new clients each week. This is noteworthy, as most 
microfinance institutions in India and globally do not even 


“SKS prides itself on adding 100,000 new clients each week. Most micro- 
finance institutions do not even have a total number of 100,000 clients" 
NANCY M. BARRY/ FORMER PRESIDENT, WOMEN'S WORLD BANKING 


have a total number of 100,000 clients," says Nancy M. 
Barry, lormer President of Women's World Banking, a 
global network of institutions led bv women working in 
microfinance, and a respected industry expert. 

It is with a great deal of interest then that sks' pro- 
posed iro, slated to raise an estimated Rs 1,000 crore. is being 
watched—it will be the first offer of shares by a microfinance 
firm in India and, indeed, among the few anywhere in the 
world. "This will surely be a watershed moment for mic- 
rofinance in India as this would mean mainstream markets 
are willing to fund business models that are built on the 
premise that poor are credit-worthy," says S. Viswanatha 
Prasad, Founder of Caspian Advisors, an investment 
management and advisory services company, and 
Co-founder of The Bellwether Microfinance Fund. 

Few proxies are available to compare sks with 
(Mexico's Banco Compartamos trades at 18 times earn- 
ings, a discount to the broader Mexico Stock Exchange 
index), but going by consistent profitability for five suc- 
cessive years—and a sixth in the fiscal just gone by 
(2009-10) almost for sure—and a healthy one at that 
(earnings before tax running at 25 per cent-plus). the 
Hyderabad-headquartered microlender's share sale could 
have the makings of a successful capital raising. 

"Financial inclusion is a rainbow opportunity," justifies 
Darpin Shah, a research analyst at Almondz Global Securities, 
a New Delhi financial firm. While he has not looked at sks 
closely. he gives the examples of Shriram Transport Finance 
and Manappuram General Finance that today have 2-4 
times net interest margins compared to traditional play- 
ers that could even be the best in the banking space. 

The sks iPO promises its backers riches. Given that the aim 
is to raise at least around Rs 1.000 crore from the sale of 
some 16.79 million shares, the per share pricing could be 
around Rs 600 each if not more—a handsome exit for 
SkS funders like venture capital and private equity fund, 
Sequoia Capital India Llc II, whose average cost of acquir- 
ing 9 million shares in the microfinance firm, according to 
data in the sks Draft Red Herring Prospectus, is under Rs 62 
each. Or, even for backers such as Catamaran Management 
Services, a fund seeded by Infosys Technologies Founder N.R. 
Narayana Murthy, which acquired shares in sks for 


Funding a Microfunder 


Personal and 
donor backing 





financial institutions 


Funding from development <3 Angel investors 


Rs 300 each as recently as January this year. 
Industry insiders say other microfinance players could 
be in line to tap equity markets in an effort to augment cap- 


ital, following the sks example. There are already nearly half 


a dozen big players in the Indian microfinance sector that 
could be potential po candidates—including Basix, Spandana 
and SHARE Microfin, all three of which have the scale and 
scope to raise public capital. 

Take Basix, one of the earliest players in the industry 





MFIs help expand the customer base of microborrowers rapidly 


with its beginnings going back to 1996, for example. 
The Basix Group today has around Rs 1,100 crore out- 
standings and about Rs 800 crore disbursement. BASIX 
Founder and Chief Executive Officer. Vijay Mahajan, 
however, is not sure his organisation is of the size ideal for 
a share sale. “We are still some years away from iro as it 
does not make sense to do an iro of less than Rs 400-500 
crore, which means existing capital should be Rs 800- 
1,000 crore. We are still at about Rs 250 crore capital." 
The sks offering, he says, is a part of the natural evolution 
of a microlender (see Funding a Microfunder). 


Post-IPO Worries 

Experts are concerned about a lemmings-like phenomenon 
developing after the sks share sale. especially if it is a wildly 
successful one. Barry, the microfinance expert, for instance. 


More VC 
and VC firms 
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points to the hoopla around the Compartamos ipo in April 
2007 and its consequences in Mexico. "It had the result of 
spawning the entry of many new actors looking to make a 
quick and large profit in financing the poor. Many of these 
new entrants have already failed and folded, with an adverse 
effect on the microfinance industry in Mexico," Barry says. 
The muted profitability of microlenders in India and their 
relatively lower interest rates (compared to Compartamos' 
100 per cent when it first sold shares), she predicts, could 
limit such mania in India. 

The industry is loud in its advocacy of the benefits of a 
public listing. Some see it as a fix to the problem of missing 
efficiency and transparency 
among microfinanciers in India, 
with little public regulation to 
keep a rein on them. “Trans- 
parency has at least two dimen- 
sions—with customers and with 
investors. Listing improves both, 
but mainly with investors. With 
customers, other actions are 
needed as embodied in MEIN code 
of conduct," says BASIX'S 
Mahajan. MFIN, or short for 
Microfinance Institutions 
Network, refers to a self-regula- 
tory organisation of some 35 mi- 
crolenders. 

The bigger impact could be 
public disclosures relating to the costs of running the 
microlending business, which critics have argued are 
still very high. The average interest rates of SKS, for 
instance, including servicing charges, rack up to about 
28 per cent a year. This may be lower than the 40 per cent 
or more that informal money lenders or traders in villages 
charge but still remains high. 

Will the listing of an microlender foster enough com- 
petition and see interest rates dropping? Vijayalakshmi 
Das, Chief Executive, Friends of Women's World Banking. 
India, an institution that funds microfinanciers, is not so sure. 
At the core of it, she says, is the direct relationship between 
profits of any business and investor returns. "Reduction of 
rates will reduce profit margins and that may not be 
acceptable (to investors). But we cannot say that today 
as it will need to be watched as much depends on the dec- 
isions of individual companies and the quantum of funds 
raised and invested," she says. Most of the big micro- 
financiers in the country, including sks, Spandana, SHARE 
Microfin, Bandhan, and Cashpor, among others, got cru- 
cial backing from Das' institution in their early days. 

Some others worry that the social goals that several or 
most microfinance institutions were set up for will be sac- 
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The SKS Cookie 





| de Yatish Trading, SIDBI, Bajaj Allianz, 
Treeline, Catamaran, Director ESOP, ICP Holding, Infocom 


rificed in a focussed pursuit of profits. Alter the sks IPO, 
“what will be watched is how it and others who take this 
route balance between profit maximisation for investors (a 
necessity for a publicly-traded company) and creating a 
social impact and ensuring the interests of the poor bor- 
rowers (the primary idea behind microfinance),” says 
Jayshree Vyas, MD, SEWA Bank, and the Chairperson of 
Sa-Dhan, a pan-India microfinance network. After the 
IPO, some 41 per cent of sks' equity will be owned by five 
promoter groups—Sequoia Capital: mer, a trust repre- 
senting beneficiary groups comprising women borrower 
members of sks; Unitus; sks Capital: and Akula himself. 
One aspect of the social imp- 
act that Vyas refers to is what 
companies such as sks and SHARE 
Microfin have begun to do 
through what is known as cross- 
selling or multi-product mar- 
keting, which have a bigger 
potential for changing lives faster 





Vinod Khosla 


 Employees- ps 
ESPS/ESOP in poverty-ridden India. For ins- 
tance, sHARE Microfin already 
m —Unius —— makes money out of remittances 
Vikram Akula and selling insurance products 


using the same distributor net- 
work it relies on for its micro- 
loans business. Founder and 
Managing Director M. Udaia 
Kumar told Br recently he plans 
to get into selling healthcare products. 

SKS has laid out a rural platform strategy to move it from 
a pure microcredit play to a rural distribution platform 
for a range of financial products and other goods. It already 
partners Bajaj Allianz on an insurance-cum-savings prod- 
uct for sks borrowers. Others like the MR trust, which 
works towards financial inclusion, has designed a micro 
mutual fund product in partnership with icici Prudential in 
which low income customers can start investing with as less 
as one rupee. sewa Bank, along with Unit Trust of India Asset 
Management Company (UTI-AMC), offers a micropension 
scheme for the informal sector (daily wage earners, vegetable 
sellers and ragpickers). "It is difficult to predict whether the 
iro will enable sks to realise this broader multiproduct vision, 
or whether commercial investors will push sks to focus 
on expanding its profitable microcredit operations— 
becoming narrower and less responsive to the financing and 
economic needs of low income clients,” says Barry. 

How the sks Po will guide other microfinance share sales 
in the market will be known in less than 12-18 months of 
its listing. But in the longer term, the road it chooses—social 
capital or pure financial capital—will find reverberations 
deep in the Indian hinterland for decades to come. © 
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CONSIDER IT SOLVELC 


PROFILE-JACOB BALLAS CAPITAL 


The core team: (From L-R) Sunil Chawla, Partner: 
Srinivas Chidambaram, MD; Rajan Jetley, Chairman; 
Bharat Bakhshi, Partner; Anurag Kumar, CFO 


lue-chip private sector That was a decade ago. 

jobs, entrepreneur, young Now 59, Jetley has pulled off ano- 

star at two public sector ther coup: Created a team at jac that can 

giants and a multina- do without his presence. Jetley now 

tional. All this in the "80s, stays in the shadows, savouring the 
before such things became a fad. So, accolades that his team has been earn- 
what next? Rajan Jetley set the pace ing from peers, and the continued sup- 
again, setting up private equity (PE) adv- port that he gets from New York Life 
isory firm Jacob Ballas Capital (BC) with Investment Management, which glob- 
some partners and his connections. ally manages over $200 billion. 
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The firm that Rajan Jetley created a 
decade ago is no longer a one-man 
show, but has some of the savviest 
minds in private equity. 


SHAMNI PANDE 


But it was a diflerent ball game 
in 2000, when jBc raised a propri- 
etary fund, the New York Life 
International India Fund (Fund I). 
with $40 million. Then came Fund I, 
the New York Life Investment 
Management India Fund, with $127 
million. For Jetlev, the biggest mile- 
stone was 2008, when his team raised 
$440 million for Fund III despite the 





financial meltdown, and made some 
diverse investments with just 20 per 
cent of the funds. 

Typical Jetley stuff, the caution 
and the diversified investments. Only, 
Jetley did not sweep the show in terms 
of closing deals. “I got all the deals in the 
first fund, but I will be lucky if I have 20 
per cent involvement in the third fund. 
| believe that good companies are cre- 


NVESTMENTS 
FUND 1/ $40 million 
proprietary (2000). 


@ Invested in Bharti Airtel, 
Gujarat Pipavav, Thomson Press 
(part of the India Today Group). 


FUND II/ $127 million, 
third-party (2005). 

@ Invested in Punj Lloyd, 
Reliance Infrastructure, ABG 
Shipyard, Emaar MGF Land, 
Trianz Holdings, Bajaj Motors, 
Pipavav Shipyard, CEBBCO, 
Bhilwara Energy. 


FUND III/ $440 million 
third party (2008). 


e 20% invested in Aster 
Teleservices, Mahindra Holidays 
& Resorts, Saravana Global 
Energy, Inventia Healthcare, 
Financial Software & Systems, 
SEW Infrastructure. 


THE MOVES 
int MUVES 

@ Five exits: Include Bharti 
Airtel, Thomson Press, Reliance 


Infrastructure. 


@ Two listings of portfolio 
companies: Still remains 
invested in them. 


~~, "mox n p" p 
db VIEI IN 


@ Market observers say it has 
made a gain of roughly 3.5 
times on invested capital in 
aggregate on exits. 


ated through team effort and this hap 
pens only when you allow people to 
give their best,” says Jetley, who has 
been chipping away to transform JB 
and put in a structure and processes 
that will make it a well-oiled team. 
Sample two investments. Recently 
teaming up with New Enterprise 
Associates of the vs, Fund III bought 


out the Carlyle Group's stake in 


Vay 2 2010 BUSINESS TODAY 85 


PROFILE-JACOB BALLAS CAPITAL - 


Financial Software & Systems (rss) 
and injected $30 million into the com- 
pany, which is in the business of 
enabling electronic payments for 
banks through various modes. 

In March, ppc invested $34 mil- 
lion in the 50-year-old sew Infras- 
tructure, which is into engineering, 
procurement and construction (EPC) 
services, mostly in irrigation and hy- 
droelectricity. 

"JBC's portfolio is fairly diversified 
and that comes as a surprise even to 
people like us who are in the know." 
says Brijesh Koshal, Managing 
Director (Investment Banking), Daiwa 
Capital Markets India. 

The rss deal was put together by 
JBC's current Managing Director, 
Srinivas Chidambaram, who was 
brought in by Jetley in 2005, just at 
the start of Fund II. The industry vet- 
eran was spotted by Jetley when he 
was with uspc Private Equity (Asia) 
based out of Hong Kong and han- 
dling r£ investments in India and 
South East Asia. 

Thomas M. Haubenstricker, CEO, 
NYL Capital Partners, still recalls his 
first meeting with Jetley. “I first met 
Rajan in early 1999. At that time, 
he had already been advising New 
York Life on its potential entry into the 
Indian insurance market. He was also 
seeking investment opportunities on 
behalf of New York Life, and I met 
him during the due diligence on the 
Bharti (Airtel) investment,” he says. 

But what has made the relation- 
ship prosper is the “personal integrity” 
and the “remarkable transformation” 
and professionalisation of the team. 

Jetley has also been able to attract 
skilled investment professionals, and 
provided business development opp- 
ortunities and the oversight that has 
resulted in strong returns and phe- 
nomenal growth in assets. “What is 
outstanding about [Bc is their team 
and their ability to consistently take a 
good call on deals. I have worked 
with Sunil Chawla and the thought 
process is very good," says Jaya 
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Sankar, Executive Director, Kotak 
Mahindra Capital. 

At Commercial Engineers & Body 
Builders (CEBBCO), another company in 
which jBc has invested, CEO Ajay 
Gupta went to jpc because he knew 
Bharat Bakhshi, who had joined jc as 
a partner. "My contact with Jacob 
Ballas began because of my ass- 
ociation with Bharat...when I was 


looking for funds, | approached him 
for advice as I knew him as a family 
friend and he was at ugs (Investment 
Bank)...he then told me of his move to 
JBC," says Gupta. 

CEBBCO is the leader in fabricating 





bodies for commercial vehicles made 
by Tata Motors and Ashok Leyland, as 
well as infantry vehicles and water 
bowsers. JBC helped cessco get in touch 
with a partner when it wanted to 
make refrigerated trucks, and guided 
it through the strategic exercise. CEBBCO 
was in talks with at least 10 other 
PE funds, but its comfort with the 
jac team won the day. 

For Gupta, more than the funding 
what was important was the attitude 
at JBC. "I will always cherish that the 
team did not once push me for results. 
... We faced a terrible time in 2008 
and even showed losses for a few 
months, but not once did anyone quiz 
me," he says. "I know of many friends 





who have taken PE support elsewhere 
and were hounded on various fronts." 

Such praise is not rare for the Be 
team. Take Aster Teleservices, in 
which ¡Bc invested last year. Aster 
serves the telecom and power sector. 
"We have worked well in refining 
business strategy ...and in our prepa- 
rations to eventually becoming a pub- 
lic company,” says A. Srinivasa 
Prasad, Aster's CEO. 

So, how does the pc team deal 
with stray whispers on the street? 
Stuff like: “Jetley’s using his connec- 
tions. You know he was part of Rajiv 
Gandhi's circle of new-age profes- 
sional evangelists...” 

The pc team and Jetley brush 
aside such talk. Connections are 
known to open doors, offer opp- 
ortunities and make fortunes for many 
in India. Jetley is no stranger to the 
term. “Building great relationships 
has been my strength and I believe 
in building strong teams,” says Jetley. 

“So, what's wrong if I know how 
to nurture relationships? Don't people 
use every asset that they have when 
they start a business? I got in touch 
with people I knew, they required 
funds and I was in private equity—is 
that so unusual?" he retorts. 

JBC has its supporters, who think 
connections can take you only so far. 
"Sure, Jetley is connected and that 
helps, but ...they have a good team in 
place." says Ajay Relan, Founder, 
CX Partners, a private equity firm. 

So, it's not surprising then that 
many others have chosen to partici- 
pate in funding jec: "It is very impor- 
tant for us to know the market as well 
as the fund that we are investing into. 
As India is still a nascent market... 
we look at the record of the fund's 
past investments and we find that jac 
has tended to focus on market leaders 
in fast-growing segments and these 
companies are likely to command a 
premium when they exit.” says K.V. 
Dhillon. Managing Director, 
3uggenheim Partners, which invests 
in other funds. © 
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77] nthe 15 years, JOHN CHAMBERS 
| has been CEO of Internet equip- 
| ment maker Cisco, he has taken 
| the firm from a $1. 2-billion 





of acquisitions, 70 per cent of which deli- 


vered more value than anticipated—an — 
astounding statistic considering that, type 
ically, just one in five buyouts adds valueto 


the acquiring company. 
After a planned meeting with BT dur- 


-. ing his recent India visit to attend the- 
India Today Conclave was squeezed out to 
... acramped schedule (and a suddenly con- 
firmed meeting with Prime Minister 
‘Manmohan Singh), Chambers made up 


with a videoconference interaction arriving 


"at his San Jose office at 7 a.m. to talk 


| provider of Internet plumbing— ~ 
| routers and switches that direct. 
| traffic on the web —to a diversi- 
| “4 fied $36. 1-billion networking ~ 
: company. : He achieved this through dozens 





with RAHUL SACHITANAND in Bangalore 
and JOSEY PULIYENTHURUTHEL in New 
Delhi. The conversation ranged from 


What goes into making Cisco's secret 
sauce, how disruptive emerging markets 


can be, what to expect next in the Internet 
era, and other broad technology trends. 
Edited excerpts: 


There's a lot of talk on how 


emerging markets will throw up 


new thrifty business models. How 
do corporations such as Cisco 


ensure that you don't kill your 


core products in the process? 

I have been through the mainframe 
days with œM, minicomputer days 
with Wang and I have watched the pc 
industry... If a market transition is 
going to occur you have to be able to 
read it. We have announced low-end 
routers with three times the perform- 
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ance at the same price. That's a nice 
way of saying in our industry that 
Moore's Law (which says that com- 
puting power doubles every two years 
at the same price) is a way of life. 
Taking an analogy of the auto indus- 
try, different parts of the world want to 
drive mid-range cars, luxury cars, 
suvs and sub-compacts. We will sim- 
ilarly design different products and 
functionality based on a customer's re- 
quirements. It's a nice way of saying 
that market transitions wait for no one. 


Where do you see Cisco positioned 
as a company today? 
From an ambition point of view, we 
want to make Cisco synonymous with 
the Internet. There is an opportunity to 
change every aspect of our lives. This is 
not just about how you work, learn 
and play but also the opportunity to in- 
crease productivity around the world by 
3-5 per cent...bring health care, edu- 
cation and job creation to 
around three billion people. 
So, at the vision level, we 
want to be the best company 
in the world and the best 
company for the world. 
From a high-tech indus- 
try perspective, we're moving 
from network plumbing to 
becoming the top company 
in communication and iP 
(Internet Protocol). We think 
that communication and IP 
will not just enable your 
strategy, but they will be 
deeply embedded into strat- 
egy with video and collabo- 
ration. We're good at get- 
ting market transitions right: 
our core capability is to lead. 
We do internal start-ups 
such as Telepresence and 
Smart Grid and we've ac- 
quired 137 companies and 
we expanded our technol- 
ogy architecture with six 
new products recently. 
What's different about 
Cisco's mergers and acqui- 


VIVAN MEHRA 
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sitions (M&A) strategy? We set the pace 
of using M&A to enter market adjacen- 
cies; we don't acquire competitors. We 
look for markets where we have a re- 
alistic chance of becoming No. 1 and a 
minimum of 40 per cent market share. 
We like to enter a market 3-5 years 
before it takes off so that we can do 
thorough development ourselves. This 


trend will continue if leaders drive it. If 


someone can offer one-two best prod- 
ucts in each segment, whether you're 
a consumer or the company in the 
world, it would be too good an oppor- 
tunity to pass up. 

We've also changed our organi- 
sation structure from command and 
control —something I was very com- 
fortable with—and we've had 57,000 
people move to a model built around 
councils and boards. This is basically 


social networking with a lot of 


processes and discipline around it. 


Is it true that 40 per cent of your top 





management came through buyouts? 
That is correct; much like the Internet, 
we don't care what age you are, what 
religion you are and what gender you 
are. Many companies reject outsiders. 
We accept cold outsiders, because we 
are a company of outsiders. 


You've transitioned Cisco's 
leadership to dispersed boards 

and councils. What were the chal- 
lenges executing this change? 

We started our journey back in 2001, 
so this transition is now almost a 
decade old. It was more difficult than I 
anticipated. However, it was also much 
more efficient than I anticipated. The 
first couple of years were painful, be- 
cause we had to change the manage- 
ment style, there was no roadmap to 
follow and we made most of our learn- 
ings as we went. In terms of the group. 
19 of the top 20 leaders did not like it 
initially. (Today, the vote would be 


MY LEADERSHIP STYLE-COMMAND AND CONTROL-WOULD 
NOT ALLOW US TO TACKLE MULTIPLE OPPORTUNITIES. 


20 of 20 in favour!) We designed 
products such as Telepresence 
and Webex to allow this or- 
ganisational change to occur. 

Look at the results: it all- 
ows productivity to grow 5-10 
per cent per year...we've set a 
target of 10 per cent and our 
current run rate is off the 
charts. For the last two quar- 
ters, we've increased 8-9 per 
cent and that makes it 34 per 
cent for the whole of the year. 
This model gives us speed, scale 
and flexibility. 


How would you compare this 
management structure with 
a command-and-control one? 
Command and control works 
fine when you have one or two 
products or your industry is 
growing relatively slowly. If 
you're a market leader or work- 


ing across a dozen markets or your 


business involves a combination of 


capabilities, then it doesn't work. 1 
had the vision to move to multiple 
market adjacencies well before I had 
the vision to move away from a com- 
mand and control structure. My lead- 
ership style—command and con- 
trol—would not allow us to tackle 
multiple opportunities. 


The Globalisation Centre you 
opened in Bangalore in 2007 was 
part of that transition. Where did 





EVEN IF THE COST IN INDIA WAS THE SAME AS THE WEST, it 30-40 per cent less expensive. That's 
| WOULD STILL BE HERE WITH THE SAME VOLUME. 


this idea come from? 

Like most good ideas, this one too was 
from either customers or identifica- 
tion of a market transition. About 10 
years ago, watching the work force in 
Silicon Valley, we noticed that those 
from India or of Indian-origin were 
not only superb, their ability to fit into 
our culture was superb. Forty per cent 


of our employees have a heritage of 


India. As companies started to go to 
India for labour arbitrage, I looked at 
it more from a talent addition per- 
spective. I thought I would have to 
lorce someone to go to India, but lo 
and behold my No. 2 Wim (Elfrink, 
Cisco's Chief Globalisation Officer and 
Head of Cisco's Services unit) said he 
would do it! He took it forward much 
more than I would have gone. 


Do you see the model being 
replicated by other corporations as 
well, not just in the tech industry? 
People have tried to make new man- 
agement styles and have mostly 
failed. As our model has worked, we 
have become a role model for differ- 
ent companies—Procter & Gamble 
and GE, for example. I think this 
model will work not just for busi- 
nesses, but for government, health 
care and education. 





What happens when Cisco's 
benevolent dictator no longer 

runs it? What is Cisco without 
John Chambers? 

First of all, it is inevitable. To me, the 
challenge is to make sure the transi- 
tion is seamless. It may be more a 
council that runs Cisco. Already, my 
operating committee of 11 people 
meet most of the time without me. 
Our functioning structure is not de- 


pendent on one person. Every one of 


my leaders is turned over at least three 
times under my leadership. I have 
people who could lead 3-5 years from 
now and 10-15 more later on. 
Nothing's for sure, but I would like 
to be here for 3-5 years more. 


Tell us about the impact of emerg- 
ing markets on Cisco. 

Emerging markets are a good source 
of revenue growth and innovation to 
bring back to mature markets. The next 
step is to bring these solutions to the 
us and Europe. That's exactly what 
we're doing in health care and educa- 
tion. We tried to push education 
changes in the us for 20 years and that 
we made incremental improvements 
would be putting it kindly. In developing 
nations, technology can transform the 
cost and quality of education and make 


something hard to argue with. 

There will be a couple of emerging 
markets that will play wav bevond 
their own internal markets. China, 
India and Brazil come to mind most. 
Specifically. India is a partnering na 
tion; you bring an attitude to part- 
nering that's the best in the world. | 
am not in India for labour arbitrage. If 
the cost in India was the same as the 
West. I would still be here with the 
same volume, which is quite differ 
ent from my competition. 


On to a broader context, has the 
world juiced out all it can from the 
Internet? How do you see it evolving 
as more countries get connected? 
Phase 1 of the Internet for the developed 
world has been tapped pretty hard—the 
ability to do e-mail and file transfer— 
more of the transactional Internet. 
Now, we're starting to see phase 2 
with the video play, new business mod- 
els and you will see an instant replas 
around video and collaboration 
What is so exciting is this market 
moves so fast. Everything is built 
around speed, scale, flexibility and 
replication. So if you fast-forward 
even just 10 years, I think it (the 
Internet) will change business and 
government models. It will decide 
which companies survive and grow 
It will literally be embedded in enter- 
tainment and businesses. © 
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.' ^ Again? 


With a near-death experience behind it, 
Orchid Chemicals prepares to fly again. 
K. Raghavendra Rao, MD, is as audacious 
aS ever. NITYA VARADARAJAN 


arly in December 2005, 
when then President Abdul 
Kalam visited a new in- 
jectable dose facility of Orchid 
Chemicals & Pharmace- 
uticals on the outskirts of Chennai, it 
made for a high point in the life of the 
ambitious drugmaker, built up by a 
first-generation entrepreneur. The 
company was moving up the value 
chain from bulk cephalosporins, an 
antibiotic similar in action to peni- 
cillin, to packing the drug in vials ready 
for injections. The $80-million (or Rs 
367 crore then) facility came badged 
with manufacturing approvals from 
the us and UK drugs regulators, which 
meant smooth access to those lucrative 
markets. The future looked bright. 
Not any longer. Today. that in- 
jectables facility has a new owner in the 





local unit of Hospira Inc., an Illinois, US- 
based company. In December 2009, 
Orchid had to sell the factory, which 
was clocking some $90 million rev- 
enues, as a last ditch effort to retire 
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debt that threatened to choke it. The 
deal got shareholder and other 
approvals on March 31. 

Orchid, it would seem, has sold 
its future. A non-compete clause with 
Hospira keeps it away from the in- 
jectables business for at least a decade. 
"The company has lost its image by 
selling its prized possession and one 
which cannot be replicated," says an- 
alyst Surya Narayan Patra of 
Systematix Shares & Stocks. 

The Chennai drugmaker is now 
left with a basket of cephalosporin 
products, bulk actives and orals, per- 
ceived as plain vanilla by the market. 
Coupled with the obvious decrease in 
revenues (the injectables business ac- 
counted for more than one-third of 
Orchid's sales), the loss of a high-mar- 
gin niche business has made Orchid's 
future uncertain. Shares of the com- 
pany are at Rs 160-levels, down from 
a peak of Rs 373.50 in April 2006— 
four months after the Kalam visit. 

So, is it the end of the road for 





Orchid, at least from the perspective of 
high growth? Its Managing Director K. 
Raghavendra Rao, who started his 
career in Mumbai in 1980 with 
Kwality Ice Cream after graduating 
from the Indian Institute of 
Management, 
believe so. "Our first move will be to 


Ahmedabad. doesn t 


protect our top line," he says, adding 
that he hopes to achieve this as quickly 
as the end of fiscal 201 1 —or the first 
operational year after selling the in- 
jectables facility. Of the S90 million 
revenues it gave up through the sale 
to Hospira, the company expects to re- 
cover $65 million annually through 
the sale of bulk actives to the acquirer 
as part of a 10-year sourcing deal. 
"In fact, as Hospira grows its own 
injectables sales, Orchid's sales to it 


would also grow," says Rao. Analysts 
say they are not so sure. "...we have 
conservatively assumed contribution 
of $37million in FY2011 and $48mil- 
lion in FY2012 from the contract,” 
Sarabjit Kour Nanga and Sushant 
Dalmia of Angel Research, the re- 
search arm of securities firm Angel 
Broking, wrote in December after 
news of the Hospira sale broke. A 
telling sign that the markets don't 

see a future for Orchid in the near 
term: almost all brokerages have 
stopped tracking the stock. 

The remaining $25 million 
revenues will be made up, the 
company believes, by growing 
exports of high-value antibiotics 
and complex cephalosporins' oral 


lormulations. These products 






K. RAGHAVENDRA RAO 


may not have the high margins of in- 
jectables, but Orchid hopes to make 
up for the revenue losses with sheer 
volumes ofits exports to both de- 


ORCHID'S PIPELINE 


Seven first-to-file applications that Orchid has already made; seven more to follow. 





MD, Orchid Chemicals & Pharmaceuticals 


"| have learnt from my 
mistakes and moved on" 





a 
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veloped and developing countries 


It also expects to make copycat for 
mulations ahead or just in time of 
patent expiry of medications going ofi 


Product Treatment area Brand name Patent Holder Current market size 
Desloratidine IR — Anti-allergic Clarinex Schering Corp — $275 million 
Desloratidine ODT — Anti-allergic Clarinex (variant) Schering Corp $20 million 
Memantine Alzheimer’s disease — Namenda Forest Labs $1 billion 
Eszopicione Cntrl. Nervous System Lunesta Sepracor $800 million 
Ibandronat: Osteoporosis Boniva Roche Labs $1 billion 
Anti-bacterial Factive Oscient Pharma — $30 million 

- Cntri. Nervous System Cymbalta Eli Lilly & Co $2.5 billion 





Source: Company 
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patents, a strategy common among 
Indian drugmakers. 

"As early as 2002-03, we devel- 
oped complex injectables and some 
oral formulations that were techno- 
logically hard to replicate and went 
for Para 4 filings," says Rao. Para 4 
filings refer to first-to-file applications to 
manufacture and sell the product soon 
aller it goes off patent. Often, companies 
that win such approvals get a exclu- 
sivity period of six months to sell a copy 
of the drug that has just gone off patent 
and enjoy high margins. Example: 
Tazo- Pip. an antibiotic injection used 
to fight severe infections and patented 
in regulated markets by Wyeth. Orchid 
developed a generic equivalent of the 
drug and after protracted legal battles 
won the rights in September 2009 to 
sell the drug in partnership with 
Hospira. Its six-month exclusivity added 
an estimated $50-60 million to its fiscal 
2010 revenues. Other instances: 
generic Cefepime and Cefoxitin. 

Orchid plans to make similar bets 
now in oral antibiotics—it has al- 
ready obtained generic approvals for 
some—and as B. Gopalan, Chief 
Scientific Officer, says, basic research 
is being done on diabetes, inflamma- 
tion, oncology. obesity and clotting 
disorders. A new oral medications fa- 
cility at Visakhapatnam is set to start 
operations in 2012 with international 
regulatory approvals expected by then. 

"The basket of orals is still un- 
tapped as we were focussing on in- 
jectables," says Rao. First Global 
Securities' Associate Director of 
Research Hitesh Kuvelkar estimates 
that Orchid could have at least 60 
products with approvals for the us 
market ready by 2012. But, still, as 
Angel Broking analyst Sushant 
Dalmia says: "There are at least four 
to five players in some blockbuster 
products where Para 4 filings have 
been made—so it is difficult to see 
where Orchid would have a signifi- 
cant advantage." 

The company has already made 
first-to-file applications for seven drugs, 
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which treat allergies, Alzheimer's dis- 
ease, central nervous system disor- 
ders, osteoporosis, and bacterial in- 
fections, and today count for some 
$5.5 billion in revenues for their 
patent-holders. By 2014, if—it is a 
big assumption that the company will 
receive all seven approvals—Orchid 
gets its foot into the market first, it 
could conservatively have revenues of 
$550 million a year. Typical conser- 


vative assumptions for the market for 
first-into-the-market drugs are be- 
tween 10 per cent and 25 per cent 
of patented drug revenues. 

Orchid expects to get a window 
of exclusivity for at least two drugs 
(it doesn't name which two), but this 
time it is not banking on the same for 
expected high revenues. But, to be 
sure, it can expect the innovator or 
patent-holding companies to pull out 
all defences. In the case of Tazo-* Pip, 
for instance, the company fought 
Wyeth in courts for two years before it 
got the regulatory approval to sell the 
generic variant. Had it come in time, 
Orchid could have made some $400 
million from it. 

Rao blames that delay as one of 
the reasons for Orchid's cash flow 
troubles that snowballed into a debt 
crisis. "There was a lumping of in- 
vestments and a lumping of sales, 
and we got caught in that bad middle 
where revenue was not forthcom- 
ing to service the debt," he says with 
candour. Today, after paying off 
part of its debt, Orchid still has $134 
million outstandings in convertible 
debentures that Rao is confident he 
will service through internal accru- 
als by the time they come up for re- 
demption in 2012. The company 
has not declared its fiscal 2010 results 
yet, but First Global analyst Kavita 
Thomas predicts that it will end the 
year with net profits of Rs 65 crore on 
sales of Rs 1,571 crore, buoyed by the 
sale to Hospira. 

It helps that Orchid's debt-equity 
ratio now allows flexibility on raising 
fresh capital. "The money would be 
used to acquire front-ending compa- 
nies for direct sales in regulated markets 
and retain sales commissions paid to 
partners," says Ch Ram, Head of 
Investor Relations at Orchid. 

Rao, on his part, is clear. As an en- 
trepreneur he has faced challenges in 
the past and, he says, he will surmount 
this one, too. "I have learnt from my 
mistakes and moved on." The gutsy 
entrepreneur could get it right, yet. 
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Matching 2 
‘Aspirations 


Recruiting companies were ae money looking for 


ivima 


GHt 


'employable' candidates among th s of graduates. So these 
savvy brothers came up with a match-making test. 
MANU KAUSHIK 


SHEKHAR 


Varun Aggarwal and Himanshu Aggarwal 
(right), Founders, Aspiring Minds 
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une 2009: Rahul Yadav, 
a fresh graduate in com- 
puter science from Seth 
Jai Parkash Mukand Lal 
> Institute of Engineering 
& Technology in Radaur, Haryana, is 





keyed up for campus interviews and __ 


his ticket to the corporate world. Bad 


luck: Against the usual half-a-dozen ` 


information technology (rr) firms that 
used to visit the computer science 


department of the little-known insti- - 


tute earlier, only Tata Consultancy 
Services (res) and i-Flex turned up. 
And Yadav was not among the 30- 
odd to getan offer. 

“While the downturn had an 
impact on placements last year, the 
more compelling reason was the 
location and unknown brand of my 
institute," says Yadav. "Most large 
IT companies chose to hire 
only from tier-I campuses and cities." 
(Radauris 170 km from Delhi.) 

For the next six months, Yadav 
kept looking for jobs. He got some of- 
fers from business process outsourcing 
(Bro) firms, but that was not the in- 
dustry he wanted to work for. In 
January this year, a friend told him 
about the Aspiring Minds Computer 
Adaptive Test or AMCAT, an employ- 
ment assessment exam, and he tried 
his hand at it in February. Based on 
his good score, Aspiring Minds asked 
him to turn up at a recruitment event 
at the Dehradun Institute of 
Technology (prr). 

March 2010: MphasiS appoints 
Yadav as a trainee software engineer 
at a salary of Rs 2.5 lakh per annum. 

Yadav is not a one-off example: 
Aspiring Minds’ amcar has opened 
a portal of opportunity for hundreds 
of students studying in tier-IT and -MI 
campuses who until recently were 
being ignored by big-name recruiters 
not keen to send their teams all over 
the place to look for talent. 

Proof of AMCAT's success lies in 


the numbers: since the first test in 
2007, over 1.4 lakh candidates from 
400 engineering and management 
colleges and universities have taken 
different modules, giving recruiters 
linked to Aspiring Minds a huge pool 
of tested talent to choose from. 

- India has an estimated 60 mil- 
lion graduates. How do you create a 
market for jobs for them, asks Tarun 
Khanna, Harvard Business School 


| pili “Aspiring Minds provides 





What itk is i 
iw Computerised test, based on 
employer's selection criteria. 


(wv Same test for graduates from 
-HT and ordinary engineering 
college. 


(vw Test becomes harder or easier 
depending on response to 
each question. 


dr oe io d Le DoE RE Ro ee ee 


What it does 
(W Helps employers find 
'right' candidates. 


(v Lowers the cost of reaching 

out to tier-Il and -ill colleges. 
[v Provides more opportunities 

to students from small colleges. 


or Madurai. Now, people are coming 
and asking how they can take the 
model to Indonesia or China," says 
Khanna, who has personally invested 
in the venture. 


Testing Times 

It was 2007, and Himanshu Aggarwal, 
an alumnus of nr Delhi, had come 
back to India with plans of starting his 
own business after working in the us 
for over four years. The rr landscape 
had not vet turned bleak: the rr and rr- 
enabled services industry was grow- 


ing 30 per cent a year and the main 
problem was the lack of “enypioy- 
able" graduates. 

"The idea of this business came 
when I saw that the industry was cry- 
ing for the ‘right’ people even though. 
the education system was chuming. 
out so many engineers,” recalls 
Himanshu. "I was confident that a 
common nation-wide assessment test 
for jobs would address this problem.” 

He called up younger brother 
Varun, who was in the us planning a 

doctorate in artificial intelligence at 
the cnr e ute of 











Later, they added mi 
taking the number to T: 
rything from aptitude ar | 
personality assessment. Ca didates 
have to opt for four to six rri per 
test, depending on theirt referred job 
profile. In the first year, some 2, 500 
students took the test. The numbers 
went up to 22,000 in 2008, 70,000 
in 2009 and 55.000 this year. 
According to an Aspiring Minds 
study based on the huge base of stu- 
dents it has tested so far, only one 
out of six recruiters goes to tier-H and 
-IH campuses even those in big cities, 
because the cost of going to these 
campuses is 2-3 times the cost of 
picking up a graduate from tier-1 
campuses. But, it found. more than 
70 per cent of employable students in 
the rr sector are in tier-Il campuses. 











Home Delivery 

Typically, Aspiring Minds goes to à 
recruiting company and offers a com- 
plete end-to-end assessment deliv- 
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ery and recruitment support. Once 
a company partners with it, 
Aspiring Minds conducts an in- 
ternal exam within that company 
on a set of employees to create a 
benchmarking tool for selecting 
candidates from its existing data- 
base. Aspiring Minds also invites 
the filtered candidates and organ- 
ises interviews. 

The entire offering costs a com- 
pany around Rs 3,500 per job offer, 
which is almost one-third of what 
it costs to go to tier-II and -H cam- 
pus. "There are instances when a 
company asks us to visit a cam- 





health care and retail." 

With its unique model, 
Aspiring Minds has plans to cater 
to other sectors like retail and 
health care. "Besides staying 
aligned to the industry needs, the 
key challenge is to cater to more 
and more sectors," says Neeti 
Sharma, Co-founder & Vice 
President, TeamLease Services. 

Aspiring Minds also aims to 
add 2.5-3 lakh unique candidates to 
its database this year covering over 
900 campuses. Not a difficult task, 
since graduate-level test-takers-— 
B.Sc., B.Com, BA, BBA and BCA— ac- 


VIN HVHS AJNON 


"In the past, we have often missed out in hiring the right candidates for the 
jobs through our internal testing methods. Aspiring Minds' scientific tests 
assess the true abilities of candidates on various parameters" 

HUSSAIN MALIK/ General Manager (Recruitment)/ HCL Technologies 


pus, but we don't charge more for 
that exercise," says Himanshu. 

Today. Aspiring Minds has a client 
base of 60 companies, such as nci. 
Technologies, Microsoft Research, 
Evalueserve, Godrej, Accor Hospitality 
and sks Microfinance. "We will be 
adding another 100 companies of dif- 
ferent sizes this year," says Himanshu. 

Until March this year, over 5,000 
AMCAT products have been hired by 
various companies in the rr/rres, the 
banking, financial services and insu- 
rance sector, consulting, pharma, 
microfinance and hospitality space. 

Since AMCAT is offered in multiple 
subjects, it helps diverse students get 
placements. Different companies look 
at different combinations of these 
scores, and some companies do not 
even look at all scores. So, students not 
performing well in a subject or two still 
have a very good employment chance. 
For instance, some software compa- 
nies do not care about the English 
score if the job is not client-facing: 
many companies do not look at com- 
puter programming score if the can- 
didate has high aptitude. 
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Says Hussain Malik, General 
Manager (Recruitment), Hci Tech: 
“In the past, we have often missed 
out in hiring the right candidates 
for the jobs through our internal 
testing methods. Aspiring Minds' sci- 
entific tests assess the true abilities of 
candidates on various parameters." 
HCL Tech has hired more than 1,000 
people in the last three months based 
on their AMCAT Scores. 


Grabbing Mindshare 


Bangalore-based MeritTrac Services 
is another major pre-recruitment 
assessment firm, but its business 
model is different. MeritTrac con- 
ducts tests according to the needs of 
its corporate customers in both off- 
line (paper-pencil) and online for- 
mat. So MeritTrac just creates and 
administers the test, and gives the 
scores to its client. The client has 
to get the candidates. Madan Padaki, 
Co-founder & ceo, MeritTrac, says: 
"Since our inception 10 years ago. 
we have assessed over 2.5 million 
candidates for over 250 clients in 
about 15 sectors such as tT, BPO, BESI, 


count for 12 per cent of its database, 
and India produces over 2.3 million 
graduates every year, against eight 
lakh MBAs, engineers and «cas. “The 
large base at the graduate-level pres- 
ents an enormous opportunity," says 
Varun. Aspiring Minds charges Rs 
300 per test from individuals but offers 
discounts to institutes that serve up 
large numbers of students. 

“This year has been particularly 
good so far. The number of candi- 
dates is growing by around 12.000 
every month. Now that the down- 
turn is over, we expect the number to 
go up to 20,000 a month by August," 
says Varun. AMCAT is available in 
English, Hindi and Telugu. 

Right now, the company is losing 
money: in 2009-10, Aspiring Minds 
reported revenues of Rs 2 crore 
against an expenditure of Rs 3 crore. 
But the Aggarwals are confident of 
their model and are expanding. The 
confidence is not misplaced: Aspiring 
Minds raised private equity funding of 
$500,000 from the Ajit Khimji Group 
in 2008, and is looking at another 
round of r£ funding soon. © 
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Medical tourism is no longer a cosmetic job: patients 
from the West are now choosing India for heavy-duty 
surgeries at a fraction of the cost back home. 


E KUMAR SHARMA 


hen James Michael, 35, 
began trawling the 
Internet for an afford- 
able option to US health 
care, the prompt response from 
Fortis Healthcare in Bangalore 
to his enquiries about cervical 
disc replacement surgery brought 
him to the hospital recently. 

Thousands of foreigners are choos- 





ing Indian hospitals for complex pro- 
cedures, not just dental or cosmetic 
work as was the case when medical 
tourism started. "Today, India is get- 
ting travellers from around 35 coun- 
tries as against mainly from neigh- 
bouring countries and West Asia five 
years ago." says Vishal Bali, cao, Fortis 
Healthcare. 

Fortis alone treats close to 2,000 
American patients a year now be- 
tween its Mumbai and Bangalore hos- 
pitals, or ten times the Americans it 
handled in 2005. Both Fortis hospitals 
are accredited to the jci or the Joint 
Commission International, a non- 
profit us body that sets standards. 


Preetha Reddy, Managing Director 
Apollo Hospitals, an early starter in 
medical tourism (the current term is 
‘medical value travel’), says that, five 
years ago, 80 per cent of the ‘foreign’ 
patients came from South Asia. “Today, 
it is down to 30 per cent with more 
patients coming in from a wide range ol 
countries,” says Reddy. 

And it is not just the chains. Take 
HealthCare Global, a Bangalore-based 
cancer specialist. “Today, six per cent 
of our total patients come from abroad 
and this number is growing at 20 per 
cent per annum with patients mainly 
from Africa, Bangladesh, West Asia, 
Canada and some European countries 
like Norway and The Netherlands,” 
says Dr B.S. Ajai Kumar, Chairman & 
ceo, HealthCare Global. 

On the second day of his 
admission, doctors operated on 
Michael to replace a disc—a cush- 





ion between two bones—in the 
neck region with an artificial one. 
Reddy says 300,000-odd medical 


tourists visited India last vear, of which 


1. James Michael of the US, an attorney by profession, and his wife Kei are 
greeted at Fortis Hospital, Bangalore, for a cervical disc replacement procedure. 


2. Back in his room after the surgery, which was done two days after his 


admission, Michael is examined by a doctor. 


3. Getting back into shape at a physiotherapy session. 

4. Michael relaxes with Kei in the atrium on the 6th floor of the hospital, shortly 
before being discharged. The eight-night stay together with the surgery cost 
him $15,000, against a US cost of $30,000-40,000. 
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Attracting the best 


kd India gets patients from 
around 35 countries today; 

five years ago, most were from 
neighbouring countries 

and West Asia. 


J Foreign patients now taking 
24-hour flights to India to seek 
treatment for life-threatening 
conditions. Earlier, it was for 
cosmetic surgery. 


thd Healthcare players are 
investing in the latest tech- 
nologies, conducting beating 
heart surgeries and using robotics. 


k Some international 
healthcare insurance entities 
have started offering options to 
cover elective procedures in India. 


Prescription 
for Growth 


Åd Speedier grant of medical 


visa, even visa on arrival. 


kd Better linkages between 


healthcare and tourism. 


hd Better airports and roads, 
not just in pockets but at all 
locations. More hospitals 
accredited to the JCI. 
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more than half are estimated to have 
- headed into wellness centres promoted 


by locations like Kerala. But there is a 
clear trend among the rest towards 
tertiary care. 

That a patient with a serious health 
problem is willing to take a 24-hour 
flight for treatment indicates a coming 
of age for the sector, which has been 
investing in facilities and techniques. 

Dr G.S. Rao, Managing Director, 
Yashoda Group of Hospitals, which 
has units in Hyderabad and 
Secunderabad and is the first in South 
Asia to offer rapid arc radiation therapy, 
cites another factor attracting long- 
distance patients. “We have seen a 
perceptible increase in patients inflows 
with the new international airport 
coming up in Hyderabad,” he says. 

When Michael and his wife fi- 
nally checked out of Fortis, the bill 
was $15,000, including a week's 
stay in a five-star-like facility, against 

The cost differential is a major 
attraction. A cardiac bypass 
procedure, for instance, would cost 
around $8,500 in India, including 
stay for one companion in a single 
room. The us cost: around $100,000. 
On an average, treatment costs here 
are 10-20 per cent of us levels. 

Medical value travel is worth 
$700 million now. "India accounts for 
no more than 1.2 per cent of the global 
market by value," says M. 
Muralidharan Nair, Partner, Business 
Advisory Services Practice, Ernst & 
Young (r&v). Despite the growth po- 
tential, he says, the market size in 
2012 will be much below $1.5-2.2 
billion projected by some studies. 

The number of international 
patients coming to India has grown at 
more than 24 per cent each year since 
2002 and over half a million are 
expected to have visited by the end 
of last year. India apparently is also 
gaining from a transformation in this 
space globally. 

“Medical tourism. has transitioned 
from a cottage industry to an accept- 


able alternative for elective care that's 
safe and cost-effective, if coordinated 
by reputable health plans and 
providers," says Paul H. Keckley, 
Executive Director, Deloitte Center for 
Health Solutions, in its 2009 report 
Medical Tourism: Update & Implications. 

Indian hospital chains are not 
waiting for patients to turn up: Some, 
like Fortis, Apollo and HealthCare 
Global are setting up outposts abroad 
to catch the tide. Recently, Fortis ac- 
quired a strategic stake in Singapore- 
based Parkway Holdings. Malvinder 
Mohan Singh, Fortis Chairman, told sr: 
“Singapore is an international medical 
hub and international patients are an 
important component for Parkway. 
Now we could attract patients into 
our network to service them out of 
Singapore, Malaysia (where Parkway 
also las. a Strong presence) a and India. : 








a P but de et are vexing, 
Take insurance. If an American tourist - 
in India on vacation or work has a 
heart attack and undergoes an emer- 





gency proce ure, the tourist’ sinsurer . 
picks up the tab. But the same insurer 
will not pay for elective surgery here. 
Then, India has very few jci- 
accredited hospitals—just over a 
dozen, India also needs a deeper pool 
of highly-skilled manpower attuned to 
diverse cultures. There is more to it 
than just providing an American with 
an Internet connection, an European 
a diet brief or an Arab a prayer room. 
But the potential for getting more 
patients from the West is huge: Nair of 
E&Y points out that over half the 
medical tourists now still are from 
countries such as Bangladesh, 
Pakistan and Nigeria, and India has 
been able to attract only 12 per cent of 
the medical travellers! from the us, UK 
and We o account for a 
quarter dical travellers. © 
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g Indian steel industry have entered into a new 
development si stage from 2005-06, riding high on 
the resurgent economy und rising demand for 
steel. Rapid rise in production has resulted in India 
becoming the 5 th largest producer of steel. 
The National Steel Policy has envisaged steel 
production to reach 110 million tonnes by 2019-20. 
However, based on the assessment of the current 
ongoing projects, both in greenfield and 
brownfield, Ministry of Steel has projected that the 
steel capacity in the county is likely to be 124.06 
million tonnes by 2011-12. 
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CARVING THE FUTURE OF 


INDIAN ECONOMY 
THE STEEL GIANTS OF INDIA 





INTALKWITH 


SHRI VIRBHADRA SINGH 
HON'BLE MINISTER OF STEEL 
GOVERNMENT OF INDIA 


Q Steel demand in India is set to grow at a pace faster than 
10% per annum. How will the capacity and actual 
production increase to meet this growing steel demand? 


Steel is basic to infrastructure, automobile and consumer 
goods sectors. As Indian economy keeps growing, so will 
also grow the demand for steel in the country will grow. 
Before the occurrence global economic recession in 
September 2008, the steel consumption in the country 
was growing at 12-13% per annum. Again it has bounced 
back to 8% in the last financial year 2009-10 and we are 
expecting a demand growth of around 10% in the current 
financial year. 


Our current focus areas are increasing the production and 
build additional steel capacity, so that we are able to meet 
the anticipated steel demand, mostly out of our domestic 
capacity. You are right in stating that the domestic steel 
production must pace up to meet this double digit 
demand growth. | am very hopeful that, all the brownfield 
projects, of nearly 30 million tonnes, will get 
commissioned by the year 2011-12 and by December 
2012, the production capacity in the country will be in 
110-115 million tonnes. 


Q How are the public sector units under your Ministry 


planning to bring in more production of steel? What are 
their plans towards efficiency and production of higher 
value added steel? 


In order to meet the demands of increasing competition 
and to continue to be a dominant player in the steel 
production map of the world, the Steel PSUs, SAIL and 
RINL have planned for enhancement in their capacity for 
producing steel. The modernization and expansion plans 
of SAIL envisage not only capacity additions but embody 
technological upgradations/ modernisationof this existing 
equipment/technology; enrichment of product mix with 
emphasis on value added finished products, but also 
incorporating technologies which are environmentally 
complaint. Some of the technologies proposed to be 
introduced are the continuous casting technology; 
introduction of pellets charging in Blast Furnaces; coke 
dry quenching facilities in Coke ovens; top pressure 
recovery turbine introduced in Blast Furnaces and coal 
Dust Injection in Blast furnaces 


NMDC Limited, a PSU under Ministry of Steel, which has 
hitherto been involved in mining of iron ore and diamonds, 
has decided to set up an integrated steel plant with a 
capacity of 3 Million Tonnes Per Annum at Nagarnar, in 
Chattisgarh. 


Q Even after 60 years of active steel production, we are not 


in the front line of steel technology? What R&D eios 
are being planned by your Ministry to set up India in 
forefront of technology? 


It is generally true that India is not in the frontline of: 

technology and most of the technologies and ec 
are source from outside. However, there are are 
based sponge iron production wherein India nasi 
the technology and today, India is the world le 
only production of sponge iron but also 
technology for a coal based sponge iron p E 
Research& Development are pursued n 
integrated steel plants and Steel Authorit IC 
and Tata Steel are the front runners. | 
investment in R&D in India is limited and als 
of adequate infrastructure in the area 
engineering etc. Ministry of Steel is suppl pi 
investment in R&D from the Steel Developme 
also Government budgetary support. ^ — 
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Q Are you in favour of a free market for s eel 


ef 


like to introduce a regulatory mechanism fe 
the production and price? vi 


We have left the regulatory era behind u us 3 
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V ; 





al MP C Treature e o 


Ministry of Steel is of the 
view that the precious raw 
materials, specifically 
minerals like iron ore, are 
non-renewable natural 
resources and should be 
conserved for the long term 
utilization of the domestic 
steel industry. Ministry of 
Steel is also of the view that 
instead of exporting raw 
materials like iron ore, the 
country should aim at 
exporting value added 
products like steel and other 
tinished goods. 


























1991, and since then the story of Indian steel growth has 
been magnanimous. In the year 1990, our steel 
production capacity was nearly 15 million tonnes, which 
has crossed 72 million tonnes in 2010. We have merged 
into the free trade market in global terms, and now stand 
as the third largest steel producing country in the world in 
the year 2009. Steel pricing is a complex process. It 
depends upon many factors such as, cost of raw 
materials, transportation and logistics cost, energy, 
manpower, capital and finally the demand — supply 
situation and price movement in the international market. 
Coking coal an important raw materials for steel making, 
have to be largely imported at prices determined by 
international players. Moreover, the input costs vary 
widely between the individual companies, technologies 
and sectors. So, market is the best determinant of steel 
price and a regulatory mechanism will not work. However, 
| know that, market price of steel is very important for the 
consumers and common man. Therefore, we very closely 
watch the domestic market price vis-à-vis other factors 
and take appropriate fiscal measures to maintain a stable 
price, while at the same time keeping in mind the healthy 
growth of the industry. 


Q Although integrated steel units, more or less are able to 


meet the environmental standards, there are a large 
number of small and stand-alone steel units which 
remain completely unregulated from pollution control 
norms : Any plans to introduce a stricter pollution 
norms? 


Environment Protection Acts and Rules are framed by 
Ministry of Environment & Forests (MoEF) and State 
Pollution Control Boards and State Pollution Control 
Committees are the implementing authorities for 
implementation of the Standards. However, Central 
Pollution Control Board/Committees for implementation 
of the notified standards and also does inspection of the 
units for compliance. Ministry of Steel is not directly 
engaged in the aforesaid activities though it facilitates the 
process of formulation of environmental standards for iron 
& steel plants by CPCB. Ministry of Steel is also 
represented in some of the committees under CPCB and 
MoEF for implementation of Standards. 


Q Raw material export is often criticized. At the same time 


there are people who support large scale export of raw 
material stating that this is essential to sustain the 
mining industry. What is the gov ents view 
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regulating the export of raw material, particularly iron 
ore? 

Ministry of Steel is of the view that the precious raw 
materials, specifically minerals like iron ore, are non- 
renewable natural resources and should be conserved for 
the long term utilization of the domestic steel industry. 
Ministry of Steel is also of the view that instead of 
exporting raw materials like iron ore, the country should 
aim at exporting value added products like steel and other 
finished goods. However, the Government is also aware 
that totally banning the export of iron ore may not be in the 
interest of mining industry and the people dependent on 
the mining industry for their sustenance. The Government 
has accordingly taken a stand that iron ore resources of 
the country should be conserved for the use of domestic 
steel industry by discouraging the export of iron ore 
through fiscal measures. Ministry of Steel is taking up 
matter regularly for imposition of an appropriate export 
duty on iron ore. 


Q Recently, government had disinvested its shares in 


NMDC. Do you have plans to disinvest in other PSUs 
under your control? If so, when and how ? 

A proposal for raising additional equity by SAIL to the 
extent of 1096 paid-up capital and disinvestment of GOI 
holding in SAIL up to 10% of the paid-up capital in two 
equal tranches is under consideration of the Government. 
Similarly, a proposal for disinvesting 10% of total equity 
held by Government in Manganese Ore India Limited 
(MOIL) is also under process. 


Q India's steel demand is abnormally low at world 


standards. At the same time, being a developing country 
there is a tremendous potential for us to increase our per 
capita steel consumption. What are you ideas in steel 
consumption increase on sectoral basis? 

Our per capita consumption is also set to grow at 10% or 
so, with rising income level, awareness and better steel 
intensive designs. We should not only aim at increasing 
per capita consumption, but also providing steel based 
products to the common man at highly affordable prices. 
Basic designs of infrastructures, such as bridges, flyovers 
in India have a higher cement to steel ratio, as compared 
to world standards. We have to bring in advanced 
structural designs to the country, where the civil structures 
will not only be steel intensive, but also will be light 
weight, stronger, aesthetical and cost effective. You can 
already See such designs in airports and urban building " 
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RECENT TRENDS IN INDIA'S 
FINISHED STEEL CONSUMPTION 











MINISTRY OF GOVT OF INDIA 
CHAIRMAN, JOINT COMMITTEE 


ith the impact of the global recession fading out slowly, today, the Indian steel 

industry, operating in a global framework, has reached a heightened degree of 

maturity and the current steel scene, reflected in a once-again-buoyant 
performance, speaks volumes of the inherent stability of the domestic market: 


‘Indian steel scene: April-March (Prov.)'09-'10* 
Qty (million tonnes) % change 
422 
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i JOINT SECRET 


Total Finished Steel 
(alloy + non-alloy) 
Production for sale 


Import 
Export 


EE Consumption 





Source: JPC 
The driving force behind domestic steel consumption essentially — and critically — lies in 
the growth in economic fundamentals of the country (reflected typically in GDP) and 
sustained growth of the end-use segments. 


Thus, while globally (excluding China), steel consumption took a severe beating during the 
global meltdown with an estimated 17% decline in 2009, Indian total finished steel 
consumption during April-December 2009-10, as per provisional data released by Joint 
Plant Committee PC), recorded a strong 7.8% growth, helped to quite an extent by 


d) sign of recovery that the 7.8% steel consumption growth as recorded for April — March 
of current year conveys, buoyed by a 7.9% GDP growth during Q2 and a 7.6% growth in 
IIP during Q3 of current year. 


A look at the consumption basket for finished non-alloy steel during the current year reveals 
the following features of steel consumption in today's context: 


* For non-alloy steel, contribution of the non-flat segment stood at 21.179 mt, a 8% 
growth and that of the flat segment (after accounting for double counting) stood at 
x 158 mt, a 9.3% rise, taking total non-alloy consumption to 38.387 mt, a growth of 


e Inthe non-alloy, non-flat segment, major contributors to consumption were bars & rods 
while in the flat segment, HR coils/skelp/sheets, CR, GP/GC were the key contributors. 
* Alloy (including stainless steel) consumption was 2.61 mt, a growth of 3.7%, taking 
total finished steel consumption to 40.997 mt, a growth of 7.8% 
% Share of Different Items in Total Non-Alloy Steel 
Consumption: April-March 2009-10 
5% 


6% 





31% 9% 





economic rejuvenation, as confirmed by a host of macroeconomic statistics, viz the GDP 

the IP and the Infrastructure Index Wi Bars & Rods MM Structurals H.R. Flat Products 
JPC, is the only institution in the country today, which is officially empowered to collect data Mi crc — BGP jcc Sheets BB Others 

on the Indian steel industry, resulting in the creation and maintenance of the only basic and 

non-partisan databank on this industry — lending support to not only to understand the Looking Ahead 


steel industry but also provide data for computation of key economic parameters (IIP GDP 
WPI etc) and for policy decisions at the government level. Through its database 
maintenance and related activities, a series of regular publications featuring data & 
analysis, JPC, an SO 9001:2008 organization, is actively pursuing its role as a facilitator to 
the Indian steel industry 

Based on JPC data, the growth pattern of domestic total finished steel consumption in 
recent past is shown below and indicates the: 

a) impactof slowdown during 2008-09 with consumption rising by 0.4% 


b). predominance of non-flat steel in total consumption, whose share is on the rise over the 
-. years, propelled by the mega infrastructure development projects, at different stages of 
} i implementation 


. €) predomina ice of non-alloy steel vis-à-vis alloy steel (including stainless steel) in total 








While economic growth and trends therein would be an important determinant of steel 

ree aen there are two key issues that need to be addressed with further development 
industry. 

Firstly, the one issue of immense concern is the ‘low’ level of per capita domestic steel 

consumption, estimated to be around 47 kg compared to world average of 190 kg. 


The second being the enhancement of steel consumption potential of the Indian rural 
market. Despite stability and strength in growth in recent times, the growth in the demand 
of the rural component, is yet to gather momentum. 

However, the silver lining in this regard is the study being conducted by JPC, under the aegis 
of Ministry of Steel on the Indian rural market covering all the 35 state-union territories of 
the country, with the objective to assess trends in consumption pattern of different items of 
era oS en V demand side and he supply se and 
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RENGTHENING INDIA 


founding fathers of an industrially self-reliant India. With five 

integrated steel plants at Bhilai, Bokaro, Durgapur, Rourkela 
and Burnpur producing carbon steels and three special steel plants 
at Salem, Durgapur and Bhadrawati manufacturing special steels 
and a subsidiary at Chandrapur producing ferro-alloys, this public 
sector enterprise, set up with the aim to propel infrastructural 
growth in the country using indigenous steel, is one of the 'Navratna' 
(nine jewels) of India's corporate crown. Around 1.17 lakh 
employees, a countrywide distribution network spread over 625 
districts, 19 captive mines in the second largest mining network in 
the country and state-of-the-art R&D centre are only some of the 
strengths that this megacorp possesses - these have helped to bring 
a string of awards and accolades to SAIL. The fact that in 2008-09 
the company achieved a turnover of Rs. 48681 crore and profit 
after tax of Rs. 6175 crore is in itself a manifestation of its business 
efficiency. 


Se is a shining example of the vision of independent India's 


48681 we 
, "- 
Unit : Rs Crore 


45555 
39189 


2006-2007 2007-2008 2008-2009 
Turnover of Rs.48681 crore in FY 08-09 
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SAIL is the only Indian steel maker to have distribution networl 
spread across all the districts of the country. Harnessing the bes 
of available technology, SAIL has simplified steel buying througl 
its online e-store metaljunction. Founded on the principle o 
innovating and indigenizing technology, the company's R&I 
Centre for Iron & Steel, Centre for Engineering & Technology anc 
Management Training Institute undertake research arn 
engineering projects in diverse segments of iron & stee 
technology and management. Their expertise is sought by a widi 
range of Indian and international clients on subjects ranging fron 
cost efficiency, design & technical training, to safety issues anc 
human resource development. 


SAIL STEEL IN NATION BUILDING 


Did you know that the rails supplied by SAIL to Indian Railways 
if joined end-to-end, will circumnavigate the earth eight times? 
Rails from SAIL meet the most stringent technical specification: 
and are counted among the world's best rails. And SAIL is the onl 
Indian supplier of rails to the Indian Railways. 

Well, that is the magnitude of SAIL's contribution to the making o 
new India. Infrastructure has always been a great leveller. The 
mere access to using or creating the infrastructure generate: 
employment, knowledge and wealth. Imbued with this spirit 
SAIL aligned its vision with the growth of nation's economy anc 
has been a major supplier to various projects of nationa 
importance. It has developed several new products especially 
for strategic sectors like defence, atomic energy, power 
infrastructure, heavy machinery, oil & gas, telecom, railway 
space research, etc. 


Picture Above: Prime Minister, Dr. Manmohan Singh presenting the Prime Minister's 
Trophy for the best Integrated Steel Plant in India to Steel Authority of Indía Limited (SAIL) 
for the years 2006-07 & 2007-08, in New Delhi on February 15, 2010 
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Hon'ble Union Minister for Steel, Shri Virbhadra Singh dedicating the 0.8 million tonne Slab Caster Complex in Steel Melting Shop-Il of SAIL's Bhilai Stee! Plant, to the nation 


Steel Distribution Network of — 
SAIL across the country 27984 





03-04 ‘04-05 ‘05-06 ‘06-07 ‘07-08 ‘08-09 


9 “tt nr Net Worth as on 31-03-2009 Rs.27984 crore 
KE SAIL INTO THE FUTURE 







A^ t Minister of India Dr. Manmohan Singh said, 
“The public sector has always had a pride of 
place in our steel industry. These are the 
temples of modern India’ that Pandit Nehru 
spoke of. | am happy to note that the Steel 
Authority of India Limited has embarked on an 
ambitious expansion plan to meet the country's 
projected steel requirements." 


y- fiT 
i Galia: — While laying the foundation stone of 
f iso modernization and capacity expansion of IISCO 
——À Steel Plant on 24th December 2006, Prime 
40' S ss 
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Million Tonne 


N- Particulars Present After Expansion 
AKSHADWEEF s” TAMILNADU Hot metal 14.4 26.2(23.5) 
e o 148 Crude Steel 13.4 24.6 (21.4) 
" KERA Saleable Steel 12.5 23.1(20.2) 
- l Figures in bracket indicate capacity after Implementation of 
Figures denote number of dealers in each state ongoing phase of modernisation and expansion to be 
Map not OD scale completed by 2012 


There's a little bit of SAIL in everybody's life. 








A 
u^ 


xfs 





ONGOING PROJECTS 

Expected outcome 

* Enhancement of Production Capacity and Market Share 

* World Class Technology and Products 

* Improved Product mix/proportion of value added products to increase 

* Complete elimination of Semi-finished steel 

*Enhanced Pollution Control measures, with environmental 
conservation 

* Captive Power generation capacity to increase from 872 MW to 1922 
MW 


The Products to be added: 

* Auto grade CR Products, Galvanealed Coils/ Sheets 

* Plates/ Pipes to meet up to API 100 Grade specification 

* Universal Beams/ Heavy Beams in the sizes up to 1100 mm to support 
increasing Infrastructural requirements 

* Rails for Metro-Railways 

*|ncreased production of Rails and wheels to meet the increasing 
requirements 

*Quantum jump in Rounds and Structurals production leading to 
elimination of entire semi- finished steel 

* Wider plates in the size of 4300 mm 


HUMAN RESOURCE 

Besides being a steel giant and a producer of world class products, 
SAIL is also a responsible and rewarding employer. The skilled and 
committed workforce of SAIL is its biggest asset. The management 
at SAIL gives prime importance to innovation at shop floor and 
multi-skilling to help in manpower optimization and arranges inter- 
plant visits for workers & executives for sharing best practices. 
Extensive communication exercises — covering more than 40,000 
employees every year — are carried out to keep employees informed 
about challenges, opportunities & strategies. Other conventional HR 
practices like rotation policy, job training and international exposure 
are carried out with unconventional zeal. Besides, SAIL has 
immensely contributed to the development of technical and 
managerial expertise in the steel industry in India and abroad. 
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Employees of SAIL have been equally conscious about t 
company's future. In 1999-2000, when SAIL was going througl 
challenging phase, employees in the company took voluntary p 
cuts to reaffirm their faith in the corporate and help revive it. S/ 
employees bagged the highest number of Vishwakarma Rashtri 
Puraskars in 2008 and 2009. Several awards have been conferr 
on SAIL for its employee management and retention. The fact tt 
SAIL has signed MoUs with premier institutes viz. IIM-Ahmedabe 
MDI-Gurgaon and ISM-Dhanbad among others for improvement 
quality of training shows how the company cares to bring the be 
out of its people. 
THE MEANINGFUL DIFFERENCE 
SAIL has established 61 Primary Health centres, 8 Reproducti 
and child Health Centres, 18 Hospitals and 6 Super Specia 
Hospitals to provide specialized healthcare to almost 26.7 milli 
people. 
It has opened about 138 schools in the steel township to provi 
modern education to about 74,000 children. Besides adopting 
providing education & facilities to tribal children, SAIL has provid 
assistance to over 260 schools with more than 55000 students 
villages surrounding its units. 
In this endeavour, SAIL has achieved a Girl:Boy ratio of 1:1 for 
levels of education and survival rate i.e. rate of retaining enroll 
students of, 90% in SAIL secondary schools. 
* SAIL is providing access to around 56 lakh People across 4. 
villages since inception by constructing & repairing roads. 
* By installing 4714 water sources provided water access to arou 
37 lakh people living in far flung areas. 
* Around 4300 health camps have been organized in 2009- 
benefitting more then 1.9 lakh people. 
AWARDS AND ACCOLADES 
When a company's performance is widely recognized by 
stakeholders, leading financial institutions and rating agencies, 
future prospects are more than bright. The list of awards a 
accolades won by SAIL runs into many pages. To summarise a few 
them, President of India Smt Pratibha Devisingh Patil conferred t 
first prize to SAlL's inhouse journal Ispat Bhasha Bharati; t 
company also won the ICWAI National Award for Excellence in C 
Management 2007 and the 'Best Turnaround Award' from De 
Chief Minister Smt Shiela Dikshit in the first Dalal Street Investme 
Journal PSU Awards 2009; SAIL's website, www.sail.co.in, bagg 
first place among steel producers globally for its popularity as pert 
Alexa ranking. At a recent function held at Vigyan Bhavan in t 
Capital, the Indian Prime Minister presented four awards to SA 
including the Gold Trophy of SCOPE Award for Excellence 
Outstanding Contribution to Public Sector Management in t 
‘Institutional’ category for the year 2006-07, two MoU Excellen 
Awards in the categories 'Mining & Metals’ and ‘Listed Compani 
for the year 2007-08, and 'SCOPE Award for Excellence 
Outstanding Contribution to Public Sector Management’ unc 
‘Individual’ category on Mr S.K. Roongta, SAIL Chairman. 


SAIL- Contribution to Nation Building 

* DMR 249 Gr. A&B / Armour plates for Defence 

* High Strength Rock/ Roof Bolt Bar 

* High Strength quality Z bar with micro- alloying 

* Soft Iron Plates (Magnetic Material) for BARC 

* Supplier to the Renewable energy sector 

* Bandra- Worli Sea link 

* Rupees 12,000 crores (US$ 2.5 billion) by way of taxes & duties to the 
National exchequer in 2008-2009 

* Pisciculture and Eco-restoration undertaken. 2.9 lakh trees planted 
in 208-2009 
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in high net worth zero debt company which is the largest producer of iron ore in India 

along with being the most economical producer of high quality iron ore in the world, 

NMDC has proved to be one of the most profitable PSU's in India. It has grown from 
strength to strength on its journey towards nation building. 


RANA SOM 
Chairman cum Managing Director 





MDC has made valuable & substantial contribution over 
the years in the mineral sector. It has laid special 
emphasis on use of modern technologies & operational 
efficiencies comparable to the best in the world, coupled with 
the product quality-NMDC is determined to achieve its objective 
of becoming a world class mining organization. 


Accounting for over 15 per cent of iron ore production in India, 
NMDC a Navratna Public Sector Unit under the Ministry of Steel 
draws over 95 per cent of its revenue from the iron ore business. 
While 85 per cent of its iron ore production is sold domestically, 
15 per cent is exported. NMDC exports its ore through Minerals 
& Metals Trading Corporation of India (MMTC) and shares 
foreign currency risk with it. 

NMDC is also actively doing exploration of a number of minerals 
like iron ore, magnesite, diamond, gold and limestone. NMDC, 
in the past, has been instrumental in exploring several minerals 
like bentonite, copper, rock phosphate, tin, dolomite, tungsten 
and graphite. In the past, NMDC had developed many mines 





Khetri 


like Kiriburu, Meghataburu iron ore mines in Bihar , 
Copper deposit in Rajasthan, Kudremukh Iron Ore Mine in 
Karnataka, Phosphate deposit in Mussorie, some of which were 
later handed over to other companies in public sector and others 
became independent companies. 


India's single largest iron ore producer and exporter, presently 
producing about 30 million tons of iron ore from 3 fully 
mechanized mines viz., Bailadila Deposit-14/11C, Bailadila 
Deposit-5, 10/11A (Chhattisgarh State) and Donimalai Iron Ore 
Mines (Karnataka State) which are awarded ISO 9001-2000 
certification. 


NMDC has the only mechanized diamond mine in the country 
with a capacity of 1.00 lakh carats / annum at Panna (Madhya 
Pradesh State). This mine restarted its operation (after 
clearance from the MoEF) after four years with a targeted 
production of 1 lakh Carat/year. 


Bailadila with its super high grade iron ore is the most important 
mine under NMDC. Bailadila complex possesses the world's 
best grade of hard lumpy ore having +66% iron content, with 
negligible deleterious material and the best physical and 
metallurgical properties needed for steel making. Because of its 
excellent chemical and metallurgical properties, the calibrated 
ore from Bailadila deposits has substituted the iron ore pellets in 
sponge iron making and hence became an important raw 
material for three major gas-based sponge iron steel producers 
like Essar Steel, Ispat industries and Vikram Ispat. In addition to 
these three, the entire requirement of the Visakhapatnam Steel 
Plant is also being met from Bailadila. 

NMDC is presently producing about 22 million tonnes of iron ore 
from its Bailadila sector mines and 7 million tonnes from 
Donimalai sector mines. 


The demand for steel will continue to grow in the years to come 
and this in turn would call for increased demand for iron ore. 
NMDC is gearing itself to meet the expected increase in demand 
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by enhancing production capabilities of existing mines and KEY MILESTONES: 
opening up new mines - Deposit -11B in Bailadila sector and m Established on 15th November 1958 as a Government 


Kumaraswamy in Donimalai sector. The production capability 
would increase to around 50 million tonnes per year by 2014-15. 


Besides, NMDC is also in the process of securing mining leases of 
following iron ore mines (some as JV with State Governments): 


1. Sasangada Iron Ore Deposit, Jharkhand 

2. Ghatkuri Mine, Jharkhand 

. Ramandurg, Karnataka 

. Deposit- 13, Bailadila, Chhattisgarh 

. Deposit-4, Bailadila, Chhattisgarh 

. Apart from iron ore NMDC is developing Magnesite mine in 
Jammu and Arki Lime Stone Project in Himachal Pradesh. 


For Value addition NMDC is in the process of developing a 3 mtpa 
steel plant at Jagdalpur and 2 pellet plants at Donimalai (1.2 
mtpa) and at Bacheli (2 mtpa). Besides, NMDC is also in the 
process of merger of Sponge Iron India Limited with plan for 
expansion to produce billets. 


Besides iron ore, NMDC also plans to go for other minerals like 
Coal, Diamond, gold etc for which NMDC is looking forward for 
leases / buy properties from foreign countries directly / under 
Special Purpose Vehicle / Joint Ventures. 


For continuing the exploration activities NMDC has set a Global 
Exploration Centre at Raipur , Chhattisgarh. 


NMDC is taking up diversification activities through its intensive 
R&D efforts for production of High-Tech and High Value added 
products from Blue Dust like Carbon free sponge iron powder, 
Nano crystalline powder. Besides, study is also being conducted 
for setting up a demonstration plant to beneficiate BHJ/BHQ 
material for upgradation to +64% Fe iron ore concentrate. 


NMDC is also investing in development of renewable energy 
resources as an environment friendly investment. A Wind mill 
project (10.5MW capacity) has been completed & commissioned 
at Karnataka. It is also actively endeavoring to foray into Solar 
energy sector-starting with Karnataka state. 


NMDC has always shown great concern for environment 
protection. At all its projects care is taken in this regard by tree 
plantation, making tailing dams/check dams at different places to 
arrest the out-flow of contaminating minerals. 
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company as per the provisions of the Companies Act, NMDC 
has developed from being a single product (lump ore) single 
customer company to a multi product (lump ore, fines and 
calibrated lump ore), multi customer (7 100) company over 
the years. 


NMDC in 1992-1993 disinvested 1.61% to financial 
institutions and in 1996-1997 disinvested 0.01% in favour of 
its employees. An FPO for 8.38% shares worth 33 Crore was 
brought out in March'2010 & it fetched around 10,000 Crore 
which will be with the National Development Fund of the 
Government of India. 


It was ranked the Best Performing PSU as per the survey 
carried out by the Department of Public Enterprises (DPE) for 
the year 2007-08 on the basis of overall performance on 
financial and other parameters and in 2008 it was conferred 
the Navaratna status enhancing the board's power to incur 
capital expenditure. 


OVERVIEW: 


w World crude steel production has witnessed an 


impressive growth during the last decade from the 
level of 850mT during the year 2001 to 1,344 mT in 
2007, resulting in a CAGR of 8%. However, the world 
crude steel production on year to year basis has 
witnessed a reduction for the first time in the past 
decade during 2008 when production decreased by 
196 to 1,330 mT from 1,344 mT in 2007. The 
experience of the 2008-09 recession has indicated 
that industries dependent on export are more 
susceptible to volatilities of the market. 


W There is no doubt that China and India are leading the 


way in world crude steel production. Unlike world 
steel production, iron ore sea-borne trade is estimated 
to increase during 2009 which is mainly due to 
increase in demand of iron ore from China. 


m in India the domestic demand of iron ore has also 


increased. For Indian iron ore producers, opportunity 
lies both in domestic & export markets. 


æ NMDC has proven iron ore reserve of around 200 


million tonnes. The company continuously does 
exploration to enhance its iron ore reserves in the 
existing mines at Donimalai & Bailadila. 
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CUSTOMERS: 


NMDC has followed diverse market approach and is present in 
both domestic as well as export market with the domestic sales 
gradually increasing to about 25 mT (8796 of total sales) in 2007- 
08. In 2008-09, domestic sales were 8596 and the export sales 
constituting 15% respectively of total sales. 


NMDC is the preferred supplier of iron ore to most of the domestic 
steel producers with maximum iron ore requirement of 64 mTpa. 
The domestic customers are namely RINL, JSW Steel, Essar, 
Ispat, CG Units, and KIOCL. 


NMDC's entire export is routed through MMTC in line with its 
policy with the main customers being Japanese steel mills (on LT 
contract); South Korean steel mills (on LT contract) and China (on 
spot basis). The range of quantity as per long term contracts 
(2006-07 to 2010-11) is 29.3-57.7 lakh wet metric tonne to 
Japan and 5.2 — 102 LWMT to South Korea. 


THE FUTURE: 


In order to meet increased demand, NMDC has plans to increase 
its production capacity to about 50 mTpa by 2014-15 comprising 
about 43 mTpa from the Bailadila sector and 7 mTpa from the 
Donimalai sector. To increase evacuation of iron ore from 
Bailadila, the following is being envisaged 


® Commissioning of Uniflow system in collaboration with 
Railways 


M Proposal to commission another slurry pipeline of 8 mTpa 
capacity either by NMDC or by some of the customers is under 
consideration 


M Thisis expected to result in a total evacuation capacity of about 
43 mTpa from the Bailadila sector as follows: 


* Existing rail capacity with Uniflow system 
* Essar slurry pipeline 

* Proposed slurry pipeline 

* By road 





In Donimalai Sector, NMDC has 15% equity participation for 
development of railway line between Obulavaripalle and 
Krishnapatnam port. In addition, internal consumption of 5 mTpa 
Iron ore is expected at the steel plant at Jagdalpur 


BACKWARD INTEGRATION: 


NMDC has set up a Global Exploration Centre at Raipur ii 
Chhattisgarh to provide services free of cost to State Governments 
in exploration activities. The first MOU has been signed witt 
Jharkhand to carry out geological exploration in Jharkhand for 
various minerals like iron ore, lime stone, bauxite, etc. 


NMDC is also expanding its drilling activities in the areas under its 
leases. It has formed a joint venture for exploration of Iron ore in 
AP. It has also taking up global exploration work for iron ore in 
Brazil 


RESEARCH: 


With its research unit located at Hyderabad to undertake in-house 
research work, the centre characterizes ore and develops process 
flow sheet for exploitation of minerals. All the operational mines 
were set up based on these R&D recommendations. The NMDC 
R&D centre has been named as a 'Centre of Excellence' by UNIDO 


The contributions by the centre which have made significant 
contribution to the industry are formation of nano crystalline iron 
powder from blue dust; discovery of high grade 
concentrate through beneficiation of BHJ, now a waste rock pilot 
plant for beneficiation of BHJ/BHQ of 3 lakh ton capacity is being 
set up at Donimalai in Karnataka; and the development of the 
demonstration plant for production of carbon free sponge iron 
powder (CFSIP) which has already been commissioned and 
commenced regular operations. NMDC R&D department has 
received 3 US patents. 


CONTINUING WITH SOCIAL RESPONSIBILITY: 


NMDC prides in its ability to withstand economic and soci 
political disturbances by integrating with society. It has 
undertaken several projects for the same like integrated 
development of villages, covering villages with Integrated 
Medicare System, promoting education & training, promoting 
nutrition, working in areas beyond the periphery especially for 
disaster management shelter and establishing strong binding with 
surrounding villages to develop a popular standing. 
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DELIVERING HIGH QUALITY AND COST COMPETITIVE PRODUCTS 


P. K. BISHNOI 
CHAIRMAN CUM MANAGING DIRECTOR 


Mee Steel Plant (popularly known as "VIZAG STEEL"), whose 

corporate entity is 'Rashtriya Ispat Nigam Limited' (RINL), is the first shore 

based integrated Steel Plant in the country. The Plant with a rated capacity of 

3.0 Mt is a producer of steel products in the longs category like wire rods, re-bars 

(VIZAG TMT), structurals (VIZAG UKKU) i.e angles, channels, blooms and billets. 

RINL has got several technological FIRSTS in the country to its credit. 

» 7 meter Tall Coke oven batteries with coke dry quenching and recovery of waste heat 
for power generation 

+ BIGGEST Sinter Plant (312 m) 

+ LARGEST Blast Furnaces (3200m") with Bell less top charging and 100% slag 
granulation & Gas Expansion Turbines 

* Steel Melt Shop with 100% continuous casting 

* Rolling Mills with Tempcore' and 'Stelmor processes 

RINL-VSP was the first Integrated Steel Plant to be accredited with all the three 

international standards certificates, namely, ISO 9001:2000, ISO 14001:1996 and 

OHSAS 18001:1999 and the first steel plant to be [SO certified for its Finance division. 

Though the plant was basically designed to produce mild steel grades, innovative in- 

house process improvements in the manufacturing processes have enabled RINL- 

VSP to continuously develop value added products to improve the bottom line as 


shown below: 
Value added steel as % of sal steel 
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Cutting edge technology and growth plans: 

RINL has drawn its long term directional plans to expand the capacity of liquid steel to 16 

Mt in phases by 2020. The first phase in which it would be doubling it's capacity 

currently under advanced stage of execution. The new units are set to come on stream 

by2010& 2011. The new facilities and technological features coming up are: 

* BlastFurnace (3800 m") with state-of-art technology 

* Steel Melting Shop with secondary steel melting facilities, electro magnetic 
stirrer, auto mould level control, combined blowing. 

. + eerta vih elanlar Serb 


2008-09 
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* Structural Mill with high speed roughing stands 

RINL is also in the process of upgrading its capacities through revamping of existin, 
assets like Blast Furnaces, Converters, Sinter Plant and other associated facilities. 
‘Enterprise Resource Planning (ERP) -'UKKU SANKALP (Steely Resolve 
implementation process started in RINL-VSP to integrate business processes which i 
turn improve internal efficiencies. 

Joint Venture initiatives 

RINL-VSP has been very actively exploring various options to ensure its raw materia 
security through acquisition / JV route. Some initiatives in this direction are: 

JV with MOIL: RINL-VSP has formed a joint venture company with Manganese Ore Indi; 
Ltd-RINMOIL Ferro Alloys Pvt Ltd. to meet RINL-VSP's ferro alloy requirement beside 
opportunity to export. The company was incorporated on 29.07.09. 

BIRD group of companies: Acquisition of BIRD Group of companies as part of th 
restructuring of BIRD group by RINL was approved in the Union Cabinet meeting held o 
10.09.09. in the proposed restructuring, OMDC and BSLC will be made subsidianes ¢ 
EIL, which in turn will be made subsidiary of RINL, thus bringing EIL, OMDC and BSL 
under the umbrella of RINL. This alliance would be of mutual benefit. 

ICVL: RINL is also pursuing coal assets overseas through International Coal Venture 
Ltd (ICVL) which was formed with equity participation by NMDC, CIL, NTPC, SAIL & RIN 
to acquire metallurgical and thermal coal assets overseas. ICVL was incorporated o 
20.05.09. 

RINL — A responsible Corporate Citizen: 

RINL-CSR activities focus on sustained development and inclusive growth of th 
surrounding community and some of the major focus areas include Peripher: 
Development, Education, Medical & Health, People care, Sports & Cultur: 
Efflorescence and Help during Natural calamities. 

To propagate use of steel in rural areas, RINL-VSP has adopted seven villages in th 
periphery to develop them as model steel villages, where steel intensive buildings ft 
community halls, Panchayat office, solar lighting facilities etc are taken uj 
Construction of steel bus shelters and distribution of steel bullock carts to farmers at 
some other steps taken in this direction. RINL has implemented innovative scheme 
'Jaladhara' to supply drinking water to tribal belts of Visakhapatnam district. RINL-VS 
has taken up construction of School buildings, provision of school furniture, ple 
equipment, computers etc in high schools, schools in SC/ST colonies & tribal ashrai 
schools. RINL-VSP has been conducting various medical camps, De-addictic 
programmes, Child immunization, AIDS awareness campaigns, support to “Sank: 
Foundation” (renowned Eye Hospital), medical help during natural calamities ar 
disasters etc. 


ACCOLADES: 
















RINL-VSP's operational efficiency and overall excellence has won the 
s Trophy for best 
s Trophy. Also the 


company many accolades like the Prime Minister 

integrated steel plant twice and the first Steel Minister 

company has been recognized by CII for Significant Achievement in its 
journey towards Excellence. Some major recent awards are 
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Manganese Ore (India) Limited (MOIL) 





1 SHRI K.J.Singh 
CMD, MOIL 


anganese Ore (India) Limited (MOIL) a Miniratna Category-! PSU 

under the Ministry of Steel, Government of India, was originally set up 

in the year 1896 as a British Company incorporated in the UK and 
MOIL was formed in 1962.. 


At present, MOIL operates 10 mines — six located in Maharashtra and four in 
Madhya Pradesh. Excepting three, rest of the mines is worked through 
underground method. The Balaghat mine is the largest mine of the Company 
which produces one of the best quality manganese ore in the country is also 
the deepest underground manganese mine in Asia. Dongri Buzurg mine 
located in the Bhandara district of Maharashtra is the largest opencast mine 
that produces manganese dioxide ore used by dry battery industry. 


MOIL fulfills about 70% of the total requirement of dioxide ore in India. The 
- total production of manganese ore from all the mines constitutes about 50% of 
 Tequiremen ntof the country. MOIL has set up Ferro Manganese Plant (10,000 
i | Manganese Dioxide (EMD) Plant (1000 TPY}. The 
rst PSU in India to set up wind farm of 20 MW capacity - 
ihn gda, lis in Mdh Pradesh. 
| Lis also du langes employer in the manganese mining industry with a 
-tota ial work force des. ide employees. - 















iip iol era welt X " ves in the villages around MOIL mines. 
: LN A GRAM- -by adopting 5 nos. Villages. MOIL 
uae a health care, water supply, sanitation, roads, 
community development, environmental protection etc. 
* Providing Eye care - sponsored cataract surgeries for rural poor. 
* Provided mobile hospitals fully equipped with cardiac-cum-truama 
care facilities. 
* Empowering women through formation of Self Help Groups (SHGs). 
* Provided motor boats in the Bhandara and Chandrapur District as 
floor relief measure. 
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ADDING STRENGTH IO STEEL 


MOIL ACHIEVEMENTS 

* MOIL accorded MINI RATNA-CATEGORY-I status from Govt. of India. 

* MOIL has been awarded Prime Minister's Excellence Award in 
achievement of MoU for the year 2006-07 

* MOIL has been awarded Prime Minister's Merit Certificate for 
excellence in achievement of MoU parameters for last six years and 
has been receiving EXCELLENT Ratings from Govt. of India for MoU 
continuously for last 14 years. 

* Commissioned state-of-the-art 5 lakh TPY Manganese Ore 
Beneficiation Plant at Balaghat — First of its kind in India for 
Manganese Ore Beneficiation — based on advanced technology. 

e MOIL together with Steel Authority of India (SAIL) is setting up a Plant 
at Bhilai for production of 100,00 TPA ferro alloy plant. 

* MOIL together with Rashtriya Ispat Nigam Limited (RINL) for setting 
up a plant for production of ferro alloys of 55,000 TPA capacity at 
Bobbili, near Vizag. 

* Contributed over Rs. 1380 Crores over the last five years to Central 
and State Exchequer. 


Prime Minister's Excellence Award for MoU — 2006-07. 
Winner of National Safety Awards 
Winner of National Energy Conservation Award —1" Prize in 
Chemical & Mining Sector for the years 2006, 2007 & 2008. 
Winner of Indira Gandhi Raj Bhasha Award. 


Profit Before & After Tax 
-Rs in Crores 
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Manganese Ore 30% to 49.50% Min 
Dioxide Ore 72% to 82% Mn0, 
Ferro Manganese 78% Mn 
Electrolytic Manganese Dioxide (EMD) 91% MnO, (Min) 
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The Cheer Spreads 





Hiring gains momentum across sectors; infrastructure 
is the surprising exception. saumva BHATTACHARYA 


he last quarter has been gru- 
elling for Ashutosh Sinha, 
Director of Recruitment for 
Customer Management 
Operations at business process out- 
sourcing firm Convergys India. After 
an easy and quiet 2009, Sinha is agg- 
ressively scouting for talent this year. 
By June 2010, he plans to add over 
1,000 employees to the 9,000-strong 
workforce in India. "We are hiring 
volumes. The majority of our hiring is 
at the entry—from campuses—and 
junior executive levels,” he says. 

Not stopping at that, he is also 
readying for an imminent war for tal- 
ent. As the job market revs up, attri- 
tion and employee morale are his 
prime concerns. To grab eyeballs of his 
young and restless workforce, both 
current and potential, Sinha is also 
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m Employment Index is expressed as the 
percentage of companies that intend to increase 
hiring minus those that intend to decrease. 


E Business Index is the percentage of 
compantes that expect growth in business. 
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harnessing social media in a big way. 
The company went live on Twitter 
recently and has an official Facebook 
page. "The objective is to get on to 
social media and tell our employees as 
also potential employees about our 
work culture and practices," he says. 
The sT-TeamLease Employment 
Outlook Survey for the April-June 
2010 quarter mirrors Sinha's senti- 
ments. Hiring, actual and intent, is 
back with a bang in several sectors. 
The Employment Index. which 
depicts the difference between the 
percentage of respondents reporting 
an increase in hiring and those 
expecting a decline, has risen 11 points 
Irom the previous quarter to reach 
58 index points. Hiring sentiment is 
buoyant for six out of eight sectors 
(manufacturing and engineering. 


Jan.-Mar. 110 


47% 


financial services, information tech- 
nology, information technology- 
enabled services, retail and fast 

moving consumer goods, and health- 
care and pharma) covered under 
the survey and in all the eig 
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four quarters, giving us sufficient 
reason to believe that it is here to 
stay. Although concerns over global 
economy persist, as far as the emp- 
loyment scenario in India is con- 
cerned, the cheer has spread and the 
good times are back." 


Where the Jobs Are 


For most part, Indian industry 
seems to have turned the corner 
and intends to hire aggressively. 
Says Rajeev Dubey, President (HR, 
After-Market & Corporate 
Services), and Member of the 
Group Management Board. 
Mahindra & Mahindra: "Things 
have been improving in the last six 
months. Though growth will dif- 
fer depending on sectors, we see a 
surge in business as well as rec- 
ruitment on most fronts." The 
conglomerate has 105,000 
employees and plans to add 
roughly 10,000 in 2010-1 1. New 
business verticals, including two- 
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“Though growth will differ depending on 
sectors, we see a surge in business as well 
as recruitment on most fronts" 


Rajeev Dubey, President (HR, After-Market & Corporate Services), M&M 


wheelers and after-market (used cars) 
business, will account for substantial 
numbers, says Dubey. 

Facebook is all set to begin its ope- 
rations in India at Hyderabad and is 
currently hiring. While Don Faul, 
Director (Global Operations), Facebook. 
did not give a concrete number on 
how many employees the social net- 
working site will hire, he did state 
that it will be a slow and steady start in 
2010. "We will have limited hires 
now, but we will ramp up aggres- 
sively in 201 1." Facebook will not be 
doing any product development or 
engineering work out of India. In fact. 
most of the people it will hire will be in 
the support function, "supporting our 
users, advertisers and developers". 
Faul said that Facebook's main mar- 
keting operations in India will also 
continue to be driven out of its head- 
quarters in Palo Alto, California. "The 
type of people we are looking for 
should have strong English language 


IT's Buoyant 


skills and a high level of interest 
and understanding of Facebook and 
the Internet." 

According to the jobs survey. 
healthcare, along with pharma, with 
7 2 points, has the highest index points 
followed by rr with 69 points. Financial 
services sector has bounced back with 
an increase of eight index points after 
an anxious January-March 2010 
quarter. At Tata Capital, recruitments 
will happen primarily at the entry level 
and for customer-facing roles. Says 
Amar Sinhji, Head (Human 
Resources), Tata Capital: "The com- 
pany will continue to recruit young tal- 
ent through its entry-level campus 
programmes as well as look at lateral 
hiring. Additionally, we will recruit 
customer relationship executives in 
fairly large numbers to help us enhance 
the overall customer experience.” 

Telecom has registered a blip with 
a dip of two index points, but that 
shouldn't be a cause for concern. Says 

Sunil Goel, Director, GlobalHunt 
India, an executive search firm: 
"The new licences for telecom 
and broadband services are being 
issued, upgraded technology (3G) 


SECTOR QUARTER 
Jan.-Mar. April-June 
2010 2010 
T CS ^ 8 
ITES eau g3 
Financial Services 45 53 
FMCG & Retail 38 6 
infrastructure (| x 
Manufacturing & Engineering 38 53 
Telecom 50 48 
Healthcare/ Pharma 55 T2 


Figures are percentage of companies that intend to hire 


will also be implemented, so there 
will be huge demand for profes- 
sionals in this sector." 3G refers to 
third-generation mobile phone 
services that enable high-speed 
data services. 

FMCG and retail are poised to 
register a robust growth with an 
impressive hike of 33 index 
points. Goel is surprised that ret- 
ail, which created a large number 
of jobs in 2006 and 2007, has 
taken so long to spring back. 
"Though consumer demand has 
stabilised, still not many players 


hiring in this space. Long 
overdue projects, which 


Lateral Hiring is Back 





| LEVEL QUARTER 
are now getting govern- 
ment clearances and ; Jan-Mar. April-June Net Increase/ 
nent Clearances anc app- 2010 2010 Decrease 
rovals, are coming in this 
purview and are, therefore, Entry-level 26 20 -06 
requiring talent with sound Junior-level 40 44 404 
technical expertise." Agrees — 
GlobalHunt's Goel: "Con- Middle-level 40 9| ER. | 
sistent job opportunities Senior-level 20 23 «03 
are being created within 
this industry, including Not Hiring 26 20 -06 


expat hiring for airports 
and huge power projects 
development.” 

Professionals will be in demand for 
functions like sales and marketing, 
business operations, rr, finance and 
accounts, commercials and supply 
chain, research and development. 
according to HR heads and recruiters. 


Figures are percentage of companies that intend 


across all levels in R&D, consulting, 
technical support, and sales and mar- 
keting. "We will also continue to look 
for top talent in corporate functions,” 
says Joji Gill, Director (HR), Microsoft 
India. In the past three months 
Samsung India has hired close to 


> “These functions are being hired bec- 100 executives in sales, product man- 
= ause of high demand across several agement and marketing communi- 
= industries,” says Goel. Marketing and cation functions. “We plan to recruit 
z production functions lead in hiring another 100 sales and marketing 
> manpower this year,” says 


‘A majority of our annual hire targets will come 
from the experienced senior industry talent" 


Joji Gill, Director (HR), Microsoft India 


have expansion plans for now, neither 
is there any talk of manpower requi- 
sitions,” he says. 

A dip of 33 index points for the 
infrastructure sector finds few takers. 
Says Ravi Bhatia, mp, Gilbert Tweed 
Associates India, a search firm: 
“Infrastructure in India has also 
seen tremendous boost in the power 
and construction domain and we 
are involved in a lot of senior-level 





with 46 and 32 index points, respec- 
tively, in the survey. rr is coveted not 
just as a sector, but also as a function. 
Says Rajesh Varma, vp (Healthcare, 
HR), Max Healthcare: “Across the 
healthcare sector, rr plays an impor- 
tant role as the sector does not have 
expertise to run rr. In fact, I foresee 
problems in attracting talent in sup- 
port functions like rr." 

Tech biggie Microsoft is hiring 





Sanjay Bali, vP (Corporate HR), 
Samsung India. 

Opportunities are being created at 
both lateral as well as junior levels (see 
Lateral Hiring is Back). Lateral hir- 
ings are stronger as most companies 
did not hire—and some even down 
sized—at this level in the last one 
year or so. Samsung has recently 
added a number of senior executives 
to its management team. Says 
Microsoft's Gill: "A majority of ou 
annual hire targets will come from 
the experienced pool of senior 
industry talent." 9 
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Tata Projects Limited 

Deputy Business Head - Power Generation 
Location: Hyderabad 

Job ID: 7849025 

Description: Expertise in business 
development and project mgmt of Power 
businesses; exp. of 25+ yrs of which 10 yrs exp. 
in a senior managerial position and more. 


Tesco India 

TESCO-Test Lead 

Location: Bangalore 

Job ID: 8101719 

Description: Good Exp Testing, exp in 
Biztalk. Exp in leading a team. Location 
Bangalore. Exp 6 - 8 yrs. 


Patni Computer Systems Ltd 

Billing Technical Manager 

Location: Noida 

Job ID: 8063321 

Description: Responsible for the 
architecture /solution of billing requirements; 
provide technical leadership to the teams to 
understand etc. 


Kewal Kiran Clothing Limited 

Head Designer 

Location: Mumbai 

Job ID: 7842254 

Description: Responsible for studying the 
denim design trend & concept development 
for each season, deciding on themes, color, 
fabrics, washes etc. 
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Freescale Semiconductor 
Backend Integration engineer / Lead 
Location: Noida 


` | Job ID: 7971208 


Description: Responsible for physic 
and verification of SoCs. Excellent kt 
of DSM effect analysis ranging from 
EM, and Cross talk analysis. 


Yahoo Software Development Ir 
Ltd 

Infrastructure Engineering Manager 
Location: Bangalore 

Job ID: 8008176 

Description: Responsible for plan: 
building our pre-production lab in B 
implementing central quality initiative: 


Redknee 

Project Manager 

Location: Pune 

Job ID: 8009895 

Description: Project management c 
in a telecom software development « 
working knowledge of ISO9008 an 
quality systems. 


JM Baxi & Co 

Master Mariner 

Location: Mumbai, Jamnagar 

Job ID: 8074547 

Description: Handle agency, ste 
operations, liasioning with princip: 
customs & other authorities. Sailin 
Master etc. 
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IPsoft India Pyt Ltd Orion Systems Integrators Inc 
Peoplesoft Financials (Peoplesoft FMS) Android Developer 
Consultant Location: Mumbai 
| ü SOFT Location: Bangalore ORIO N Job ID: 8017282 
Job ID: 7444699 Description: Looking for an Android 
Description: Exp in PeopleSoft FMS Developer with experience of 5 - 6 yrs. 


application and data processes, procedures, 
programs. PeopleSoft FMS 8.8/8.9/9.0. 


Sapient Cisco Systems (India) Private Limited 
Specialist (Core Java) Software Engineer 
g Location: Bangalore, Delhi "a | FN | le Location: Bangalore 

Sapient Job ID: 7054442 CISCO JobID:5080843 
Description: Expertise in ]2EE - Application Description: Broad knowledge of and 
Servers, Java - ORM, Java - Spring Framework, | exposure to networking protocols (preferably 
Core Java, |2EE, SQL Development Lang, Carrier Ethernet, MPLS, IP etc), embedded & 
Java - Swing etc. real-time operating systems. 
Digient Technologies Oracle 
Sr. Java Developer Web Designers 
Location: Chennai Location: Bangalore 

GIENT | JobID:8008580 Job ID: 7324800 
Description: Sr. Java Dev for creative team, Description: Strong experience in Web 
confident, smart, excited in games, 4-6 yrs exp | designing; hands-on experience in HTML and 
in Java, |2EE, Spring, Database etc. Java-script; should have worked on 


Dreamweaver and Flash. 


Capgemini Indiabulls 
Peoplesoft Senior Developer Software Engineer 
. .| Location: Hyderabad - Location: Gurgaon 

Capgemini | Job rp. 8083877 DIUTIUS] | Job mp: 8106295 
Description: Experience in Peoplesoft; Description: Net Framework 2.0 and later, 
knowledge in PeopleCode, Events, AE, SQR ASP.Net 2.0/3.0/3.5, Good understanding of 
(More inclined to technical ), Database (SQL), mia; ADO.Net. Experience of working with web 
basics of UNIX script. services. 
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Exemplarr Worldwide Ltd 
VP/AVP — International 
Development 

Location: Chennai 

Job ID: 7940128 

Description: Head international new business 
acquisition, sales strategy, client, brand & 
Marcom Management. ITES - KPO 
International BDM background. 


Business 


ValueLabs 

AVP - Sales 

Location: Hyderabad 

Job ID: 7780505 

Description: Manages the sale of ValueLabs 
services with the sole focus of maximizing 
revenues in a timely, reliable, and consistent 
basis. 


CMS Info Systems Pvt Ltd 

Marketing Manager 

Location: Mumbai 

Job ID: 8083457 

Description: Graduate with PG Diploma in 
Communication/ Advertising & Public 
Relations; exposure in handling marketing 
communication activities etc. 


Firstsource Solutions Limited 

Customer Service Executive (Voice) 

Location: Mumbai 

Job ID: 8089655 

Description: Graduate, TY appeared can also 
apply. HSC with minimum 6 months of work 
experience. Excellent communication skills 
and more. 
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Siemens 

Regional Sales Manager 

Location: Mumbai 

Job ID: 7527612 

Description: Experience of high pro 
standard in sales and business develo] 
IT Outsourcing Environment for « 
market. 


McAfee Software India Pvt Ltd 
Senior Marketing Manager 

Location: Mumbai 

Job ID: 8080834 

Description: Develop and execute : 
marketing plan focused on lead ge 
partner enablement and increased awa 


New Horizons India Ltd 

Sales Manager 

Location: Delhi 

Job ID: 7876808 

Description: 2 years experience in 
of Sales Reps/DSAs/agents. Sho! 
handled a team of 4-6 team membe: 
ctc. 


McGraw Hill Education 
Acquisitions Editor 

Location: Noida 

Job ID: 8079169 

Description: Generate business am 
market knowledge based on c 
acquisitioning targets through extensi 


World Class Technology 


MagicSearch and Magic Filter technology 
find you the right candidate instantly. 
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ACS, Inc. 

Accounting Supervisor 

Location: Bangalore 

Job ID: 7809144 

Description: He/She must be B.com/ M.com 
/MBA Fin /ICWA Inter /CA Inter; experience 
in General ledger Recons/general accounting 
from the BPO industry. 


Syntel Inc 

Management Trainee 

Location: Mumbai 

Job ID: 7746454 

Description: Looking for commerce graduate 
with AMFI / NCFM certifications and 
knowledge of capital markets / mutual funds 
& accounts; working knowledge of MS Excel. 


Welspun Group 

Manager-Taxation 

Location: Mumbai 

Job ID: 7760743 

Description: Hand on experience of Sales 
Tax, Income Tax and other direct and indirect 
taxation, Filling of Returns, Handling TDS, 
Tax Calculation. 


Temenos India Pvt Ltd 

Business Consultant 

Location: Chennai 

Job ID: 7948533 

Description: In depth understanding of 
financial and banking processes. Analyze client 
business/functional requirements and relate 
them to TEMENOS products capability. 
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Thomson Reuters 

Taxation - Manager 

Location: Hyderabad 

Job ID: 8037313 

Description: Responsibilities: Executes the 
tax compliance processes timely and accurately 
in accordance with the production calendar. 


Tech Mahindra Limited 

Account Manager 

Location: Gurgaon, Noida 

Job ID: 8065242 

Description: Strong in Customer Relationship 
Management; should be able to do strategic 
planning of Sales - Business / Account 
Management. 


WNS Global Services 

Associate Vice President 

Location: Mumbai 

Job ID: 8083144 

Description: CA with over 12 vears IT 
experience. Over 10 years experience in Oracle 
Financials (GL, AR, AP, AM). Must have 3-4 
European Implementation experience. 


TalentPro 

Finance Associate 

Location: Mumbai 

Job ID: 8083684 

Description: Invoicing, doing receivables, 
reconciling the records. Maintaining Ledger 
and Accounts for Overseas Agents. Doing 
payables and receivables. 


Go" button 








For the fastest, easiest and most 
economical way to get to the 
perfect resume, call us or email 
at sales@monsterindia.com. 
We'll get you 
the right candidate, 
no matter what. 


monster:com 


No matter what 


MONEY-MUTUAL FUNDS 


3» 
iie. 


UMESH GOSWAMI/www.indiatodayimages.com 





A 3 a © 

i E T Pe. a E di í P 
v j FL. 
Say EB VEE SD 


Asset management companies are sprucing up their 
websites to facilitate online transactions by not just 
tech-savvy investors but even lay ones. racuna m. KopPIKAR 
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ver the last five years, 
Chennai-based software 
professional Murthy 
Manda, 36, has changed 
his mutual fund agent 
thrice. And every time with the same 
result—the new agent would sell new 
funds or push the ones which got him 
higher commission. But last August, 
Murthy decided to do away with the 
agent altogether and take charge of 
his mutual fund investments. Today. 


PLENTY OF 


OPTIONS 





For Do-It-Yourself Investors 








fundsupermart.co.in Free. 
Mutual Fund websites Free. 
powermf.com To charge account 
(to be launched soon) comparative fund research, personal ^ opening fees, 
advice facility at a later stage. maintenance and per 
transaction fees. 
Camsonline.com Portfolio maintenance and Free. 
tracking services. 
fundsindia.com 





National-level 
distributors like Birla 
Sun Life Distribution, 
NJ India Invest, 

Bajaj Capital 


Bank/broker 

online platforms like 
icicidirect,com and 
sharekhan.com 


ifastfinancial.co.in 


BSE/NSE Brokers 


he does everything—from research 
and finding good funds to filling the ap- 
plication form and sending it to the 
fund company’s office. He also regu- 
larly checks fundsindia.com for the 
latest news on funds and sometimes 
buys funds online (See case study on 
next page). 

But Manda's transformation into 
a do-it-yourself-investor was not 
prompted by self-serving agents alone. 
It had also to do with the reforms in- 


Fund execution—buy, sell, switch, Free. 
j research, 





— Various packages based 
1 — ontheservices-trans 

- — action, fund advice 
and financial planning. 


A lumpsum annual fee 
based on portfolio value 
or number of transactions. 


Free. 


Nominal brokerage fees, 
demat charges. 


troduced by the Securities and 
Exchange Board of India (seni) last 
year, which banned the entry load 
charged by fund houses and intro- 
duced fund transactions on stock ex- 
changes in an effort to bring in greater 
transparency in selling funds and 
make them available to a larger uni- 
verse of people. As these reforms 
opened up multiple platforms that 
made buying mutual funds easier, 
while allowing investors to make 
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informed choices, people like Manda 
were too happy to dump their agents 
and take charge of their affairs. 

The asset management compa- 
nies (AMCs), too, have been forced to 
explore different distribution platforms, 
thanks to the ban on entry load (up- 
front commission), which caused sev- 
eral traditional distributors like banks, 
post offices and finance companies to 
stop pushing mutual funds. AMcs are 
now looking to reach investors by ed- 
ucating their existing agency force of in- 
dependent financial advisors (IFAs) in ad- 
vice-based selling. They are also trying 
out new distribution models such as en- 
abling their own websites for online 
transactions, and by empanelling with 
the new set of intermediaries that pro- 
vide online research and fund trans- 
action services to investors. As a re- 
sult, there has been an unprecedented 
expansion of distribution platforms for 
mutual funds over the past 7-8 months. 


If You Are a Do-it- 
Yourself Investor 
Take the case of 32-year-old Arun 


Ramkrishnan, a technical architect 
with Hexaware Technologies in 
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Murthy Manda 36 


Software Professional, Chennai 
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“Being an investor for many 


years, | have developed an 
understanding of mutual 
funds. | compare fund 
performances through 
various websites, and make 
my own decisions now” 


Mumbai, who got hooked on to mutual 
funds only last year, as he couldn't 
rely just on his bank manager's tips. 
“The relationship manager at the for- 
eign bank often advised me to invest in 
funds but he only pitched new mutual 
fund schemes,” says Ramkrishnan 
who began investing in funds after his 
wife introduced him to fundsupermart. 
co.in, an online fund research and 
execution platiorm. The website helped 
him assess his risk-return profile and 
recommended funds accordingly. Now 
he has parked 60 per cent of his savings 


in equity funds through the website, 

Till a few years back, online plat- 
forms that enabled investors to do 
their own research and also helped in 
executing the transactions didn't exist. 
Now, a few entities and professionals 
are entering this space to offer serv- 
ices to self-directed investors like Manda 
and Ramkrishnan. Fundsupermart is 
run by irAsr Financial India, an online 
distributor of mutual funds with a 
presence in Singapore, Hong Kong 
and Malaysia as well. Apart from help- 
ing prepare the risk-return profile of in- 
vestors, Fundsupermart also allows 
investors across countries to interact 
with each other as well as with fund 
managers and analysts. 

Powermf.com, which is currently 
testing a beta version, is a similar plat- 
form but has a fee-based service. It 
costs Rs 320 to open an account. It 
also levies a maintenance fee ranging 
from Rs 299 to Rs 999 and transaction 
charges ranging from Rs 12 to Rs 60 
for both one-time purchase and sys- 
tematic investment options. "Our key 
proposition is execution. The investor 
may take advice from anywhere, but 
our platform will provide full transac- 
tion services. We may introduce advice- 
based package at a later stage," says 
K. Sridhar, Promoter, powermf.com. 
Share and mutual fund registry firm 
CAMS also has an online platform where 
investors can track and maintain their 
fund portfolios. 

These online platforms score over 
the Amc websites as these help you in 
comparing returns and in maintaining 
track of investments across different 
funds. The A«cs, too, have revamped 
their websites to facilitate buying by in- 
vestors, but have deliberately kept a low 
profile for fear of irking their tradi- 
tional distributors. So, do check out 
your AMC's website to see if it has be- 
come more accessible and informa- 
tive. Birla Sun Life, for instance, has 
been sending emails to its existing cus- 
tomers to come online and make ad- 
ditional purchases. uri Mutual Fund 
has tied up with more than 20 banks 


for online payment facility. However, 
if you are investing across multiple 
Amcs, then using each fund's website 
could complicate the process, as you 
will need to remember the online ac- 
count details of each website, besides a 
separate online tool to maintain a con- 
solidated fund statement record. 


If You Need an Advisor 
The proliferation of online platforms 
does not mean that the traditional 
fund sellers like banks and national 
and regional distributors have alto- 
gether stopped pushing mutual funds 
and giving allied services such as filling 
and delivering forms, fund recom- 
mendations, etc. Thev still do, but at a 
cost. In fact, many of these distributors 
have segregated their transaction, ad- 
visory, online and financial planning 
services, and even started providing 
an online platform and payment serv- 
ices for their IFAs and investors. 
TechProcess Solutions, a leading 
technology provider for online pay- 
ments, launched the online platform for 
distributors in January. Today, 15 dis- 
tributors, 28 AMcs and 21 banks have 
tied up for this online solution, which al- 
lows investors to do online transac- 
tions. "We have seen Rs 1.5 crore 
worth of fund purchases in three 
months and the volumes are expected 
to grow by 10-15 per cent every 
month." says Bikramjit Sen, cEo of 
TechProcess. The process enables small 
value transactions, allowing a distrib- 
utor to collect small fee amounts such 
as Rs 100, Rs 500 from the investor as 
it gets deducted from his bank account. 
Bajaj Capital, for instance, does- 
n't charge any fee for sending and de- 
livering application forms to the AMC 
office. But if the investor wants to get a 
consolidated account statement on a 


"We have seen Rs 1.5 crore worth of 
fund purchases in three months and the 
volumes are expected to grow by 10-15 


per cent every month" 
Bikramjit Sen, ceo, rechProcess Solutions 


GETTING FRIENDLY 


HDFC MF gets at least 80,000 
requests for online account opening 
every month. The proportion of 
investors investing directly has gone 
up from 2-396 to 7-8% in two years. 


The UTI Mutual Fund website has 
mobile and desktop applications for 
calculating SIP returns, branch 
locator application, NAV and stock 
indices updates for its investors. 
Birla Sun Life AMC allows you to 
track your investment in its funds by 
logging into its website and filling 
your folio number and email id 

in the requisite form. 


SBI Mutual Fund has introduced an 
online investment mode whereby SBI 
debit card customers can invest. 
Fidelity Funds Management has 
simplified its online account opening 
forms and added financial planning 
and savings literature on its website. 


periodic basis, online services and a 
monthly recommendation of funds 
and the advice of a planner, its an- 
nual fee is Rs 2,500. Similarly, 
icict Direct, the leading online stock 
trading portal, doesn't charge 
any fees for transaction if 
the value of the portfolio is 
more than Rs 8 lakh. For 
any amount below this, 
it levies a fee of Rs 100 
for a single transaction 
and Rs 30 or 1.5 per 
cent (whichever is 
lower) for a siP 
transaction. 
You can also 
buy and sell 
funds through 











your broker provided you have a de- 
mat account. Like share transactions, 
the fund transactions will get reflected 
in your demat account. But brokers 
may charge a broking fee for such 
transactions. However, if vou don't 
have a demat account, you can still 
buy funds through the broker, but it 
will add up to vour total cost of in- 
vesting. But be careful not to always 
rely on broker tips. "There is an in- 
herent conflict of interest as a broker 
will make a meaningful profit if the 
volume of transaction is large or if the 
investor buys and sells funds frequently 
which will add up to the broker's com- 
mission,” says the ceo of an AMc who 
didn't wish to be identified. 

The reforms may have empow- 
ered investors like Murthy and 
Ramkrishnan by offering a number 
of platforms through which to buy 
funds, but the traditional distribution 
channels account for the bulk of in- 
vestors. For most of the large Awcs, the 
online investor base isn't more than 6- 
7 per cent, even though this percentage 
has gone up from about 3-4 per cent 
over the past few years. As for investors 
who trade in funds through brokers 
on the Bombay Stock Exchange and 
National Stock Exchange, the num- 
ber of such average daily transactions 
has gone up marginally—from 24 

and 13 to 39 and 31 on the Bse and 
the NSE, respectively. 
However, with the infrastruc- 
ture gradually falling in place, the 
number of do-it-yourself investors is 
only going to grow. Says 
Ashu 
Managing Director and 
Country Head of 
Fidelity International: 
"Investors still have 





Suyash, 


a lot of unanswered 
questions in their 
minds, which, | 
believe, will settle 
down once there is 
more awareness 
and financial 
literacy.” © 


EVENT-GOLF 





An unusually early summer did little to stop India Inc.'s 
movers and shakers from teeing it up at the 15th Business 
Today-Honda Pro-Am of Champions. snaran Konui 


midst the plethora of cor- 

porate golf events, 

there's one that stands 

out, year after year. 

Everyone who is anyone 
in the upper echelons of India 
Incorporated hopes to play with the 
land's top professional golfers. 

And, it was no different at the 15th 
gr-Honda Pro-Am that saw winners of 
the eastern, western and southern 
legs of the tournament congregate at 
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the Jack Nicklaus Signature course at 
the rrc Classic Golf Resort, an oasis 
nestled in the rocky Aravalli Range at 
Tauru, an hour-and-a-half drive from 
the national capital, on a bright and 
unsually hot morning on March 28 
for the grand finale. 

Every year, the four-leg tourna- 
ment visits Bengaluru, Kolkata and 
Mumbai before moving to Delhi for 
the Finals. Winners of each of the legs 
congregate in the nation's political 


centre to mix with the top corporate 
swingers from the National Capital 
Region. Throw in the best performers 
from the country's domestic pro 
circuit, and you have a brew that's as 
fizzy as the after-round drink. 

And in the heat, that drink was a 
welcome thirst quencher once the 
golf was over. Delhi's denizens have 
been trying to figure out what on 
earth happened to the city's delec- 
table spring season. Summer, this 
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Ashok Kumar, the overall runner-up Professional golfer Sujjan Singh led a Vikram Kapoor of SAAB Travels, overall — Shobhodip Pal of Hewlett Packard, 
in the Pro category team of debutants winner of BT Straightest Drive on Day ! winner of the Closest to Pin prize oi 
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1. Tatsuya Natsume, Director, Marketing, 
Honda Siel Cars India with Anirban Lahiri, 
professional golfer, runner-up on day 2 


2. Anil Mehra, Managing Director, India Today 
Group with C. Muniyappa, overall winner in the 
Pro category 


3. Jnaneswar Sen, Vice President, Marketing, 
Honda SIEL Cars India with Shekhar Agarwal, 
overall winner of the Honda Almost Made It prize 


4. Lahiri, the pro from the South, in action 


5. A Honda CRV was up for grabs for a hole-in- 
one, but it went abegging 


og 
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time around, seems to have followed 
hot on the heels, literally, of a bracingly 
chilly winter. But, golfers being golfers, 
addicts of the game who'll find any 
excuse to play (come rain or shine), a 
blazing March sun was hardly going 
to put them off playing. 

It certainly didn't put off R.C. 
Bhargava, Chairman, Maruti Suzuki 
Ltd., from teeing it up. Bhargava has 
taken part in the sr Pro-Am many a 
time. "It's a fun place to come to. | 
enjoy it," he says. "You meet people 
you otherwise don't normally come 
across." The bespectacled Bhargava 
tries to get in a round on weekends. 
"Time is a problem. I can only manage 
Sundays." 

Asked whether a "golfing culture" 
exists in Maruti Suzuki, Bhargava 
says, "Well, there are a lot of Japanese 
in the organisation, and most of them 
play golf." Surely, if a ceo, or MD or 
chairman, displays a penchant for the 
game, it can rub off on employees—a 
gentle (or fiercely competitive) 18 (or 
nine) holes can help banish the 
pressures of the boardroom. 

Chander Uday Singh, a senior 
Delhi-based advocate, and Rahul 
Maroli (Head, Operations, LeasePlan 
India Ltd.), also regulars at the annual 
corporate-professional get-together, 
would agree. Both try to fit in a few 
holes of golf every weekend. "I was 
earlier working out of Mumbai, and 
would play the Bombay Presidency 
GC, or Willingdon or the ust, on the 
weekends," says Singh. "But since 
shifting to Delhi, I'm neither here nor 
there! What with the traveling, I can't 
seem to find the time to tee it up." 





However, its good riddance to the 
cliché that corporate honchos “net- 
work" on the golf course. They may 
very well meet up on the fairways and 
greens, often as part of a foursome or 
fourball, but very rarely are deals made 
amid perfectly struck irons or dis- 
heartening three-putts. That's a myth 
that probably deserves a hasty bur- 
ial. "I am a doctor, so when I'm play- 
ing. people come up to me for free ad- 
vice!" says former Air Force man, Dr. 
(Group Captain) G.S. Sabhikhi, now 
Director, Radiodiagnosis and Imaging, 
Super Religare Laboratories Ltd., who 
was debuting in the gr Pro-Am. 

Networking, adds Chander Singh, 
may be a by-product of an encounter 
on the course. Agrees Maroli: "I've 
done business with people whom | 
have met on the golf course, which is 
a good place to make new acquain- 
tances. But business has only come 
later, and not while playing." 

So, an extension of the boardroom 
the golf course most certainly is not. 

And because corporate golfers who 
play together are already well 
acquainted, there is, Singh empha- 
sises, already a “comfort level” that 
won't allow “business” to enter the 
conversation. But there would, need- 








1. Ashish Bagga, CEO, India Today Group (L) 
giving away prizes to the winning team. The team 
comprised Rahul Maroli of LeasePlan, pro golfer 
Ali Sher, Supreme Court advocate Chander Uday 
Singh and Ajay Dadwal of Risk India 


2. Maninder Singh Grewal (2nd from L), MD, 
Religare Technova and B. Hariharan, VP, Marketing, 
ITC Welcomgroup (2nd from R) giving away prizes 
to the runner-up team. The team comprised Max 
Rajesh Sud of New York Life, pro golfer Raju Ali 
Mollah and IT commissioner H.S.B Gill 


3. Pro golfer Jyoti Randhawa gave tips to 
the corporate golfers 





less to say, be plenty of good-natured 
ribbing. "There's a lot of camaraderie 
amongst golfers," says Maroli. 

Meanwhile, Asoka Iyer (Head, 
Group Advisory Services, Apollo 
Tyres), Kavi Arora (ceo, Religare 
Finvest Ltd.), and Harpreet Singh 
(Chief Operating Officer, Bharti Airtel 
Ltd.) were playing the sr Pro-Am for 
the first time, and each confessed to 
having a splendid time. “It was good 
fun playing with (pro partner) Sujjan 
Singh. I found him a really nice guy, 
and we chatted about golf,” says Iyer, 
who looks to play “one-and-a-half” 
times every week. “Ours was a nice 
foursome, and overall it was a great 
experience," he adds. 

Arora, who besides golf has played 
hockey and cricket, had the good for- 
tune to be in the same quartet as Jyoti 
Randhawa (recently appointed brand 
ambassador of Religare). “Jyoti gave me 
a couple of tips which worked a treat. 
On some holes, I was actually out- 
driving him! Unfortunately, I just 
missed out on the 'longest drive' and 
'closest to the pin' awards." 

"Well-organised" are two words 
that always seem to be associated with 
the event, and Arora and Harpreet 
Singh were among many to praise 
the conduct of the sr Pro-Am. “I really 
enjoyed myself," raves Arora. "My 
fourball was great!" The tournament's 
concept, feels Harpreet Singh, is a good 
one. "Prize money on offer encour- 
ages the pros to play. Also, it is hosted 
at a top-class layout." 

For the record, Ali Sher, legend 


of Indian golf, guided his team of 


Chander Uday Singh, Ajay Dadwal 





(MD, Corporate Risk India) and Rahul 
Maroli to victory in the team event. 


The two-time winner of the Indian 
Open finished with a two-day aggre- 
gate of nine-under 135. And 
Chinnaswamy Muniyappa, who so 
memorably won the Hero Honda 
Indian Open last year, constructed a 
superb title defense at the Classic. 
Muniyappa opened with a six-under- 
par 66 and signed off with a scorching 
| l-under 61, a round as blistering 
as the overhead atmospheric condi- 
tions, to win by a couple of shots. 

The Kumars, Ashok and Mukesh, 
finished first and second runners up, 
while Anirban Lahiri, another talent 
from the south, and Bangladesh's 
Mohammed Siddikur Rahman com- 
peted the top five. 

The winning teams from the three 
city legs and the Finals, as well as the 
individual winners, get to fly to Macao, 
where they can live it up. for three 
days and two nights, at The Venetian. 
The lucky few also get to tee it up at 
the Macao Golf & Country Club. 

The successful running of this 
prestigious tournament would not be 
possible without the support of a select 
few: Honda sEL Cars India is the title 
co-partner of the pr Pro-Am, and 
Religare and rrc WelcomGroup are 
the associate sponsors; the event's 
prize sponsor is Ethos Summit, while 
Golf Digest India is the "official maga- 
zine’, and Cleveland Golf the “equip- 
ment partner": The Venetian Macao 
is the "international destination part- 
ner", and Urban 18 the “sm partner". 
Also partnering the pr Pro-Am is 
Beam Global. © 
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What Next In Search? 


13 





Internet search changes ever so often. Get ready for its next morph: 
mobile search. KUSHAN MITRA 


hat happens when you press the "search" button 
W on an Internet search engine and how will the 

future be different? To find out, this column met Qi 
Lu (pronounced Chi Loo), President of Microsoft's Online 
Services Division. The answer is actually a lot more com- 
plicated than we thought. 

The reason is simple: search engines need to be able to sift 
through exabytes of data—trillions of megabytes, for those 
who came in late—and pull out relevant results in next to no 
time. And, as search engines evolve, the accent is increasingly 
on relevance rather than plain old information retrieval. 

"The early days of Internet search were just informa- 
tion retrieval," explains Lu, who was with Yahoo 
between 1998 and 2008. He credits Google with chang- 
ing the search game with its Pagerank algorithm that 
started using the number of times a webpage was linked to 
or viewed as a proxy for its popularity. 

Lu thinks that search engines are still evolving and 
Microsoft's "Bing" search engine may have an edge. "The 
search engine has become a great 'site finder', but it does not 
always match user intent with the search." To demon- 
strate, he uses the example of the search string "Chicago". 
"What are you searching for? Tourist information, the 
music band or the movie?" 

Drilling down earlier meant either going through sev- 
eral pages of pointless results or refining your search string 
to something like “Chicago Music" if it was Peter Cetera's 
band you were indeed looking for. 

Bing changes that, Lu argues, by adding a third column 
to the results page, which can guide users to the "intent" of 


HOW SEARCH HAS CHANGED! 





their search. Users approve: Bing has a 11.5 per cent mar- 
ket share in February—up from 8.4 per cent in June 2009, 
according to tracker ComScore. 

But it isn't just user intent that search engine algo- 
rithms need to be able to handle. Think how "real time" is 
being redefined in an era of Twitter. Searches now have to 
pick out the most relevant tweets on the search topic. In fact, 
Microsoft has tied up with Twitter to get real-time feeds 
and analyse them. All this while making sure that copious 
amounts of junk on the web is kept out of the search results. 

What about the advertiser, the guy who is bankrolling 
free search? Lu believes that a better understanding of 
“user intent” will also help advertisers because they can tar- 
get advertising better. “A large travel website would bid for 
keywords such as Chicago, making the term unafford- 
able, for say, a small record shop,” he cites an example. With 
a better idea of intent, even the small guy can. 

The really big thing next in search, according to Lu, 
will be mobile search enabled not just by devices but 
location-awareness. “Suppose you walk into a mall, 
you can just search for ‘sales’ on your smartphone and 
all the results will be from stores near you. This is com- 
ing sooner than you think.” 

Lu also knows that this transition won't be easy. While 
Bing has gained share, Google still accounts for two of three 
searches worldwide and is evolving. We bet you didn’t 
know that nearly one in 10 searches everyday on Google 
runs on a new algorithm the search engine is testing. So, 
while Bing has started with a bang (and Yahoo search is 
transitioning to Bing), it has a long way to go. © 


User-intent: Better algorithms and : Realtime: The advent of platforms Location-based: Search engines are 


understanding of user's 
behaviour will allow 
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| NEMO means that F 
A search engines are constantly : ESS and in future when you 
search engines to figure out ‘what’ : updating their databases searching 
you are searching for a lot better. : through tweets as they are posted. 





«aw also aware of your location 


: search from your mobile devices, the 
: results you get will be highly localised. 
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A leader cultivates a loyal following and nowhere is it more apparent than in the figures for Business Today's total 
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BOOKS 


Making Sense of Everyday India 


The book gives you a fresh perspective on India 
through the familiar. MADHUKAR SABNAVIS 


things as diverse as street food to pickle, an 
item number to “Antakshari” and the dis- 
appearing "pig tail". 

He reflects on the moods and attitude of the 
new India by looking at some new symbols of 
change—the western toilet, the suburban 
city, the vanishing village with the growing 
highways and expressways that make unusual 


iddle class 
Indians today 
are different 
(rom what they were in 
the '70s. Beyond the con- 
sumerist streak that we 
are all familiar with, the 
mindsets have changed. 






OR: Santosh Desai 





PEN Harpercolins We have moved froma but interesting connections between things 

PAGES: 380 savingtoaspendingand ^ we naturally would not think of. Eo 

PRICE: Rs 399 investment mindset; from All through this journey, Desai comes Japanese Business 

long-term thinking to ins- up with some very insightful gems. In the Leadership 

tant gratification; debt-shy and risk-averse to '60s and '70s, “we didn't travel, we re- a 
debt-open and risk-taking. But the change is turned"—referring to our hometown visits Anthony iem 
iust not economic. The idealistic and cynical when families came together to spend their John Wiley & Sons 
man of the '70s has transformed into the real- summer holidays. In the past, "time was à M LOS (Rs 1,122) 
istic and pragmatic man of the new millen- communal property as was space to a large A collection of 
nium. If security drove much of desires in the extent". "Marriage as a relationship is be- profiles of Japan's 
'70s, today's man is looking for fame and tween stations in life and not individuals." most innovative 
glory and is not shy to go looking for it. His rel- And these are true for many middle class V ania iris ak 
ationships have changed. Elders are becoming migrant workers even today. from steel and 
"friends", the arranged marriage has given Desai has a very charming and easy- pharma to 
way to the "arranged" love marriage and joint to-read writing style. Deep down there is a easet. and 


families have evolved into "extended" nuclear 
families where children and parents live close 
by in different houses with two kitchens. 

Yet, as India has changed, there are things 
that have remained unchanged. And that's not 
too surprising—we are a culture with strong- 
rooted rituals. Like in the past with foreign 
invasions, India has always been an adap- 
tive culture—imbibing the elements of others 
and modifying herself to a new environment. 





cartoonist's streak in Desai—his ability to see 
through the idiosyncrasies of people and society 
around him. And the book is set in short, crisp 
chapters that you can begin anywhere. 
There is, perhaps. one quibble I have with 
the book. The net takeaway about India and 
changing Indians is one of "superficiality, 
hypocrisy, escapist, self-denying, coping”... 
and that may not be the full picture of the 
country. A stranger reading it may get a one- 





The economic revolution is not any different. sided view of India. Maybe this incompleteness Start-Up Nation/ The 
In this context, Santosh Desai’s book is a blessing in itself—it provides Desai an ay of 2 
provides an interesting perspective on "then" opportunity to write another book on the By Dan Senor and 
and *now". He holds a mirror to a chang- "other side of us". Saul Singer 
ing India by looking at and commenting on If you want to get a fresh perspective on Twelve/ Hachette Book 
é - is Group 
some everyday rituals and symbols around us. India through the familiar, this is the book Pages: 314 
We of the '70s are familiar with the Great for you. Once you get engaged, it's hard to Price: Rs 695 
Indian Journeys, the summer holiday, the put down. © How is it that Israel 
hand-me-downs and the unannounced guest. The reviewer is Country Head (Discovery Visage nif 
di cua ToS ds dt start-ups than larg: 
Desai has some interesting interpretations of and Planning), Ogilvy & Mather India nations like Japan, 
China, India or 
Korea? Read this 
story of innovation 
inthe midst 
of chaos. 
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SMART EXECUTIVE 


Rejoining Your Old Employer? 


Going back to the company you worked with before is a 
risky proposition, unless handled deftly. saumva suarracianvA 


or most people, careers have 
z to be a lifetime commit- 
ment to one organisation. But is 
it a good idea to return to a former 
employer? Well, that depends to a large 
extent on why you quit in the first 
place. If the reasons were personal or 
you left to pursue academics or may be 
you had an itch to check out new pas- 
tures, do consider rejoining by all 
means. But if the reasons for your exit 
were workplace-specific and still exist, 
mull your options wisely. "If you had a 
chemistry issue or disconnect, match- 
ing of minds is unlikely to happen,” 
says executive coach Ashu Khanna. 

For their part, organisations are 
increasingly open to hiring old-timers. Reason? Roping in old employees is smarter 
than incurring costs in recruiting a new employee. A former employee is, perhaps. 
already trained; that saves investment in training and development. "Moreover, a for- 
mer employee is like a known devil—seen around, tried and tested.” says Khanna, It 
takes time for a new employee to adapt to the organisational culture, grasp work needs 
and start delivering results, whereas an old-timer is familiar with the culture, the prac- 
tices and the people. 

Yet, it is important to evaluate the situation on several parameters. When you 
approach your old employer, the first apprehension could be: Will the organisation 
see this as a compromise? Your fears on this count are unfounded. No organisation 
will hire or rehire an employee unless it sees a reasonable value in him or her. Sure, 

when you initiate your second coming, you have 





"A FORMER EMPLOYEE to make a higher level of adjustments once you join 
IS LIKE A KNOWN and the onus is definitely on you to prove your 
DEVIL-SEEN AROUND, mettle yet again. But be cautious about compro- 
TRIED AND TESTED" mising more than you require on compensation and 
— the role being offered. 

Executive coach On the contrary, when your former employer 


seeks you out, you already have a headstart: the 
organisation unquestionably sees you as a highly talented resource. Even so, don't 
get carried away. Be chary of giving in to obsequiousness: your move must be con- 
sistent with your career goals, The high of being sought-after is good while it lasts, but 
once the euphoria dies down, you will be operating in probably the same environment 
you left. Start reminiscing what made you quit. While organisations change and evolve 
over time, make sure you are aware of your new profile, team and responsibilities before 
you take the plunge. Don't get caught in a time warp. There are many instances where 
people move overseas and come back to join their old employers. They get a jolt because 
often the landscape of the local organisation has changed completely. says Khanna.®© 


Log on to www. businesstoday.in for Thinking Job Change? 


VHNIS GNVNY 





If you have been 
approached, hark back to 
your reasons for leaving. 
Do they still stand? 


If you have initiated the 
second coming, be ready 
to prove your mettle again. 











If you left on good terms, 
you can look forward to a 
smoother stint. 


Get clarity in terms of 
people, strategy, vision, 
etc., in the present 
environment. 





Be willing to accept that 
you have to learn again. 
Needs of the organisation 
may have changed since 
you left it. 


€ Beready for higher employer 
expectations. 


SUGGESTED READING 





NOW WHAT? 
The Young Person's 


Guide to Choosing the 
Perfect Career 
by Nicholas Lore 
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MANOJ KOHLI 


African Safari? 


MANO] KOHLI, 50, spent almost a decade running Bharti Airtel's Indian 
operations, building it from a few isolated circles into a national telecom 
behemoth as Chairman Sunil Mittal's go-to man. When the announcement 
came in January that he was making way for new ceo Sanjay Kapoor, the 
speculation was that Kohli had fallen out of favour. Not quite. In fact, as 
Bharti Airtel puts finishing touches to the acquisition of Zain's African assets, 
insiders say Kohli will shift base to Nairobi, Kenya, to steer Bharti Airtel's 
operations in Africa across 15 nations. Kohli did not confirm the news 
clarifying that several legal procedures remained to be completed before 
African markets are emblazoned with Bharti Airtel's logos, but we are told 
that the shift (with family and his terrier) will happen in two months. 
KUSHAN MITRA 
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DILIP CHENOY 


A New Course 


DILIP CHENOY, 51. Director 
General of industry lobby, 
the Society of Indian 
Automobile Manufacturers 
(SIAM), is moving on to be the 
first Chief Executive of the 
National Skill Development 
Corporation (NsDC). With 
a stated mission to "train" 
1 50 million Indians by 
2022, Chenoy thinks his 
task is cut out. "There is an 
employability gap and to be 
competitive as a country, 
we have to fix that." And he 
feels that his experience in 
the automobile sector will 
help him, "The auto indus- 
try directly and indirectly is 
the largest organised sector 
employer where we worked 
in getting a lot of people 
trained for the shop-floor. " 
If India has to reap its much- 
touted "demographic divi- 
dend", Chenoy will have 
to play the vital role of 
coordinating efforts between 
education and jobs. 
KUSHAN MITRA 
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SIDHARTHA MALLYA 

, Bl 
Son's Earnings 
Curious how much and how 
high-profile heirs of billionaire 
businessmen get paid when they 
join the family business? The 
recent appointment of liquor 


baron Vijay Mallya's son 
SIDHARTHA às DGM (New SONY XPERIA X10 


Generation Sales Outlets) with Boosting the 
United Spirits offers a peek. We Android 
reproduce junior Mallya's salary 





slip based on the company's not- Until now, if you wanted to use an 
ice sent to its shareholders seek- Android device in India, you had a 
ing approval. Modest, we'd say. choice of devices only from unc. In 


the past few months, Samsung and 
Motorola have unveiled their 
Android devices, but the most 


Designation. DGM (New Generation Sales Outlets) stunning new Android device comes 





from SonyEricsson, the Xperia X10 


p" T “i Stunning, mainly because of its 
ue uin d. a of 30% of basic salary 4-inch ——— NM 
user interface is very smooth an« 
assets. Entitled to purchase of home | ! 
appliances up to a maximum of Rs 70,000 the media player called Mediascape 
— ——ÁÀÀ$ can knock the socks off the competi- 


Cub subscription: One chb tion. However, priced at Rs 35,795, 


Gratuity, Pf superannuation fund and encash aent ny rules it faces up to some very formidable 
ot eave not avaled ol: As par COMPAT T competition (iPhone 3 cs, anyone?) 





Personal accident iue "hour basis and it does have downsides such as 
Rs 10,00,000 on OIL LTA limited on-board storage. 
Based on United Spirits’ not KUSHAN MITRA 


JOHANNESBURG 


City of Gold 


Now that the rira World Cup season has 
come around, South Africa is getting ready 
to rejoice for a month. And leading the way 
is Johannesburg, the financial hub of the 
country. With its vibrant culture and love 
for the outdoors, even if you haven't man- 
aged to get a ticket for one of the matches. 
the city is worth its weight in gold. This 
‘city of parks’ has a host of fantastic muse- 
ums, not least the Apartheid Museum and 
Constitution Hill. The region is famed for its 
gold mines, and if you want to experience 
one, there’s the Old Kromdraai Gold Mine 
that you can check out, © 
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New Mobile | India 


SUITINGS 


Th Jerutl hd 








= ONE PARTNERSHIP. __ 
ENDLESS POSSIBILITIE 


60 years ago, India chose to.take to the skies with 
Boeing as its partner. Today this partnership has o 
grown stronger. Whether it’s to deliver a modern fig 
to our partner airlines, or offer them solutions fro 
fleet utilization to maintenance and training, the res 
IS greater efficiency and comfort for flyers. As this 
partnership soars, the possibilities of what it will 
achieve are, indeed, endless. 
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TURN 


World s First 
—3D LED TV. 


m= Xperience a new dimension in TV 


vith Samsung's 3D LED TV, movies, sports and games come to life with dynamic depth and rich realism 
Our cutting edge 3D technology brings to you images with incredible natural accuracy and dramatic 


etail, stretching the limits of vour imaqination (30 aneac. expenence the next dimension of entertainment 


WAL D))3D | Internet @Tv o}|share 


Share movies 


Zar dala 


egy available across the LED, LCD and Plasma range. 
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From the Editor 


ome of the most profound thoughts are also the 

simplest. But it takes a thinker to make the 

connect. C.K. Prahalad was one such thinker. India’s 
Sample some of his fundamental insights: “A core Coffee "H 
competence is a bundle of skills that are not widely 
available in an industry;" "The best way to eradicate 
poverty is through profits;" "The forgetting curve is 
as important as the learning curve;" "Thinking 
about the future is not just the role of the ceo. It is the 
obligation and responsibility of everyone. This is a 
non-elitist view of strategy-making." His body of work, that spans over three 
decades, is full of such epochal statements—mostly in the field of corporate 
strategy. That's why we thought the best way to pay tribute to this legend 
was to give you a glimpse of his shibboleth-shattering statements from the 
past, an expert view on what Prahalad would have done next if he hadn't 
passed away and an exclusive reprint of his last published article in the 
Harvard Business Review that he authored around his newest insight—being 
environment-friendly is not a burden for companies, but a mother lode of 
technological and strategic innovation (pg 82-90). 

Simplicity often has another partner—success. V.G. Siddhartha, 
promoter of Café Coffee Day, seems to strike the perfect balance between 
extraordinary simplicity and what is now turning out to be an extraordinar 
success. After becoming the unquestionable coffee king of India, Siddhartha 
a reclusive billionaire, is setting his eves on a global expansion that will mak 
him the owner of the world's third-largest coffee chain. Our cover story 
(pg 38) provides you for the first time an extensive and exclusive account of 
how Siddhartha built his business (which includes much more than coffee) 
with a perfect brew of grit and gumption. Indian food has always been a 
melting pot of tastes and cuisines and there are endless tales of innovation ir 
the menu. But innovation in 
the delivery of Indian food hav 
been far and few between. The 
second part of our cover story 
captures a new trend of "quick 
service Indian food restarants" 
and highlights its business 
potential (pg 48). 

We all know that India live: 
in its villages. But very few of u: 
know that after a generation ot 
so the majority of Indians will live in its cities. Even fewer of us have a clue a 
to what it means in terms of urban planning and investment. Our B7 Special 
(pg 92-103) delves into these issues, with some guidance from a recently- 


released McKinsey report on the subject. 
K. whl Samii 


ROHIT SARA! 


King € ! 





PS: Coffee Day's Siddhartha invested Rs 27 lakh in the Infosys iro and 
sold the shares for Rs 2 crore in two years. How much would the value 
of his Infosys shares be today, if he had held on to them? Find out in 
our cover story. 


For more information, please 
contact your local IFA investment advisor 
on www.investinfrance.org 
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across the planet. For us, that's a major opportunity. >> 
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Data Wizards in Demand 
India's Best CFOs (ar cover, May 2) underscores how good 
organisations separate themselves from their competitors 
by using data to improve performance. Companies are 
increasingly relying on CFOs who are proactive about the way 
data are collected and used to improve outcomes and reduce 
the cost of doing business. 


Neha Thakur, Kolkata 


Growing in Stature 

With the public outcry for accountability 
and increasing pressure to justify budget ex- 
penditures, reduce costs, and grow prof- 
its, the job of the cro has become more 
challenging than before. Major corporate ac- 
counting scandals like Satyam have further 
redefined the cro's role as the strongest 
functional leader on the executive team 
who's required to bring risk management, 
accounting, finance and management skills 
to the table apart from playing a strategic 
role in policymaking decisions in an or- 
ganisation—a far cry from the days when 
CFOs just crunched numbers and reviewed 
financial reports. Vinit Madhukar, Delhi 
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The Blue-eyed Boys 

The challenges of the recession have 
whipped cros into shape for broader lead- 
ership roles. With companies putting new 
and relentless focus on working capital and 
cash management, a greater number of 
finance executives find themselves on the 
radars of various company boards in the 
matter of succession planning. It's no surprise 
that we see an increasing number of ex-«cros 
ascending to the cao post. Alok Rai, Chennai 


Cow-to-customer Business 

Butter Girl Gets Tough (Br, Aprill 8) shows how newer technology, demand 
for novel products, new customer preference and innovative retail techniques 
are transforming the face of the dairy business in India. As consumers 
today have more products to choose from, even dominant players like 
Amul are forced to try out new initiatives to expand their customer 
base and market share. B. Rajasekaran, Bangalore 





WRITE TO: 











6 BUSINESS TODAY May 16 2010 
















FOR SUBSCRIPTION ASSISTANCE WRITE TO: 


A Correction 


In the story Welcome, High-end Patients (Br. 
May 2), Mr Vishal Bali's designation was 
given as CEO, Fortis Healthcare. He is ceo of 
Fortis Hospitals. The error is regretted. 


With Strings Attached 

Worn Out at Work? (Br, April 18) is a good 
reminder that paying top dollar alone 
cannot keep employees happy. Well-paid 
employees at many multinationals and 
big companies often find their work-life 
balance out of kilter because of working 
long, arduous hours that stretch beyond 
the standard official time. In practice, this 
amounts to squeezing work of two em- 
ployees at the cost of only one. Companies 
should let go their obsession with dem- 
anding the last pound of flesh from their 
employees and allow them more space 
and freedom. M. Kumar, Delhi 


BT Scrapbook 

_ D» React to articles in BT 
Suggest story ideas 

_ D'Share your experience as consumer or SME 
>See what others have to say on our stories 
On scrapbook at www.businesstoday.in 
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FOCUS 


Fixing the IPL! 





RBI's Trilemma 

New WagonR 
Zoozoo's Finest Hour 
The Greek Contagion 
Solar Energy Shines 


The IPL controversy exposes the urgent need to revamp the BCCI and other sports bodies in India. 
BT asks experts to draw a blueprint for the radical reforms required to clean up the mess. 





Balu Nayar 


Head of Morpheus Media Fund; Earlier, Managing Director of IMG India 


hange. Radical change. 

That's what's needed—not 

just in the Indian Premier 

League or IPL, but in Indian 
cricket in general. 

Let's look at what the IPL set out 
to do (and did) for Indian cricket. 
The league ensures that our young 
talent has a far lower career risk 
when deciding to opt for cricket as a 
profession, that our sportsmen are 


exposed to the best coaches, that our 


stadia are continually upgraded, and 
that numerous employment oppor- 
tunities are created around the coun- 
try. The PL could one day fund Test 
cricket and other sports in India—ike 
an enlightened music label(!) 
subsidising its classical music portfolio 
with revenues from pop music. 
However, for Indian cricket 
lovers, the recent revelations have 
been a drastic watering down of a 
psychedelic Indian dream. 


Let's look at the core issues and 
some radical solutions—some ol 
these may appear unrealistic, but 
it's crucial to aim for the ideal. While 
the scct has been successful in mar 
keting cricket, governance is an issue, 
whether in reality or perception. 
Keeping aside the issues concerned 
with private trusts, it's clear that at 
least a partial government control 
over the sport is warranted, perhaps 
on the lines of the bank nationalisa- 
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tion programmes. Rather than struggling 
in the quagmire of bureaucracy, it's best 
that the cricketing body is structured on 
the lines of a quasi-Psu. All members of 
Cricket India will need to be salaried pro- 
fessionals, accountable for sporting and 
commercial objectives as well as corporate 
governance. 

One of the key allegations concerns 
misconduct during financial transac- 
tions, including team bids, media rights, 
etc. The only remedy is to have these 
sensitive processes managed and au- 
dited by one of the Big Four firms, with 
due checks in place to eliminate any 
possibility of corruption. In future, any 
cricket-related financial transaction will 
need to carry the stamp of a reliable au- 
ditor for the process to have credibility. 

Both the gcc as well as the state crick- 
eting associations are manned largely by 
politicians, and it would perhaps be a 
wise decision for them to voluntarily step 
aside to allow the professionalisation of 


Charu Sharma 


Former CEO, Royal Challengers Bangalore 


N othing wrong in dreaming huge 
and delivering big. But not at any 
cost. One wishes Lalit Modi had learnt 
this lesson early in life. 

The concept of city-based sports 
leagues is as old as professional sport. 
The problem was the ridiculous short 
time frame allotted to get the inaugu- 
rated PL up and running. A gun to the 
head is a pretty good incentive for cut- 
ting a few corners, ignoring or circum- 
venting a few laws, but getting the job 
done. Yes, the job was done, but on the 
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cricket administration. 

The root-cause of match-fixing is 
illegal cricket betting, which is estimated 
to be about Rs 1,60,000 crore per an- 
num, and continues to flourish. The best 
solution to this problem, which obviously 
runs on black money, is for the govern- 
ment to create a legal cricket betting plat- 
form with the operations licensed out to 
competent organisations. This would not 
only help the sport, but could bring in 
substantial revenues to the government— 
multiple times the current tax receipts 
from the iPL of around Rs 200 crore. 

A national sporting achievement 
such as the IPL raises a country's opti- 
mism index quite dramatically. 
However, the reverse is also true—if 
quick measures aren't taken, the neg- 
ative impact on the national psyche 
could be significant. A cleansed cricket 
ecosystem where credibility and com- 
petency prevail—that's what's needed 
to raise the collective spirit. 





run. Mistakes were bound to be made. 
The pace of the journey was so quick, 
there was no way the ponderous ways 
of the ncct, or, indeed the august IPL 
governing council, could keep up. An 
ideal scenario for a man of Modi's tem- 
perament, character and ambition. 

No one can fault or grudge the suc- 
cess of the IPL in certain primary areas. It 
became a high-profile proving ground 
for many talented youngsters. The fran- 
chisees, after a lot of initial confusion and 
bickering, realised they were on the right 
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WHAT IT MEANS 
Clueless. An idiot. Or 
somebody who is unaware 
of happenings around 
him/her. 


side of the demand and supply chain. 
And most of all, the public seemed quite 
pleased to lap up this latest form of crick- 
etainment. Who knew. or cared whether 
the paperwork and methodology of all 
financial transactions was above board. 
After all, it wasn't public knowledge, hid- 
den as always, deep within the sanctum 
sanctorum of the BOCI. 

The Tharoor saga, sad as it has been 
for him, opened the floodgates. For me, 
however, there were early warning 
signs of impropriety. Take the whole 1 
rights issue which cropped up before 
IPL2, Sony purchased the telecast rights 
from wsc for near $1 billion. And, just 
because the IPL powers-that-be smelt 
more money in that area, a 10-year 
deal was scrapped after just one year on 
the basis of some lightweight excuses. It 
was a ridiculous turn of events against 
the biggest revenue earner for the IPL. 
But what followed was stranger still. 
The very same Sony was then allowed 
back in as telecast partners for the next 
nine years at a mind-boggling 
$1.6 billion or so! If they were indeed 
incompetent telecasters, which they 
were not, how come they were allowed 
the same privilege? Sony may have 
been desperate enough to be coerced to 
pay $600-700 million more for the 
very same property. But, to my mind, 
ethics and contractual obligations seem 
to have been paid scant respect. 

It's very difficult to clear the current 
mess. There are too many people 
involved. Everything is conjecture at the 
moment and nobody knows about the 
extent of involvement. If it's all about 
taxation liabilities, that’s a very easy 
thing for the PL to clear. It has to be 
more than that. It has to be established 


ORIGIN 

The word is derived from 
the web HTTP error message 
"404 Not Found" which 
turns up on a browser when 
a web page is not available. 











whether there were any serious legal 
transgressions (like money laundering). Billion-dollar 
But everything can be covered up. The 


establishment has no will to see the end Questions 


of it. More than half of the established, 


e How many shares in IPL 


after all, is part of this game. franchises are held 

So, what is the way out? The Modi through shell companies, 
saga has provided the country with a including those incorpo- 
fantastic opportunity to cleanse cricket rated out of overseas 
administration and, perhaps, provide a tax havens? 
model for all federations. Transparency, e What procedures were 
to my mind, is the answer to so many adopted while doling out 
ills that plague India. I hope I'm not contracts for broadcast- 
sounding too naive, but a retired ing, event management, 
Supreme Court judge, paid a standard advertising for IPL? 
salary by the government, could easily e Was match-fixing a 
play the role of an independent director regular feature? 
on every federation. Then. whether rich e Why was the IPL govern- 
or poor, every federation has a very ing council a silent 
good chance of functioning in a trans- spectator to the mess? 
parent manner. Which I suspect, will BT 


gradually bring in increased corporate 
funding into sport, which awaits only a 
more transparent account of the utilisa- 
tion of its financial support. 





USAGE 

In 2008, a study found that '404' had become a slang 

synonym for clueless, especially in the British techie 
P circles. In Australia, though, a '404 moment’ is used in 

medical circles to describe a situation when a doctor 

on his rounds is unable to locate a patient's records. 
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FOCUS-POLICY 


The Problem of Plenty 


The surge in capital inflows, and the consequent hardening of the rupee, 
Is emerging as the next big challenge for the RBI. rasv snuva 





» Inflation 


PROBLEM: Has exceeded 
RBI's target of 8.5 

per cent, with prices of 
manufactured goods 
too rising 

ACTION: CRR hiked in 
January, Repo and 
reserve Repo rates in 
March and CRR, Repo 
and reverse Repo 
rates in April 


4 Exchange Rate 


PROBLEM: Net capital 
inflows at $42 billion 
during April-December 
2009 were six times 
the $7 billion in the same 
period last year. The 
rupee appreciated by 
over 15 per cent during 
2009-10 up to February 
(compared to a 10.496 
depreciation in 

the previous year) 
ACTION: RBI says it's 
monitoring exchange 
rate volatility and its 
potentially harmful 
impact on the real 
economy 


» Interest Rate 


PROBLEM: Rate hikes 
would hurt recovery, 
private credit offtake 
and government 
borrowing programme 
ACTION: Smaller, 25 
basis point hike in policy 
rates to shield the 
recovery. The stated 
motive is not to hamper 
the recovery process 
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Subbarao, Governor, Reserve Bank of 


India, has been confronted with di- 

verse challenges for long now. And 
the RBI's annual policy statement acknowl- 
edges the tightrope walk for Subbarao. As the 
domestic balance of risks shifts from growth 
slowdown to inflation, the policy stance 
must recognise and respond to this transition, 
says the RBI. "This time, calibrating the pol- 
icy was a big dilemma for us. It was more dif- 
ficult than before as we had to maintain a 
finer balance," says Subbarao. 


The bigger dilemma is the paradox of 


higher capital flows because of better growth 
prospects in India—and the challenge it 


poses. Appreciation of the rupee is one of 


those challenges. Academically, when in- 
Nation shoots up in an economy which has 
a current account deficit, its currency should 
depreciate. But the exact opposite has been 
happening with the rupee. Says Subbarao: 
"We do not look at the exchange rate as an 
instrument for managing inflation." 

In his January policy review, Subbarao 
had highlighted capital inflows as the next big 
threat after inflation. "We do not want too 
much in excess of current account deficit 
and that is what we are hoping for and that 
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is what we will calibrate our policy towards." 

Here's why the RBI is worried. In 2009- 
10, capital inflows have surged to over $90 
billion. And capital inflows to India during 
2010-11 are expected to be stronger. While 
the push factors for a surge in capital in- 
flows include excess global liquidity accom- 
panied by low interest rates leading to search 
for higher yield, the pull factors include the 
buoyant growth prospects and favourable in- 
terest rate differential. 

And that gives jitters to Indian exporters, 
particularly the small and medium enter- 
prises (SMEs). "Currency volatility in either di- 
rection is bad news for smgs,” says Anil 
Bhardwaj, Secretary General, Federation of 
Indian Micro and Small & Medium 
Enterprises (FISME). 

So, would RBI step in to do active capital 
account management? "We feel that a 
greater RBI intervention (USD purchase) is on 
the cards,” says Deepali Bhargava, Chief 
Economist, ING Vysya Bank. Subbarao rules 
out any such move. "At eight per cent GDP 
growth, we would need finance. We are 
only worried about capital flows in excess of 
our absorptive capacity,” he says. But, 
clearly, the central bank could spring to 
action soon. “When inflows were in excess, 
we had modulated NRI deposits and ECB 
flows,” he adds. So, something similar can- 
not be ruled out. 

Back to Subbarao's dilemma, he admits 
that RBI would have moved more slowly 
towards normalisation if it were not for an 
inflationary situation. "The smaller rate 
hikes are just apt at a time when the purpose 
is not to constrain the nascent credit growth 
recovery," says Bhargava of ING Vysya. The 
RBI Governor, however, is keeping his op- 
tions open: "I will not rule out mid-cycle 
action, because we do not know how the sit- 
uation will evolve." He has quite a task 
ahead of him. 


Even water loves Roca. 
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FEATURED MODEL : EVOL 


Naturall / Sleek lines and exi juisite ' 


ME ces | T STET THE LEADING GLOBAI 
EET NE Ie NH VISION USE Y TOT SQUN V BUS NUM BATHROOM BRAND 


loves water too. And thi AMIS-PMEESISROP MOI www.roca.com 
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FOCUS-REVIEW/ TECHNOLOGY 


Websites 









Every issue we will 
feature a website that 

: hy are we testing the WagonR? It is a 
wil make your work o W car that has survived Tl years with 
life a lot easier. This fort- minor tweaks here and there, and is 
night we look at a new India's second-favourite car with 12,000 sold 

' every month. Well, make that ‘is’ into a ‘was’, 

Way of sharing docu- because the WagonR has received a platforr 
ments on the Internet. change. Instead of bringing the second- 









generation Japanese WagonR to India a: 
expected, Maruti is bringing the brand- 
new third-generation model recently 
launched in Japan. As for the car, like t! 
old WagonR, it's not a looker. Maruti, 
though, has changed the looks of the c: 
a bit to look like the existing model, so t! 
buyers feel familiar. But the car is wider am 
ler and acquires the A Star's 998cc K-serie 
engine giving it improved economy and BS-IV 
compatibility. This economical motor is not bi 
on open highways, but it's not a car built for 


+ Bigger and wider, comfortable interiors, 

good ergonomics 
i» Boring to drive, No LPG 'Duo' option at launch 
Price: WagonR VXi with airbags and ABS Rs 4.17 lakh 
(ex-showroom Delhi). Range starts at Rs 3.28 lakh KUSHAN MIT 


speed or handling, despite a much improved 
suspension. The biggest change is inside. The 
improved interior fitment and drivability wou! 
help the new WagonR withstand competition 
from Hyundai, Ford, Tata and Fiat. 





This site is still in public beta 
and you have to sign up for the 
wait-list, but the concept is 
fascinating. Microsoft has built à 
document-sharing application 
around their upcoming Office 
2010 that will integrate totally 
into Facebook. 

This will allow you to share your 
documents, spreadsheets and 
presentations with your friends 
on the social-networking site 
even if they don't have Office 
installed on their computers. 
This is made possible by Office 
2010's new ‘Web Apps’ feature, 
which is Microsoft's way of 
taking on competitors such as 
Google Docs-moving 
documents from your 

computer onto the 'cloud' on 
the Internet. Need help with 
some presentation ideas or 
have writer's block on a story 
you are working? Well, it will 
now be your friends on 
Facebook to the rescue. 

We're not sure how well this will 
work, but the concept of 'social' 
is interesting for something 
that quintessentially belonged 
to the workplace. -KM 


3 ~ 


" ' » AAN — x e À 2s 3$ E = T M 
i OE tc aliis EZ | Crane 
| stan sence otc Je is calling XE. 


Motorola 
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first Android device in India (the ‘Droid’ inthe ; 


US) and this is the first really cool Motorola 
mobile device in years. Pretty much, the first 
Motorola one might want to use since the 
RAZR. Operating on Google's latest build of 
the Android operating system, we were im- 
pressed by the device's smooth re- 
sponse, particularly of the multi-touch 
screen. The slide-out keyboard is ex- 
tremely useful, though the gold bezel on 
the navigation button is a bit much. Motorola India 
is throwing in 'MotoNav', a free-for-life turn-by- 
turn navigation software based on MapMylndia's 
maps, which is pretty nice, but maybe as a force of 
habit, we tended to use Google Maps (also in- 
cluded) a bit more thanks to its smoother inter- 
face. If you buy it, please do download Google's 
fabulous ‘Sky Map’ from the Android marketplace, 
which explains the night sky in amazing detail. -KM 


Price: Rs 32,990 : 


d 





@ Smooth interface, excellent Build Quality 
ce, EX jild qua 


physical keyboard A M 





. gg Thin, but quite bulky. Battery life could 


be better 
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*French fashion for men 
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future er Ws venture 


EXCLUSIVE STORES: 
DELHI: DLF Place, Vasant Kunj, Tel: 011 46609068; Shop no. 41A-B, Khan Market, Tel: 011 45651897; G-9A, Janak place, District centre, Janakpuri, Tel: 011 4 
Great India Place Mall, Noida, Tel: 01204212382. MUMBAI: Palladium Mall, Lower Parel, Tel: 022 40802301; Cusrow Baug, Coloba Cause Way, Tel: 022 41769 
R-City Mall, Ghatkopar (W), Tel: 022 65148225; Inorbit Malls, Vashi, Tel: 022 65157005. BANGALORE: Brigade Road, Tel: 080 41232181; Mantri Mall, Malleswaran 
Tel: 080 22667018. CHENNAI: Ampa Skywalk, Nelson Manickam Road, Tel: 044 43300452. Also available in Ahmedabad, Bangalore, Bhubaneshwar, C 
Chennai, Delhi & NCR, Guwahati, Hyderabad, Indore, Jaipur, Kanpur, Kolkatta, Mumbai, Nagpur, Siliguri, Pune at selected outlets of 
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of the fortnight 
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hey danced, snick- 
ered, hollered and 

laughed all the way 
to the top prize in Indian 
advertising. Zoozoos, the 
egg-headed, pencil-limbed 
mascots of Vodafone Essar 
swept the creative awards 
at the Goafest, last fort- 
night. Created by Ogilvy 
and Mather (O&M), the 
2002005, in reality, are 
petite women in white 
bodysuits with expressions 
glued on to their face 
masks. The zoozoos may 
not yet be iconic mascots 
like the Air India's Maharaja 
or the Amul Butter girl or 
Gattu, the impish Asian 
Paints' boy. But their 
popularity has soared since 
they made their first tube 
debut in the second edition 
of the Indian Premier 
League (IPL). 
Over four lakh fans follow 
them on social networking 
site Facebook. Last Raksha 
Bandhan, shops in parts of 
the country sold zoozoo 
rakhees. Like all famous 


people, they've had their 
little brush with trouble, 
too. Last fortnight, the 
Advertising 
Standards Council 
€ @ ofindiabanned 
an ad which 


showed a 
zoozoo trying to 
hang itself. The 
first 3O zoozoo 
ads were shot in 
.  . 30 days for a 
` budget of Rs 3 
— crore. Compare 
that to the cost 
of signing on 
any celebrity 
endorser (not to 
' mention the 
/ tantrums while 
managing them) and 


zoozoo is a winner, 
all the way. 


Í di re you know that the 
/ | 
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Why has Andhra 
Pradesh succeeded in 
driving out Maoists? It's 
= because of economic 
N | development. There is 


b ; P» no recruiting ground 
| r for Maoists. 


P rt 
NY T : Home Secretary, on government's strategy to 


combat the Maoists, in The Times of India 





We know 

; that there 
I'm used to is areasonably 
delivering on promise. large group 
ber va to a with of people in 
civilise e. iri 
Unfortunately in public — 


life in India, these are crim "i 
not the attributes that 7 
information. 


you see. 


Google Chief Executive, 
Chief Mentor, Infosys, on not accepting at a meeting of the American 
any public office, in Mint Society of News Editors 





CLASSIC BUSINESS QUOTE 


We may need to solve problems not 
by removing the cause but by designing the 
way forward even if the cause remains in place. 





Is your business in 


shape to compete? 


Are all your resources aligned to maximize your 
strengths? At atime when the margin for error 
is smaller than ever, high-performance businesses 
must not only outthink their competition, they 

must out-execute them as well. In fact, operational 
excellence is one of the most important drivers of 
high performance. To see how our vast experience 


and research can help you turn execution into a accenture 
competitive weapon, visit accenture.com/india 
e Consulting s Technology e Outsourcing Hiah nerfarmance Delivers 
| | 
| | 





FOCUS-BT POLL 


By how much do you expect your 
salary to rise this year: up to 5%, 
6-10%, 11-15%, or more than 15%? 







At my levels, the salary hike is going lam expecting a salary hike of Up to 5% 

to be between 6 and 10 per cent. TH5 per cent. Last year, compar 13 Boy Above 15% 
Due to the higher base, the absolute nies across the board slashed = 

increase will be lower than the Salaries at all the levels. Now that To 
middle and junior levels, where the we are coming out of recession, Ye o 


Salaries may go up by 13-15 per cent. — companies will increasingly look 
Employees are upbeat about their for ways to motivate employees 


increments this time. by rewarding them well. ^; 
Yashovardhan Verma, Joy Nandi Results of BT Online poll; 
C00, LG Electronics Client Partner, Korn/Ferry No. of respondents: 226 
In the past five years, has your 
income risen faster than the rate of inflation? 
Log on to www.bdusinesstoday.in to cast your vote 
d COMPILED BY MANU KAUSHIK 





Bharti Airtel is busy building a global footprint. Its 
buyout of Zain Africa BV will give it access to mobile 
operations in 15 African countries with a subscriber 
base of over 42 million. Its network coverage will now 
span 1.8 billion people across Asia and Africa, the 
second-largest by any telecom company globally. 


BT-ERNST & YOUNG 


Deal V/atch 


BIGGEST DEALS IN THE PAST 30 DAYS* 








TARGET Acquirer/Industry TYPE DEALVALUE STAKE 
crore 






















Zain Africa BV  BhartiAirtel Limited/Telecommunications = — Acquisition — 100 

Empresa Mixta Indian Oil Corp, ONGC, Petroliam Nasional Bhd, Investment 40 

Ee. Repsol YPF SA/Oil & Gas 

Asian Genco Limited Everstone Capital, General Atlantic, Goldman Sachs/ Private Equity NA 
Megan Stanley/infrastructure 

Marcellus Shale Reliance Industries Limited/ Oil & Gas Investment 40 

Telco Construction Equipment Hitachi Construction Machinery Company/Real Estate, Investment 20 

Company Limited Hospitality & Construction 

Pipavav Shipyard Limited SKIL Infrastructure, SKIL Shipyard Holdings/Infrastructure Investment 19.4 

2ist Century Infra Tele Limited SREI Infrastructure Finance Limited/Telecommunications Acquisition 100 

Onco Laboratories (Cyprus), Strides Arcolab Limited/Pharmaceuticals Acquisition 50 
. Onco Therapies (India) | MODE DE “4 

MSK Projects India Limited Welspun-Gujarat Stahl Limited/Infrastructure Acquisition T5 


Ernst & Young is a leading M&A advisor in India. The data is based on media reports and company announcements. Any decision on the basis of this information should be 
taken only after professional advice. Business Today or E&Y do not undertake any responsibility with regard to any such decision. * As on April 12, 2010 # Includes net debt of 
Rs 7,552.7 crore and an equity value of Rs 39,984 crore Not a complete list. 
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A TATA Product 





GET THE MOST AMAZING SAVINGS 


WITH THE 5 STAR-RATED VOLTAS ENERGY-EFFICIENT ACs" 


SENSIBLE COOLING TIPS” 

* Set temperature between 24°C and 26°C - the 
comfort zone. 

* Clean your AC’s filter twice a month. 

* At night, set your AC on Sleep Mode. 


* Choose Auto Timer to switch your AC off at the 
desired time. 


* Use curtains to cut direct sunlight to your room. 


* Keep appliances that generate heat away from 
your AC. 


6 V * Clear area around your Split AC's condenser for 
2, 2 efficient cooling. 


* Choose energy-efficient Voltas ACs with higher 
BEE Star Rating. More stars mean more savings. 
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Every star-rated Voltas AC comes with advanced Sensible Cooling Technology 
that consumes less power and saves you money. 


HOW VOLTAS SENSIBLE COOLING TECHNOLOGY WO 





SFOUUTUWURNTUUQ OF PINES. 





India ka dil. India ka AC. 


www.voltasoc.com 






Voltas 24x7 Customer Care - 1800 425 4555 / 1800 266 4555 (Toll Free) or SMS «AC» to 56677. 
E-mail: vcore@voltas.com. Insist on Voltas stabilisers for your Voltas AC. 





CORPORATE OFFICE ADDRESS: VOLTAS LIMITED, VOLTAS HOUSE'S’, 2ND FLOOR.T B KADAM MARG, CHINCHPOKLI, MUMBAI 400033 Ph:022-66656702/671 | BRANCH OFFICES: 
AHMEDABAD Ph: 079-66301192/93/94, ANDHRA PRADESH Ph: 040-66746808. BHUBANESWAR Ph: 0674-2544919. CHENNAI Ph: 044-66760311/374, 044-24344572 COIMBATORE 
Ph: 0422-6502419, 6502415. CHANDIGARH Ph: 0172-66101 16/17/31. GHAZIABAD Ph: 0120-2706065/4788/4791,0120-4155712. GOA Ph: +9! 9326442157. GUWAHATI Ph: 0361-2229213 
HARYANA Ph: 0! |-66505550. INDORE Ph: 0731-4046393. JAMSHEDPUR Ph: 0657-6622370/78, +91 9709101415. JAIPUR Ph: 0141-6451 748, 0141-6541013. EAST ZONE & KOLKATA 
Ph: 033-66266227/6207. KARNATAKA Ph: 080-67! 32560. KERALA Ph: 0484-6605555. LUCKNOW Ph: 0522-6568424. NAGPUR Pi: 0712-3256175. NORTH CENTRAL ZONE & DELHI 





Asansol GT Road Dutta Optics Exclusive - 2221300 Bangalore Commercial St Anglo American Optical Co. - 9880090068 Jayanagar 

Vision Care - 24913812 Annanagar C thru Opticians - 42693890; Turakhia Optics - 26269297; Vijaya Optical House - 26200999 Ashok ? 
28277706 Perambur New Venus Opticals - 26700843; Turakhia Optics - 43555200 Porur Trinity Optics - 24753777; Turakhia Optizone 
9811055255 Jagriti Enclave Anant Jyoti Opticals - 22140007 Janpath Bonton Optician - 23319716 Kalkaji Wadhwa Optikos - 2643 
9312253042 Lajpat Nagar Bonton Sight Care - 29816144; Dayal Opticals - 41720900; Optical Place - 29812981; Xpert Opticians - 298: 
.C.Opticals & Contact Lens Clinic - 24676056 Paharganj Dr. Monga & Sons Opticians - 9899802838 Pitam Pura Delite Optics 
Garden Dr. Monga Opticians - 9811075070 Sarojini Nagar Om Opticals - 26874629 Vasant Kunj OM Opticians - 26125353 Vasundh 
- 2517070; Focal Point - 9811045166 Hyderabad Punjagutta Eye Tech Optics - 23354262 Kolkata Jodhpur Park Rolex Opticals - 2418 
Himalaya Optics - 23550507 Mumbai Andheri Deepak Opticians - 28572241; Drusti Optics - 26301822; |-Care Opticians - 26834656; ! 
Chembur Gerard Opticians - 25285740; Girish Optics - 25224423; Specs N Lens - 25282909 Dadar V.A.Mayekar - 24453755 Gore 


Optics - 25797998 Santacruz Phiroze.M.Dastoor & Co. - 26490028 Vasai V.A.Mayekar - 02502340543 New Mumbai (Seawoodl Hollyw: 





IF ONIONS MAKE YOU CRY, 
IMAGINE WHAT UV COULD BE DOING. 


Your eyes react to and evade the mildest of threats spontaneously. But as they cannot see the sun's 
ultraviolet (UV) rays coming, they are totally defenseless against them. What's more, your eyes are 
exposed to the harmful UV rays every day. Over time, UV rays harm your eyes and can cause severe 
eye diseases, even blindness. Protect your eyes with Transitions lenses: everyday spectacle lenses 
that cut out the UV rays completely by adapting to the changing light conditions whether you are 
indoors or outdoors and provide total comfort. Talk to your optician and insist on Transitions lenses, 
so that your eyes can see a better today and tomorrow! 


Know the extent of UV threat to your eyes today. SMS ‘UV<SPACE><NAME OF YOUR CITY> to 56006 


PROTECT YOUR EYES WITH 


Transiti@ns 
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150 Jeevanbhimanagar Udani Optics - 25297229 Koramangala Udani Opticians - 25634343 Chennai Adyar Turakhia Opticians - 45006100; 
23710897 Broadway Vijaya Optical House - 25383721 Mylapore Turakhia Opticians - 28116570 Nungambakkam Savera Opticians - 

' Kapleshwar Optics - 28158700; Turakhia Opticians - 45502244 Velachery True Vision - 22593574 Delhi Green Park Laxmi Opticals - 
«huja Opticals - 23847151 Karol Bagh Verma Optical - 9899470504 Krishna Nagar Qandhari Optics - 9871657900; Sharma Opticians - 
—hiva Opticals - 22506043 Malviya Nagar Dhawan Opticals - 26672928; Shiva Opticals - 26686843; Vision Solution - 26680086 Moti Bagh 
t Vihar Lens & Light Opticals - 9811047089 Punjabi Bagh Siddharth Opticals - 9818211356 R.K.Puram Ajit Opticians - 26171842 Rajouri 
The Optical Point - 9871344746 Vikas Puri Maggo Optics - 9717001093 Gurgaon Jharsa Road Optic Gallery - 2311900 Noida Dayal Opticals 

- 23974325; Optical Palace - 9051122222 Little Russel Street Eye Catchers - 40016505 Saltlake Himalaya Insight - 23592626 Ultadanga 
Stores - 26283981; Sunayan Optics - 28322348 Bandra Girish Optics - 26421839; Vision 2020 - 26425755 Borivali V.A.Mayekar - 28926972 
sees - 28426740 Khar Virgo Optiks - 26462437 Parle Classic Vision Opticians - 26152225; Turakhia Opticians - 26713545; Powai Navrang 
1500 Thane Hollywood Optician - 65135700 Ranchi HB Road Paul Optics - 2209325 Main Road Pauls-The Scientific Opticians - 2330299 
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Demystifying 


The Greece Crisis 


The festering Greece debt crisis is threatening to engulf the Eurozone 
and take its toll on the global economic recovery. ANAND ADHIKARI 


Genesis of the Crisis 

The financial meltdown post the Lehman 
crisis and unchecked spending by the 
government gradually pushed Greece's 
external debt and budget deficits to 
unimaginable levels. The debt has now ac- 
tually shot up from 90 per cent of the 
country's GDP in 2008 to over 150 per 
cent now. Similarly, the budget deficit 
has peaked at 13 per cent of the cpp. 


Situation on the Ground 


The domestic economy is reeling under 
severe recession. Global rating agency 
Fitch has already downgraded the gov- 
ernment debt rating to the lowest rating 
lor an investment grade bond. This has 
a direct bearing on the foreign investors' 
interest in investing in government se- 
curities and other instruments. The 
country will actually default, if it doesn't 
arrange 80 billion euros in the next 
few months. 


Impact on Europe and Other Countries 


The Eurozone would receive a big jolt if 


Greece defaults on its debt. A significant 
part of Greek bonds are held by finan- 
cial institutions in Eurozone countries. 


MAY 16 2010 
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Then. global investors having lost a lot of 


money holding Greek bonds could dump 
government bonds of countries like Spain. 
Ireland, Portugal and Belgium that are 
seen to have similar budgetary problems. 


Options for Bridging the Gap 

There are only two options for the Greece 
government; raise money from the mar- 
ket (that will come at a high interest rate) 
and borrow from the European Union 
and iMF (which will come with many 
conditions). In fact, the £U and IMF are 
working on a bailout package of about 45 
billion euros. 


What It Means for India 


There is little impact in the short term 
given India's limited trade with Greece. 
However, if the contagion spreads into 
the Eurozone there could be some 
tremors in India. It would not only im- 
pact Indian exports to the region 


(Europe accounts for 25 per cent of 


India's exports). but also foreign capital 
inflows into the country. It would also 
keep Dalal Street on its toes. Global stock 
markets are already jittery and stocks 
could drift lower if the crisis festers. 


22 MILLION 
INDIAN FAMILIES 
NEED HOUSING 
THIS YEAR. 


We are working on it. 


Investments | Advisory | Real Estate | Infrastructure 


www.innogroupholdings.com 
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FOCUS-GRAPHITI 


SULAR P OWER Photovoltaic -1 
FOR THE FUTURE CES 
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Transparent conductive 





i ide | — Multiple dichroic filters 
India plans to generate — — are included in photovoltaic 
20,000 MW of solar power A cells to increase efficiency 
by 2022-up from 12 MW SAM Who mottpie bean 
in 2009. Several Indian - l 


_ Each beam contains light 
ik in one of the desired 
wavelength bands. 
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Photoelectric property of some materials causes them to 
absorb photons of light and release electrons. When these 
free electrons are captured, an electric current results 
that can be used as electricity. 


COST OF ENERGY si 


$99.6 
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PV POWER GENERATION 
MW (2008) 
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February 2005 
JV signed between 
Mahindra & Mahindra 

and Renault. M&M owned 
5196, Renault 4996. 


April 2007 
Bookings open for the 
Logan, the JV's first 
product-targeted at B-segment 
and entry-level C-segment 
buyers. The petrol variant is 
priced at Rs 4.28 lakh. 


| 






me, 
dl 





Cost of putting up 1MW 


| NOW BSNL and MTNL have already rolled 
out 3G services. Last fortnight, nine 





solar PV plant a Edward Weston received first US telecom companies, including the likes of Bharti Airtel, 
= patent for “solar cell” in 1888. Reliance Communications, Vodafone Essar, commenced 
« | ecl 5 i Einstein was awarded the Nobel battle for 3G airwave slots across 22 circles in an online 
e prize for paper on photovoltaic auction. At the time of writing, the auction had fetched 
crore* effect in 1922. bids worth Rs 7,599 crore on the twelfth day of auction. 
The winners will be able to roll out 3G services to their 
IEEE IT EEES ASIII E S in 1954, Bell Labs exhibits first subscribers by September this year. At last, 3G is here 
high-power silicon PV cell. Dawn in India. But the road to 3G was anything but smooth. 


Cost of putting up of modern age of PV. 
1 MW coal-based thermal 


Spectro Labs, US, develops first H L f 
power plant concentrated solar cell with 50 OW ong Or ? 
suns concentration in 1999. 
in. 4-4.5 ECONEFTUE NNNM 
Rs e 


The are three basic types of con- 


For about six months now, DoT has been threatening 


cro re struction of Photovoltaic cells : | 
to come out with a 3G policy, but it hasn't yet 
eCERC estimates cells are delivered on the promise. When BT spoke to DoT 
the most efficient, but also the officials, they again said the policy would be out in a 
most expensive to produce. month's time. This time around, there's another 
The cost of solar calli problem. The new Telecom Minister, A. Raja, who took 
power generation will are slightly less efficient but acida panne? vin pé ap 
also slightly cheaper than 9 
aures down to binecritilint cells. far = allocating the spectrum 
Rs 5-6 is concerned, it is almost 
cells create certain now that the govern- 
per kilo watt hour the least efficient type of ment will conduct an auction. x 
in the next five years. photovoltaic solar panels but TRAI has recommended a 
And this will be almost are also the cheapest. Their minimum price of Rs 1,500 | 3G? 
power output reduces over crore per licence, but among Long a 
on a par with the cost time, particularly during the the operators, only Ratan y d 
of a coal-fired plant. first few months. Tata of Tata Teleservices | 
AN l seems amenable to the idea. 
| Others believe that the 
ADVANTAGES OF PV Solar power use has been — tit — — 
| doubling every two, or pcs org dioi i 
| No need to buy fuel so operating less, vears. T——— veh 
cost is negligible. dics subscribers an operator has. 
It is projected to become the 
No direct impact on the dominant energy source within There's also the issue of whether the auction will be 
environment. a few decades. open to new players. Not surprisingly, the incumbent 


operators think they should get precedence. "We 
believe that existing operators must get priority in 
terms of allocation of this spectrum," says Manoj 
Kohli, President and CEO, Bharti Airtel. Smaller 
players such as Spice Communications worry that 
selective auction will be to their disadvantage. “It is 
important to protect the interests of all the existing 
operators," says Umang Das, Joint MD, Spice. 


@ PV cells are modular and light. 


Can be installed and operated 
in areas difficult to access. 





ALANKAR & K.R. BALASUBRAMANYAM 








B008 2008-09 April 2010 
“spite battling established brands like | In 2008-09, sales drop by half to 13,423 | Renault to exit JV. M&M to 
ruti Swift DZire, Tata Indigo and units. The next year, Logan sales more buy Renault's share. M&M to 
»eundai Accent in the mid-size sedan than halve again to 5,332 units, despite continue with the Renault name and logo on the 


ment, the Logan sells over 25,891 the domestic car market growing at the Logan till the end of 2010. Repositioning 
ts in 2007-08. fastest pace in six years. and re-branding of Logan in the future. T.V. MAHALIN 


We were awarded 
Mini Ratna Category-l Status and 8 more projects 





Owns and operates India's largest 1500 MW hydroelectric project” 
e "Mini Ratna Category- I" PSU 
7 projects in India and 1 in Nepal, under various stages of implementation*"* 
Expected capacity addition: 4,000 MW*** 
Over 15 years of experience in the hydropower sector - 














Consultancy services in India and abroad 


- Committed to environmental and social responsibilities 





"Based on information published by Central Electricity y Authority j 


Out of 7 projects, 1 project is in Nepal, awarded by Nepalese Government under a competitive bidding process ***412 MW from Rampur project and 3588 MW from 7 other p 





"The President of India, acting through the Ministry of Power, is proposing subject to receipt of requisite approvals, market conditions and other considerations, an offer for sale of the Equity Shares of SJ 
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SJVN Limited 
(A Joint Venture of Govt. of India & Govt. of Himachal Pradesh) 


Registered and Corporate Office: SJVNL, Himfed Building, New Shimla, Himachal Pradesh - 171009 
Tel.: +91 177 267 0741 / 0064 / 0490 / 0521 / 1091. Fax: +91 177 267 0542. Website: www.sjvn.nic.in 


Ifor details relating to the same, see the section titled "Risk Factors" of the RHP. The offer of our equity shares has not been and win not be registered under the U.S. Secunties A aS (i 
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INTERVIEW 


CHAIRMAN, ONE EIGHTY 


"RETIREMENT 
LIVING CONCEPT IS 
STILL NEW TO INDIA" 


AN MADSEN, Chairman of One 

Eighty, one of the largest 
privately owned retirement 
community operators in the US, 
spoke to BT'S MANU KAUSHIK about 
the opportunities in India during 
a recent visit. 

Estimates show that there is 
a requirement for over 25,000 
residential units in the country 
just for the upper-middle to rich 
category seniors and this would 
increase at a fast clip of over 20 
per cent every year. With the 
launch of our Kodaikanal project, 
we are aiming at building 5-6 re- 
tirement communities at places 
like Dehradun, Delhi, Mumbai, 
Pune, Chandigarh and Bangalore, 
over the next 2-3 years. 

Typically, each location will 
have 150-250 independent villas 
in the 1, 2 or 3 bedroom format, 
with a medical centre, spa, 
resort, club house, golf course, 
multi-cuisine restaurant, bars, 
coffee shops and gym. 

At the first retirement 
community, the minimum price 
for every couple will be Rs 50,000 
per month which will include 
services such as laundry, utility 
bills, food & beverages, house- 
keeping, monthly health check- 

ups and security services. 
The cost of each villa 
varies from Rs 30 lakh 
to Rs 75 lakh, depend- 
ing upon the size. 

Target audience will be 
the parents of 
NRis who are 
living in India 
and HNIs (high 
networth 
individuals). 


CHAIRMAN, STARWOOD HOTELS 


“100 mn Outbound 
Indian Travellers by 2020" 


RITS VAN PAASCHEN, 

Chairman, Starwood Hotels 

and Resorts, which has brands 
like Le Meridien, Sheraton and 
Westin in its stable, was in India 
recently on a whistlestop tour. He 
spoke to BT's KUSHAN MITRA on his 
chain's plans for India. Excerpts: 


Eight of our 7O "Luxury 
Collection" hotels are in 
India. We are now looking to 
expand the Westin brand. Our 
fourth Westin hotel will open 
shortly in Gurgaon to give us 26 
existing and 15 properties under 
construction here. We are also 
launching our "Aloft" brand, 
which is a youthful and economy 
brand, in Bangalore and 
Chennai. Each of our nine brands 
is different and the economics of 
those brands are different as well. 


There is no reason India 
can't become like China. 
Our 1.000" property globally 
opened in China recently. We 
now have 55 hotels there with 





8O under construction. India can 
be a major growth driver both 
domestically and globally. | 
expect to bring in the "W" brand. 
which is a new type of luxury 
hotel, into India. By 2020, there 
might be as many as 100 million 
outbound travellers from India. 

I would want them to be 
"Starwood Preferred Guest” (SPG) 
members and stay in Starwood 
properties. 


We managed to weather the 
downturn better than 

others. In fact, in 2009 we 
opened 83 hotels, which was the 
second-most in a year in our 
history. We were reallv helped by 
our loyalty programme 
"Starwood Preferred Guest". 

It is the world's leading loyalty 
programme and on any given 
night, four out of 10 beds are 
occupied by a sPG member. But it 
was still a lean period. Travel was 
down and people had to cope 
with it. We are now seeing 
numbers coming back. 


Discover the Big, Bold, Beautiful 
world of Australia 
Only with Thomas Cook S: 


Australian Grandeur 14.days S? 
Gold Coast | Cairns | Melbourne | Sydney 
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HIGHLIGHTS e» "LIMITED PERIOD OFFER 
* Tour aboard the Adventure Duck * Cable car ride to Kuranda e Philip island and the Penguin Parad 
* Visit Dream World & White Water World — * Great Barrier Reef ‘Koala Centre 
* Spend the day at Movie World * Cruise to the Outer Great Barrier Reef -Trip to the Great Ocean Road (optional 
* Glamourous Conrad Jupiter Show * City tour of Melbourne *Harbour Bridge and Darling Harbour 
* A Helicopter Ride at Sea World * Tour of Melbourne Cricket Ground «Go up the Sydney Tower 
* Oz- Trek at the Sydney Tower : Visit the famous Bondi beach -A trip to the Blue Mountains (optional 

















| t 7 à 
| INCLUSIONS | Airfare with Taxes | Accommodation | Sightseeing | Travel insurance | Visa Fees | Meals | 


Also available are Customised Holidays to Australia 


FUN WITH FAMILY!!! | 
_6 Nights|SYDNEY|Rs 68,500/- | Wy MP" 


Toll Free: 1-800-2099-100, Tel: 022 6768 6970 b <a MP 


SMS ‘holidays’ to 56767100 . 
Mail: holidays@thomascook.in, www.thomascook.in QANTAS ftystialia 
For Franchisee enquiries email us at goldcircleGin.thomascook.com 


Conditions apply Cost per person on twin share basie Prices are Ex-Murnbal Prices are subject to change without prior notice insurance is a subject matter of solicitation 
1AUDSINR 42. ROE will be calculated as on the date of payment 





| OZ -VENTURE!!! 5 Nights SYDNEY | 
| 1 Night | BLUE MOUNTAINS | Rs 81, 000/- | 
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FOCUS-ETCETERA 





From Iceland 3 
with Love 

The unpronounceable voicano of Iceland, 
Eyjafjallajokull, left thousands of flyers 

stranded and netizens bemused. > 


(Apparently, it's almost like: "Hey, ya 
fergot La Yogurt".) Tweets and posts 
about the island nation's debts to Britain 
and The Netherlands~which Icelanders 
do not want the government to cough 
up-were spreading faster than the 
volcanic ash across European skies. 
"Icelandic taxpayer to Britons and 
Dutch: forget Icesave, kiss my ash!" one 
tweet reads. Iceland owes S5 billion to 
the two countries, thanks to its failed 
'Icesave' accounts. "We said 'send cash', 
not ash!" read another post, probably 
from Britain. Iceland's biggest news- 
maker in recent history also messed 
with the schedule of Norway's 
Prime Minister Jens Stoltenberg 
who was stuck in Newark air- 
port in New York. Displaying the 
legendary ice-cool Nordic tem- 
perament, Stoltenberg whipped 
out an iPad and went about 
his prime ministerial duties 
using the device. 






























Whatever happened to the recommendations made 


by the high- Committee in Februar 
2007 


Financia 


powered Expert 


si Centre (IFC 


wanted to make Mumbai a global financial hub like 


Shanghai or London. Like all hign-powered 


committees appointed by the Union govern 
all 


ment, this one hag all the big names, 

right. ICICI’s K.V. Kamath, S5I's O.P 
Bhatt, HDFC's Aditya Puri, 
few. The pane! brainstormed to 
up with some really interesting 
city 
and the usual rants 
(improy word 
processed it into a 250 plus page 


to the then 


suggestior making the ex 


2 
pat-friendiy 


ing infrastructure) 


tome, and presented 
inion Finance Minister 
- 


= 


Chidambaram 
Since then. Chidambaram has 


changed jobs and is now busy hunting Naxalites in 


the red corridor. K.V. Kamath has handed over the 


reins at ICICI Bank to protégé Chanda Kochhar. An 
Mumbai, of 


predicament, fioods, with much 


course, continues to wait for its annual 


trepigaton 
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on transforming Mumbai into an international 
? Yes. the same report which 


tonamea 


come 


WHAT IS IT? 

Every step you take, every move you make, 
it's counting. A pedometer is an electronic 
gadget that counts each step a person 
takes by monitoring hip movements. 


THE SCIENCE 

The device uses a combo of micro- 
electromechanical sensors and software 
to detect any movement a person makes. 
Originally, these devices were attached 
to belts, or kept in trouser pockets to 
record hip movement. 







USAGE 
10,000 steps a day is what is considered as an 
active lifestyle by doctors. The device is espe- 
cially recommended to people who spend 
a lot of time parked in front of a system. 


GADGETS 
Pedometers need not be another gadget that 
you carry to office. The fifth-generation iPod 
Nano comes with a pedo. The Nokia * Apple 
Sports kit beams workout data (including 
steps taken, calories burnt) from the shoe 
to an iPod. Nokia has a free downloadable 








COMPILED BY T. V. MMHALINGAM 
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Cigar Etiquette 


m Warm the foot of the cigar before 
you start puffing. 

Don't bite off the tip; use a cigar 
cutter. If you can splurge on a 

Rs 2,000 Cohiba, you can also 
afford a cutter starting at Rs 500. 
Remove the cigar brand once you 
light up. It'S supposed to be rude 
to show off the brand you are 
smoking in some places. 
Once you have smoked 
your cigar half way, 
simply place it in the ashtray. 
You don't have to stub it out. 
It will go out by itself. 
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Adjudged ‘Best Franchisor in the Education Category’ by FIHL for the year 2009. 





OPINION-SWEAT EQUITY 


PAVAN KUMAR VIJAY 


MANAGING DIRECTOR, CORPORATE PROFESSIONALS 


The Curious Case of 





No-sweat Equity 


ection 79A of the Companies Act 1956 

defines sweat equity as shares issued by a 

company to its employees or directors at a 
discount or for consideration other than cash. 
The favourable terms are meant to reflect the 
value executives have, and will continue to 
add to it. Every company can issue sweat equity. 
Issuance by unlisted companies is governed by 
the provisions of Section 79A of the Companies 
Act 1956 and Unlisted Companies (Issue of 
Sweat Equity Shares) Rules, 2003. For listed 
companies such an exercise is governed by the 
Securities and Exchange Board of India (Issue of 
Sweat Equity) Regulations, 2002. 

The reported facts of the recent contro- 
versy are: Rendezvous Consortium, an unre- 
gistered venture, had won the 
franchise for the Kochi Indian 
Premier League (IPL) team for 
$333 million in March. Rend- 
ezvous Sports World, in turn, 
agreed later on to issue its 19 per 
cent equity stake—which ensures 
4.75 per cent stake in the Kochi 
team—valued at around 
Rs 70 crore, to Dubai-based busi- 
nesswoman, Sunanda Pushkar, 
a friend of Shashi Tharoor, the- 
then Minister of State for Foreign Affairs. 

The transaction of 4.75 per cent stake of 
the Kochi (pt team by Rendezvous Sports 
World to Ms. Pushkar clearly flouts norms 
for the issue of sweat equity. Also, the Rs 70- 
crore valuation was fixed without the 
mandatory independent valuation. 

To begin with, Rendezvous Sports World 
was incorporated in August 2009 and the 
Kochi franchisee agreement was signed on 
March 17. 2010. According to the rules, a 
company can issue sweat equity shares only on 
the completion of a year after being entitled 
to commence its business. Therefore, as one year 
has not passed, the company is not even 





permitted to issue sweat equity shares. 

Two, the value of the shares at Rs 70 crore 
exceeds a cap of Rs 5 crore. The rules stipulate 
that issuance of sweat equity shares during a 
vear cannot exceed 15 per cent of the total 
paid-up equity share capital or Rs 5 crore, 
whichever is higher, unless approved by the 
Central government. It is not clear that approval 
was sought. Then, a separate resolution has 
to be passed if the shares to be issued are equal 
to or exceed one per cent of the issued capital as 
on the day of grant of sweat equity shares. 
According to the papers submitted to the 
Registrar of Companies (Roc), the company's 
current paid-up share capital is Rs 1,00,000. Yet, 
no special resolution was passed. 

More fundamentally, if it is 
presumed that the allotment has 
been made to Ms. Pushkar as 
sweat equity but no statutory 
forms have been filed (to be done 
within 30 days from the date 
of transaction), then the trans- 
action is clearly in violation of 
the applicable legal regime of 
sweat equity as under the 
Companies Act, 1956. 

The surrender of shares is also 
controversial due to the mandated 3-vear lock- 
in period and because no information about 
its legal allotment is available in the public 
domain or the online records of Roc. 

In case of non-compliance, the company 
and all those in default are punishable with a 
maximum fine of Rs 5,000. The offence is 
compoundable under section 621A of the 
Companies Act, 1956. Clearly, the penal 
provisions must be more stringent. Further, 
no valuation norms have been laid down in the 
guidelines. Though the valuation of tangible as- 
sets can be structured, intangibles are a grey 
area for which no proper methodology has 
yet been framed in India. © 


uUVMNNV'IV 


Disclaimer: The analysis of the above transaction has been made on basis of limited information as available in public domain. 
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Prima facie, 
the issue of 
sweat equity 
to Sunanda 
Pushkar by 
Rendezvous 
is in clear 
violation of 
the Companie 
Act. The 
penalty, 
though, may 
be a paltry 
fine. 







Pure Banking 


State Bank of India Nothing else 


With you | - all the way 








BI Advantage Car Loan ES 


'rocessed within 48 hours. LOAN 


ster than ever processing channels for loan amounts of Rs.5 Lacs and above 
mplete transparency and serviceability at over 12000 branches 

pre-payment penalty for SBI Ezee Car Loan customers who wish to upgrade 
iilable to individuals, proprietorships and partnership firms WALK IN. DRIVE OUT 








ore information, please call 24x7 Helpline: 1800 11 22 11 (toll free from BSNL / MTNL landlines) or email: contactcentre@sbi.co.in or visit www.sbi.co.in 


THE BANKER TO EVERY INDIAN 


Punjab & Chandigarh: 9779162211 * Haryana: 9996372211 * West UP & Uttarakhand: 9760202211 * Kolkata City: 9748422211 + Rest of West Bengal (except for Kolkata city), 
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Region: 9958802211 * Kerala & Lakshadweep: 9995392211 * Gujarat, Daman, Diu, Dadra & Nagar Haveli: 9724342211 * Andhra Pradesh: 9959192211 + UP East: 
12211 * Orissa: 9777452211 + Bihar & Jharkhand: 9955952211 * Assam: 9957052211 + Raiasthan: 0790332211 » Himachal Prarech: QRY002044 « lammi: & Kachmir 







































| SIDDHARTHA, 
THE PERSONÁ 


x First-gen entrepreneur; ji” 
e from a family of coffee 
E planters. PN 


f} Admits to share 
trading expertise. In 
the mid-80s, he often 
used to make 10 per 
cent returns a day. 





Takes things personally 
even in business. “He's 
touchy; that helps in 
speedy action," says a 
PE funder. 


Retains a strong sense 
of national pride. 
Wanted to join the 
Indian Army but 

didn't make the cut. 


Carries a Nokia phone 
costing Rs 6,000, 
drives an Innova SUV 
and says his household 
runs on less than 

Rs 1,50,000 a month. 
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Regrets not buying 

an IPL cricket team. 

"| never thought it 
would become so big.” 


l indiatodas AEEY 


Admires the Tatas for 
E their philanthropy. 
I3 "Ihe Rs 60 lakh they 
| gave to establish the 
Indian Institute of LLL 
Science (in 1909) is 
3 equivalent to 
Rs 7,000 crore today.” 










COVER STORY-COFFEE DAY 


COFFEE 
BILLIONAIRE 








BEAN COUNTING 


Coffee Day's retail foot- 
print covers 918 cafés, 
1,000 kiosks, 14,000 
vending machines. It 
adds four cafés a week 


It serves 1 million 


customers a day 


Coffee Day is the third- 
largest manufacturer 
of vending machines in 
the world. It makes 
300 a month 


With 10,000 acres of 
coffee plantations, the 
group is the largest 
producer of Arabica 
beans in Asia 


A fast expanding coffee-to-infrastructure- 
to-financial services sprawl already ranks 
V. G. Siddhartha among India’s 50 richest 
people. And, this is just the beginning. 


K. R. BALASUBRAMANYAM 


t is late on an April Monday 
evening and the air is muggy 


Bangalore, signalling pre- 
monsoon rains are not far 
away—a good omen for a three-day- 
old Café Coffee Day outlet that has 
opened on the highway to the airport 
in India’s Silicon Valley. V. G. 
Siddhartha, who majority-owns the 
coffee chain, Asia's largest by num- 
ber of outlets, is sipping a green apple 
soda that retails at Rs 55 a fill. Store 
staff wait around nervously. 

A key ingredient in the drink 
popular among the young is soda im- 
ported from France, which alone costs 
Rs 12 each glass. Siddhartha makes a 
mental note of it. Later, that Saturday, 
at Chikamagalur, an estate town on 
the Western Ghats 260 km northwest 
of Bangalore, he quizzes Pradeep 
Kenjige, the head of a team of 15 food 
technologists who develop new 
beverages for ccp, as Café Coffee Day is 
also known. Siddhartha is told that 
the development team has success- 
fully cloned the French soda for taste 





on the northern outskirts of 


and effervescence, and can make it 
locally at one-third the imported cost. 
The thrifty ccp Chairman grins— 
he's cut out another cost coming in the 
way of wider customer acceptance of 
his coffee empire. An empire that 
stretches from the 10,000 acres of 
coffee estates he and his family own in 
Chikamagalur, to some 918 om outlets 
spread from Mumbai to Gangtok, from 
Srinagar to Thiruvananthapuram. 
An acceptance that is critical to 
Siddhartha's ambition that ccp will 
rank among the top three café chains 
in the world before 2018. Market 
leader Starbucks runs 16,635 cafés, 
Dunkin Donuts 8,800, Tim Horton's 
3,527 and Costa 1,511 globally, ac- 
cording to data from brand consul- 
tancy Harish Bijoor Consults Inc., and 
if Siddhartha can break into that 
league, he will be the first entrepre- 
neur from outside the us and Europe to 
do so. And, a very prosperous man. 
Siddhartha's story, never told 
before in deep detail, is best narrated 
with his first ccp outlet on Bangalore's 
Brigade Road, the city’s main street for 
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COVER STORY-COFFEE DAY 


teenagers, tourists, and city residents 
out for a beer or high street shop- 
ping. Opening for business in August 
1996, the two-level café was schiz- 
ophrenic: it served traditional south 
Indian filter coffee on the ground 
lloor, and cappuccino and espresso on 
the mezzanine floor. Espresso was 
both a foreign word and taste for 
most customers and many frowned 
at the dark brew. 


Coffee+Web=Addiction2 

But, Siddhartha had a killer app 
upstairs: high speed Internet access 
(served through a 64-kbps leased line) 
on computers with large 17-inch 
screens. In 1996, this turned out to 

be a big draw on the cappuc- 


COFFEE DAY 
RESORTS 


» = 2 


AMALGAMATED BEAN 
COFFEE TRADING CO. 


Valuation: Rs 2,500 crore 
Revenues: Rs 850 crore (FY 2010) 


Retail and coffee trading operations 


COFFEE DAY 





FRESH N' 
GROUND 
p tuy " 
Business: Café reshly ground coffee 
- Presence: 450 outlets 
Revenues: Rs 510 
Plans: 500 by end of 
crore (approx.) fiscal 2011 
Presence: 918 outlets 
in 139 cities (excluding 
four in Vienna and two 
in Karachi) 
Plans: 2,000 stores in 


India in four vaare 10 





cino level because the alternative was 
slow dial-up access. Early in 1998, he 
decided to close down the filter coffee 
operation—partly, because the ubiq- 
uitous brew was served at Rs 5 a cup at 
a local restaurant down the street and 
very few customers paid Rs 15 at ccp 
for a filter coffee serving. He'd much 
rather have customers paying Rs 18 a 
cup of cappuccino. What also swung 
the decision was that a cappuccino 
or espresso, brewed in a machine with 
high pressure steam, took just 25 sec- 
onds and drew out the flavour of the 
coffee much better than when hot wa- 
ter was dripped through it in the case 
of filter coffee taking much longer. 

In essence, Siddhartha was betting on 
repeat-buying of well-brewed 





15%" 


COFFEE DAY 
HOTELS & RESORTS 


Valuation: Rs 250 crore 
Expanding number of resorts 

to 10 (from three) with 
investments of Rs 400 crore. 
Locations: Karnataka, Kerala, 
Tamil Nadu, Andamans & Nicobar 


coffee and Internet access—a unique 
customer experience then. "My people 
were sure that I was making a big 
mistake," Siddhartha recalls. “But I 
was clear: the whole thing would cost 
me Rs 1.5 crore. I asked them, 'Will 
Rs 1.5 crore finish my company: It 
wouldn't. Let's go ahead with the plan, 
then." Eventually, the lure of coffee, or 
more specifically, shooting the breeze 
over a Cuppa, won over customers. 
Today, about one million customers 
visit ccp cafés, takeaway kiosks and 
vending machines a day. 
Siddhartha, the only son of a 
Chikamagalur coffee planter, is the 
first to admit that his "plan" never 
aimed at the success story it is today. “If 
you had asked me in 1996, I would 


THE COFFEE DAY EMPIRE 


The spread of businesses controlled by V. G. Siddhartha and family. 





COFFEE DAY COFFEE DAY COFFEE DAY COFFEE D/ 

XPRESS BEVERAGES EXPORTS PERFECT 

Business: Grab & Go Business: Coffee Business: Exports of ^ Business: Pac 

kiosks selling coffee, vending machines green coffee beans coffee-chicor 

amri rie big eats. Presence: 14,000 Scale: 18,000 tonnes Scale. Sol tl 
Plans: To expand Plans: Exports will ms 

Tl number of installations diminish ^s Café including in 
to 18,000 Coffee Day absorbs ores and re 

more of plantation 

aai 999 outlets produce 

Plans: 1,200 by end of 

fiscal 2011 


have perhaps told vou the city of 
Bangalore can take a maximum of 
three cafés and the entire country 
about 50," he says. Apart from its 918 
calés (not including four in Vienna 
and two in Karachi), ccp has some 


44,000 vending machines and 1,000 ~ 


‘kiosks dispensing coffee across India. At 


its current rate of adding four new ~ 
cafésa week, ta deal to buya 14- ue 
- outlet chain in Eastern Europe may - 
- close soon—will have a 1,000 cafés É 


n before end-September. 

~~ Information on revenues or profits 
for the unlisted businesses in 
Siddhartha's fold is scant. ccp is a di- 


vision of Amalgamated Bean Coffee: » 





- "Trading Company Ltd, which topped - 
^ an estimated Rs 850 crore revenues in 
fiscal 2010, cep. cafés contribute 60 B 
hose revenues and return — 





.. percent of thos 
^. operating margins of 23 per cent. 
. Besides the cafés, other divisions of 
— Siddhartha-chaired Amalgamated 
Bean Coffee include coffee powder re- 
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GLOBAL TECHNOLOGY 
VENTURES 


tailing, packaged coffee sales, coffee 
machines (yes, ccp makes its own cof- 
fee vending machines!), take away 
counters and coffee exports. In fiscal 
2009, according to a debt ratings re- 


port by ratings agency ICRA, 
Amalgamated Bean Coffee reported a 
.profit after tax of Rs 4.72 crore on 


sales of Rs 554.7 crore, — | 
< Siddhartha's next gear shift is to 


. take his café numbers to 2,000 in 
India and 200 abroad in the next four 


years. “We are the largest coffee re- 
tailing chain in Asia and our vision 
is to be in the top three in the world cof- 
fee retail market in the next seven to 


eight years," ' he says, in one of the 
four interviews he gave Br. | 

. Siddhartha has no dearth of fun- 
ders, some backing a bunch of new 
businesses—in commercial real estate 


and infrastructure, retail financial 
services and hospitality—that he's 
cranking up fast. He raised Rs 1,027 
crore from Kohlberg, Kravis, Roberts & 


sation: Rs 700 crore 





100%" 


Venture fund that owns Way2Wealth fully and 


Company; New Silk Route, and 
Standard Chartered Private Equity in 
a round that closed early April. He 
also counts Sequoia Capital, Deutsche 
Group, Darby Investment and 
International Finance Corporation, 
who together have invested $100 
million, among backers from the past. 

The latest round of funding values 
Amalgamated Bean Colfee at some 
Rs 2,500 crore, a fledgling resorts 
business at some Rs 250 crore, an 
investing arm at Rs 700 crore, and the 
real estate and infrastructure set up at 
Rs 1,300 crore. An agri-business val- 
ued at Rs 1,000 crore and spread over 
10,000 acres of coffee plantations 
(that yield the highest output of the 


premium Arabica beans in India and 





even Asia) together with a furniture 
business (branded Dark: Forest 
Furniture) complete Siddhartha's em- 
pire. This values the businessman (he — 
and his family own three-fourths of 
Amalgamated Bean Coffee and Coffee 








 AGRI BUSINESS, 
DARK FOREST an 
FURNITURE Co. 100 





Valuation: has minority stakes in a clutch of firms r crore 
| Rs 1,300 crore IS Ton. 10,000 acres 
Scale: 120-acre Global of coffee plantations 
Village Technology Timber sourced from the 
Park, B'lore and 23- pee plantations i is used to 
Pans wegendto WAYZWEALTH OTHERS** pieces of tue 
Plans: To expand to WAY 2WEAL T kkk pieces of furniture to 
- 6 million sq.ft by 2015, Café Coffee Day outlets 
build residential units In the business of financial - Includes GTV's venture Plans: To set up furniture 
trading and investment services capital investments in retail stores 
Outlets: 200-plus in 50 cities v = jer oie 
Plans: To grow to 400 branches foe wd Global Edge Software 


in n 30 months 








* The remaining 25 per cent is owned by PE funds such as KKR, New Silk Route, Standard Chartered PE, among others; ** Siddhartha's 100 per. E 


cent ownership in Tanglin Developments and Global Technology Ventures will come down upon dilution after the latest round of PE funding; — 
*** Stakes vary in different companies. Source: Industry, Ratings Reports 
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Day Hotels & Resorts) at over Rs 5.000 
crore—ranking him higher than G.V. 
Krishna Reddy, Chairman of GVK 
Group in terms of wealth. 


Other Irons in the Fire 
Siddhartha says he will spend Rs 2,000 
crore over the next three years into 
the expansion of cco cafés, 
Way2Wealth Broking, hospitality, and 
infrastructure businesses (see The Coffee 
Day Empire). “We raise money when 
we don't need it. This combined with in- 
ternal accruals and our ability to raise 
equal amount of debt... we can make 
huge investments,” he says. He aims 
also to scale up resorts at Coffee Day 
Hotels to ten, from the current three, 
spending Rs 400 crore. Details of fund- 
ing of its investment arm, Global 
Technology Ventures, under which a 
bevy of Siddhartha's venture invest- 
ments as also Way 2Wealth are 
grouped, and Tanglin Developments, 
the infrastructure and realty business, 
have not been disclosed. All that the 
Coffee Day Group Chairman will say is 
that in seven-cight years he is aiming at 
businesses of $1 billion (Rs 4,500 crore 
at current rates) revenues each in retail 
coffee. infrastructure and in a new 
business, details of which he is keeping 
close to his chest. 

People who have watched 
Siddhartha from close quarters put 
their faith in his trading prowess, 
honed early in his work life under the 
late Mahendra Kampani, one of the 
founders of Jamnadas Morarjee & 
Company, an early avatar of what to- 
day is one of India's top investment 
houses, JM Financial. Siddhartha, 
through his brokerage Sivan Securities, 
was one of the entities that bailed out 


BEAN ME UP, SID 





WITH A NEW BRAND "WE WANTED TO 
CREATE AN IDENTITY OF A YOUNG, NEW AND 


MODERN INDIA" 


ALOK GUPTA/ Director/ Café Coffee day 


the initial public offer of Infosys 


Technologies in 1993, spending 


Rs 27 lakh to buy shares for which 
there were no buyers and making 
more than seven times that a few 
months later when he sold them for Rs 
2 crore (it would be worth about Rs 
2,000 crore today). Other deals too 
shone: a $ 300,000 cheque to Kshema 
Technologies in 1997 turned into 
$37 million when the tech firm was 
acquired in 2004. A Rs 15 crore 
investment made in 1999 in software 
services firm MindTree is worth at 
least Rs 180 crore today. 

Calling Siddhartha India's most 
unheralded entrepreneur, Nandan 
Nilekani, Chairman of the Unique 
Identification Authority of India and co- 


founder, Infosys, says he admires the 
way his fellow Bangalorean is "solid, 
meticulous and methodical; always 
looking ahead: and can juggle 100 
balls in the air". The 49-year-old coffee 
baron could have stayed with his plan- 
tation roots like other planters, Nilekani 
says, but he saw the value chain in 
the coffee business and moved relent- 
lessly to capture the opportunity. 
"Siddhartha broke awav from the 
pack,” he says. 

CCD has the biggest cafés operation 
in India (its nearest competitor Barista 
Coffee Company, owned by Lavazza 
of Italy, clocks in at some 210 outlet: 
in India) and enjoys tremendous inte- 
gration benefits (see Bean Me Up, Sid ) 
Harish Bijoor. the 








: Each kilo of coffee powder sold at A mug of coffee that 
How the value chain plays out at CCD. roast-and-ground outlets in India sells at CCD for an 
IRS sells for about Rs 260—a mark-up average Rs 42 
A coffee plantation yields A kg of exported Arabica sells of 50 per cent from the farm-gate uses 12-15 grams of 
about 400 kilos of Arabica for Rs 165—one-sixth more price (taking into account roasting coffee-in effect, about 
grade, valued at Rs 142 akg than the local market price loss of about 18 per cent) Rs 4a mug* 
————»oBÉ 7 e » CNAA Seo r P -- > — --@ 


Source: Harish Bijoor Consults Inc., except *, which is a CCD estimate 
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head of the eponymous brand strat- 
egy firm, who earlier in his career 
worked eight years with Tata 
Coffee, says ccp's big strength is its 
ability to control quality from coflee 
bush to cup. "Siddhartha has a 
margin advantage of 14-20 per 
cent on costs at the operating level," 
Bijoor estimates. In addition, he 
has cost advantages such as savings 
on royalties—some 3 to 7 per cent 
of sales (tending towards the upper 
end in later years of a contract) for 
international food and café brands 
franchised in India—since he owns 
the brand. 


It Also Sells Coffee 

Still, the killer in the coffee retail 
business, like dozens of other re- 
tailers have learnt in India, is real es- 
tate costs. ccD, which runs every 
outlet itself to keep a tight control on 
quality and customer experience, 





"WE DO NOT ENTER A NEW CITY UNLESS WE 
SEE THAT THERE IS AN OPTION OF SETTING 
UP AT LEAST 20-25 OUTLETS " 


RAVI KANT JAIPURIA/ CHAIRMAN/ R.J. CORP/ FRANCHISEE FOR THE COSTA BRAND 


pays rent of up to 20 per cent of 
sales in some of its cafés. At its 
most expensive cafés in Mumbai's 
Bandra and Connaught Place in New 
Delhi, rents eat up Rs 3.5-5 lakh a 
month. Such high fixed costs and a 
slow uptake of cafés in India make 
for a recipe for long years of losses, 
argue some industry insiders—espe- 
cially, if your average prices are lower 
than those of the competition. 

Siddhartha counters that he has 
long- term leases of 9-15 years, which 
reduces the average rent of the outlets. 
ccp Director Alok Gupta, the man re- 
sponsible for all operations in the ccp 
cafés business, meanwhile, is work- 
ing on lease contracts, especially at 
the new outlets, with rents set as a 
percentage of revenues. “Our outlets in 
22 Shopper's Stop locations are all on 
revenue-share basis. We pay a rental 
of between 12 and15 per cent of our 
business," he says, adding at 85 per 
cent, "our stores are performing on 
expected revenue lines". 

Then, there's always the food 
versus beverages trade-off. Essentially. 
snacks and eats may make for low 
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margin business globally for large café 
chains but draw in crowds much more 
than coffee does. Raghav Gupta. 
President, Technopak Advisors, says 
food is increasingly becoming a grow- 
ing component of the café business 
across chains (see his column, An 
Indian McDonald's Anyone). 

Costa, which has 54 outlets in 
India, for instance, is laying emphasis 
on sales of sandwiches, quick eats, 
and even pulao and biryanis and 
counts up to 40 per cent of its turnover 
from food. The chain's outlets in the 
National Capital Region and New Delhi 
are served by a large commissary or 
central kitchen in Gurgaon, and it is 
clear that model will work in other 
cities too. "We do not enter a new city 
unless we see that there is an option of 
setting up at least 20-25 outlets as 
that would justify the cost of setting up 
a central commissary. When we 
launch in Bangalore we will start with 
at least six outlets at once," says Ravi 
Kant Jaipuria, Chairman, kj Corp.. 
which is the franchisee for the 


Whitbread Group of the ux, owner of 
the Costa brand. 

Elsewhere, at Barista, the second- 
largest coffee chain in the country al- 
ter ccp, the experiments with food are 
even more radical. According to Sanjay 
Coutinho, Chief Operating Officer, it 
is serving idlis at an outlet on the 
Bangalore-Mysore highway, filter cof- 
fee (the same brew that Siddhartha 
yanked off his first menu) at all outlets 
in Bangalore, and, even, paratha and 
biryani at another outlet on the high- 
way to Murthal, Haryana, from Delhi. 
"This has been extremely successful for 
us and we find that almost 36 per cent 
of our revenues come from food and 
the balance is from beverages and cof- 
fee," says Coutinho. Other similar 
moves involve setting up an ice factory 
in 2009 and, besides supplying its 
own outlets, sealing deals with 
Shatabdi and Rajdhani trains. 

At ccp cafés too, the focus is 
increasingly turning to food, says the 
chain's Gupta, which already brings in 
some 35 per cent of sales. About 60 per 


cent of revenues comes from bev- 
erages—split 85:15 between coffee 
versus tea and other drinks—and 
the remaining five per cent from 
coffee powder, cookies, coffee 
maker, and merchandise such as 
coflee mugs. Food is the next big 
opportunity for ccb, says Jacob 
Kurian, Bangalore-based Partner 
at New Silk Route. "Food has 
lower margins but it increases 
the ticket size per transaction," 
he says. "No one thinks of ccp as a 
place to go for a quick lunch. 
(With a new menu being read- 
ied) people coming in for a bite 
could order a coffee too." Kurian 
should know—his boss and cro, 
Parag Saxena, backed Starbucks 
when it had just 19 outlets. 


Image Redux 

CCD could see some of its pressures 
easing with two big pushes it is 
making. One, recognising chang- 
ing customer preferences, it is en- 
ergising and stratifying its brand. 
The branding overhaul—new logo, 
new cup and crockery designs, new 
wall paint and, even, coffee machines 
that produce better brewed coflee—is 
starting in Bangalore and will soon 
spread to other cities. With a new 
brand “we wanted to create an iden- 
tity of a young, new and modern 
India,” says Gupta. The new brand- 
tiers are: Coffee Day Square, which 
focusses on single origin coflee and a 
near-fine dining experience; Café Coffee 
Day Lounge, which focusses on 
alternative brewing and mixology 
together with Western food; and, the 
old format ccp cafés that continue 
their value offering. 

The branding change cost ccp 
some Rs 30 crore—ccp engaged 
Landor Associates, a San Francisco 
brand consultancy that is part of 
the wee Group—and has started off 
at Bangalore with a new Coffee 
Day Square and another in Delhi 


slated in May. ccp already has 20 © 


Café Coffee Day Lounge outlets in 


KULDEEP 





Next, ccb has embarked on a 
new food supply chain with pre- 
cooked and frozen food supplied to 
calés, where “last-mile finishing" 
will make for fresher servings to 
customers. "It will achieve stan- 
dardisation across our cafés and 
enhance the mouth-feel. All our 
cafés will have this sophisticated, 
imported equipment in about two 
years." Gupta, the ccp Director, 
says. The transition to so-called 
hot foods will be expensive: the 
equipment to manage the new food 
supply chain will cost Rs 6 lakh to 
Rs 8 lakh per café. 

What ccp, Siddhartha and 
Gupta have going for them is a na- 
tionwide spread—scale that can be 
grown and leveraged further into big 
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“IF CAFE COFFEE DAY CAN ADD ANOTHER 1,000 


OVER THE NEXT THREE YEARS, IT IS 


GOING TO BE INVINCIBLE” 


HARISH BIJOOR/ Brand Consultant 


Delhi. Mumbai, Bangalore and 
Kolkata. Differential pricing, already in 
place between take-away counters 
and sit- down cafés, will likely widen 
even further. At the Coflee Day Square 
near Siddhartha's office at Bangalore, 
lor instance, a cappuccino comes at Rs 
114 a mug, more than twice as much 
what it costs at ccp's outlet at Brigade 
Road (the café he started the chain 
with). The three-tier format will help 
ccd evolve to a 45 per cent share of its 
business coming from food. 











operational strengths and profits. The 
growth potential for coffee is clear. Tea 
and milk are still beverages of choice 
among Indians (see What Indians Drink), 
who consume just 82 grams of coffee 
per capita a year compared to about 
10 kg in, say, Austria, the mecca for 
coffee aficionados . Bijoor, the consult- 
ant, reckons India would need some 
5,500 cafés to satiate consumer demand 
for coflee. As of end-March, the country 
has just 1,42 1—just one-fourth of the 
latent need. “If ccp can add another 
1.000 cafés over the next three years, it 
is going to be invincible and see part- 
nership opportunities in overseas 
markets coming its way," Bijoor pre- 
dicts. That would set up the face-off of 
the next decade: ccn's Siddhartha 
versus the likes of Starbucks, 
Whitbread and Tim Horton's. For 
the boy from Chikamagalur, that 

will be another high. © 
ADDITIONAL REPORTING BY 
SHAMNI PANDE 
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“WE'LL HAVE 


BUSINESS IN 
7-8 YEARS” 
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Siddhartha the 
number of Café Coffee Day 
outlets on a given day and he 
fumbles. The chain has been expanding 
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at four a week in the last two years, which has 
almost single-handedly pulled up coffee demand in 
India by six per cent a year (up from two per 
cent until 2000). 
That pace of growth is only going to accelerate. 
Siddhartha predicts domestic coffee consump- 
tion will increase so much that India will 
not have any quality coffee beans left for 
exports in about seven years. Edited excerpts 
from an interview ranging from his 


businesses to family: 
n UU 
Hi T. 


NA: How will growth in the next 
'''" decade be different from 


S3 -. that in the past? 


In 1996. we had one 
















store. In 2005, we had 200 
stores. Today, we have 918 


V. G. 
SIDDHARTHA 
CHAIRMAN 

i COFFEE DAY GROUP 










cafés in 1 39 cities, besides four in 
Vienna and two in Karachi. Up 
to the vear 2000, there was no 
great growth. Todav, India has 1.300 
stores if you put all café brands together; 
we have a 70-75 per cent share of that 
market. India will have 5,000 stores in the 
next five years. Our share should be about 
40 to 50 per cent. The café business currently 
contributes about 60 per cent of Amalgamated 
Bean Coffee Trading Company's revenues and 
that will become 80 per cent in three years. 
We feel that over the next seven-to-eight 
vears, we will have a billion-dollar revenues in 
the retail coffee business. At least 20-25 per cent 
of that growth will come from acquisition of 
smaller stores. Every day we are looking lor 
acquisitions. especially in the Middle East, 
China, and East Europe. We want to own 100 
cafés in Europe in three years. The vs is not my 
target: it's a mature market. 


Does growth in your café business mean 
you will exit exports? 
Our own internal consumption will be so much 
that I will not have anvthing left to export. We 
are consuming 6,000 tonnes annually against 
exports of green beans of 1 8,000- 19,000 tonnes 
in 2009-10. We are not concentrating on 
growing our export business. Building the re- 
tail brand is our priority. The export business 
gives us a margin of between five and seven per 
cent compared to 23 per cent in retail. Coffee 
growers in the world produce green coffee 
beans worth $ 10-1 2 billion every year: the re- 
tail market size of coffee is $ 1 20 billion. Tell 


me, which side of the table would you want to be: 


Are you okay if 100 per cent foreign direct investment 
is allowed into coffee retailing? 

Every retail chain thinks India and China will grow the 
fastest. I respect and welcome competition and new 
entrants will always expand the market. With competition 
come good practices. It does not matter to us 
if the government allows 100 per cent roi into retail. 
In fact, many are already there through the backdoor. Let 
them come directly. 


Tell us about your real estate and infrastructure 
businesses. 

In five years , we will have 6 million sq. ft. of special 
economic zones developed from the present 2.5 million sq. 
ft. We currently have three resorts and in the next four 
years, we will have seven more. Remember, this number 
can become double because so many things are 
happening and new opportunities are being thrown up at 
breakneck speed. 


You have to date tapped only private equity investors 
for capital. When can a CCD initial public offer be 
expected? 

Not in another five vears. I have spent time in stock mar- 
kets early in my career. There is no point entering 
primary markets unless you are a company with a 
revenue of Rs 2.000 crore. The markets are poised to 
grow. In 1984, India had a market cap of $10 billion. 
Now it has grown to $1.3 trillion and will reach $5-6 
trillion in the next 5-6 years. We will go for our IPO 
when our business is substantially valued. I have told our 
PE investors to look at a timeline of five to six years for 
healthy returns. 


Are your two children (both boys, one 16 and the other 14) 
interested in the coffee business? 

No. I don't believe in all this succession planning. They are 
free to pursue their fields of interest. I believe ownership 
and management are two different things. It will remain 
that wav in Coffee Day group. 


Being the son-in-law of External Affairs Minister S. M. 
Krishna, has politics ever attracted you? 

Not at all. If you join, vou may have to do things your con- 
science does not permit, but you have no option but do it. 


Has this relationship helped the growth of your business? 
Sometimes it will work against you in business. Being re- 
lated to a politician may help you get small bank loans but 
not beyond that. To do bigger things in business, you need 
to build scale. © 













little by little 
you can achieve a lot 
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Charges upto Rs. 3 per sms. Systematic Investment Plan (SIP) is a 
special product available only in selected schemes of Reliance 
Mutual Fund. Statutory Details: Reliance Mutual Fund has been 
constituted as a trust in accordance with the provisions of the Indian 
Trusts Act, 1882. Sponsor: Reliance Capital Limited. Trustee: Reliance 
Capital Trustee Company Limited. Investment Manager: Reliance 
Capital Asset Management Limited (Registered Office of Trustee & 
Investment Manager: "Reliance House" Nr. Mardia Plaza, Off C.G 
Road, Ahmedabad 380 006). The Sponsor, the Trustee and the 
Investment Manager are incorporated under the Companies Act 1956 
The Sponsor is not responsible or liable for any loss resulting from the 
operation of the Scheme beyond their initial contribution of Rs.1 lakh 
towards the setting up of the Mutual Fund and such other accretions 
and additions to the corpus. Risk Factors: Mutual Funds and securities 
investments are subject to market risks and there is no assurance or 
guarantee that the objectives of the Scheme will be achieved. As 
with any investment in securities, the NAV of the Units issued 
under the Scheme can go up or down depending on the factors and 
forces affecting the capital markets. The name of the Scheme do 
not in any manner indicates either the quality of the Scheme; its 
future prospects or returns. Past performance of the 
Sponsor/AMC/Mutual Fund is not indicative of the future performance 
of the Scheme. The NAV of the Scheme may be affected, interalia, by 
changes in the market conditions, interest rates, trading volumes, 
settlement periods and transfer procedures. The Mutual Fund is not 
assuring that it will make periodical dividend distributions, though it has 
every intention of doing so. All dividend distributions are subject to the 
availability of distributable surplus in the Scheme Please read the 
Scheme Information Document (SID) and Statement of Additional 
Information (SAI) carefully before investing. Copies of SID and SAI is 
available at all the DISC, Distributors and www.reliancemutual.com 
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Give me Indian 
Give me Quick 
Give me Clean 









Limited menu, quick service Indian food chains 
are the new frontier for entrepreneurs-new 
and old. suawwi panpe 
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hile coffee cafés have 
boomed over the past 
decade, the players say that 
the tasty eats on offer are 
just as important as the 
collee's aroma when it comes to revenues. 
Indians fell in love with coflee and western 
fast food chains not only because of the 
menu, but also because of the quick service, 
hygiene and ambience. But they are now 
getting a taste of Indian food assembled 
and sold on those models—and loving it! 

"Within the entire food pie, we think 
‘Indian’ quick service restaurants (OSRS) 
are going to be the next big thing,” says 
Raghav Gupta, President, Technopak 
Advisors. Why so? As Gupta explains (see 
page 52). the rise in the numbers of nuclear 
families, working women and newer types 
of jobs has eaten into the time available for 
cooking at home. 

Most investors suggest that it will not be 
long before true-blue Indian Qsrs emerge to 
transcend geographies, armed with strong 
back-ends controlling quality and costs. 
Some, like Goli Vada Pav, are already be- 
ginning to do so, But there are limitations. 
Central kitchens and cold chains are fine for 
a burger but not suitable for a dosa. Then, 
asks, can do well only if customers make do 
with a limited menu and specialisation. 

Business Today tries to get the flavour of 
the business by profiling the new gsr play- 
ers. Some, like Amit Burman of Dabur 
India have a lineage in the food business 
and come with deep pockets. Others like 
partners S. Venkatesh and Shivdas Menon 
of Goli Vada Pav are first timers who got 
everything right. All hungry for growth. 





QSR FORMULA 


pe Limited Indian menu 


e Very quick service 
e Central commissary/ kitchen 
e Rapid scale-up 








Hitting the right note 
with vada pavs: Shivdas 


Menon (R), S. Ventakesh 





urger Kings 





A Tamil Brahmin and a Malayali get together to manufacture and sell Mumbai's 
favourite snack. The result: their Goli Vada Pav chain of 65 stores has a 
turnover of Rs 10 crore and daily unit sales of 50,000 pavs. 


he potatoes are from Punjab, the pro- 
cessing is done by the specialist that 
works for McDonald's and Goli Vada 
Pav turns them into the Mumbai snack that 
was hot long before burgers came to India. 

All this at 50,000 vada pavs a day. 
standardised to the last gram. At the heart 
is the kitchen, where the potatoes are turned 
into par-fried patties and then frozen 
before being fed through a cold chain to 
65 outlets in the state. 

"We are perhaps the only Indian fast 
food chain that operates in a totally hands- 
free set-up." says S, Ventakesh, Co-founder 
and cEo of Goli Vada Pav. 

But isn't Indian fast food all about being 
‘made by the hand’? Yuck. grimaces Shivdas 
Menon, the Malayali Co-founder who is the 


Chief Financial Officer. “Over 65 per cent of 


vada pav consumers today are under 40 
and they are extremely hygiene-conscious. 
Also, imagine the problem of having 65 
kitchens across the state!” says Menon. 

It's not that they did not try: Goli Vada 
Pav began as a single store in 2004 after 


Venkatesh, a Tamil Brahmin, and Menon 
quit their regular jobs and teamed up. They 
were churning out a few hundred pavs 


the traditional way. But they faced huge 


wastage, pillerage and quality issues. Then 
they tied up with Vista, McDonald's global 
partners, for getting standardised raw ma- 
terials. "Today, all our vada pav varieties 
have a shelf life of nine months in a pack- 
aged state and can be shipped anywhere in 
the world,” he says. At the Goli outlet, the 
Vada Pav is deep fried for the customer. 
"We have an annual turnover of roughly 
Rs 10 crore now and we hope to double 
this in three years," says Venkatesh. Their 
range is priced between Rs 8 and Rs 20. 
Scaling up is not an issue since the 
machine that irr engineers designed for them 
makes 100,000 pavs in less than four hours. 
"As of now we see no need for outside 
funding. though we have had offers from 
both venture capitalists (vcs) as well as 
some very large Indian corporate houses,” 
says Menon. 
DHIMAN CHATTOPADHYAY 


GOLI VADA PAV 


CoMPANY: Goli Vada Pav 


CURRENT STORES: 65 in 
Maharashtra 


GROWTH PLANS: 25 new 
stores in Karnataka, 
Tamil Nadu and 

Andhra Pradesh by July; 
chain of 300 by 2012 


BUSINESS MODEL: A 
franchisee has to 
invest Rs 5-7 lakh 
and have store space 


FUNDING: Self, franchises. 


HOT ITEMS: Paalak Makai 
Tikki Pav, Veg Cutlet 
Pav, Schezwan Pav 
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Veg Roll? 
Minutes 


Even the humble paratha roll 
can attract private equity and 
thrive in the QSR model. 


or someone who's travelled the globe 

as a venture capitalist, 58-year-old 

Kiran Nadkarni is a veteran at eating 
out. But he spotted a big gap: there was no 
easy-to-order Indian fare. How about veg- 
gies or meat rolled in a paratha? Fast (two 
minutes now) and tasty. 

So it was that Nadkarni—who had 
headed icicr Ventures and Draper India, 
and then founded JumpStartUp—decided 
to get into asks with the launch of East 
West Ethnic Foods (and the Kaati Zone 
brand) in 2005. 

"The last 15 years have seen the emer- 
gence of a younger, more mobile work- 
force, with larger disposable incomes and a 
willingness to eat out," he says. While some 
of this eating out is in fine dining joints. a 
bulk of it happens during the working day. 
when people prefer to grab a quick lunch or 
snack, he realised. (Nadkarni is aiming to cut 
down the roll-making time to 45 seconds.) 

Nadkarni has spent the last five years 
building a stable backend—central com- 
missary, technology backbone and sourcing 
raw materials—and is now ready for a rapid 
expansion. "We have the backing of Accel, 
Draper and Ashish Gupta of Helion Venture 
to fund our expansion." Nadkarni says. 

Kaati Zone's central commissary 
despatches semi-baked parathas and the 
filling, all frozen, to its restaurants, cafes 
and counters, where they are assembled 
according to the customer's choice and mi- 
crowaved. Initially, Kaati Zone owned all the 
outlets, but now it is roping in franchisees. 

"We will take a measured approach to 
our expansion," says Nadkarni, whose goals 
from the first day have been to build a strong 
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customer base, and sustained store rev- 
enues and profits. Kaati Zone plans to have 
in-dining restaurants as well as smaller 
outlets at malls. airports and offices. 

"Western osns like McDonald's have 
spent time building their back-end opera- 
tions and now have ambitious expansion 
plans...we want to capitalise on this po- 
tential," Nadkarni says. He is aware of the 
tasks ahead: "We have to scale up our 
central commissary to first deal with an en- 
tire city and then an entire region and 
then work on our supply chain to provision 
for our planned expansion." he says. 

Around 70-80 per cent of the cook- 
ing is done centrally. The eateries have 
some extras like a grill and soda machines 
to help up-sell the roll into a meal complete 
with soft drinks, salads and wafers or chips. 

"A small menu is core to the success 
of the os& business," Nadkarni admits. 
Finding this fine balance may be his 
toughest challenge vet. 

RAHUL SACHITANAND 


On àa roll: Kiran Nadkarni 





KAATI ZONE 


company: East West 
Ethnic Foods 


OUTLETS NOW: 15, all in 
Bangalore 


GROWTH PLANS: Add 100 
outlets in Chennai, 
Hyderabad 


BUSINESS MODEL: Franchise 


FUNDING: Accel India, 
Draper Investment 
Company, Ashish Gupt 
(Managing Director, 
Helion Venture) 


HOT PRODUCTS: 
Paratha rolls 
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For this scion of the Dabur family, QSRs were the only missing link. 


irst juices, then ready-to-cook pastes 

and finally the dive into quick service 

restaurants two years ago has pretty 
much completed the circle for Amit 
Burman, Vice-Chairman of Dabur and 
now Co-founder of Lite Bite Foods. The 
venture is focussed on food and beverage re- 
tailing. through casual dining, food courts, 
express outlets and osrs with brands such 
as Street Foods of India and Rapps. 

"Food as a category is growing, but 
within this pie we have reason to believe 
that Indian food options, in particular 
value-for-money Qsrs, will witness the 
biggest spike," says Burman, who had 
spearheaded Dabur India's entry into 
processed foods by setting up Dabur Foods 
in 1999, This company launched the Real 
brand of juices and cooking pastes among 
other things. He stepped down as ceo when 
the unit was integrated with Dabur India in 
2007 and was appointed Vice Chairman of 
Dabur India. 

Around the same time, Burman ven- 
tured into food retail in his personal capac- 
ity by launching Lite Bite along with some 
other investors. Burman also runs nine fran- 
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chises for Subway, the us sandwich brand. 

Burman has had a successful brush 
with food outlets in shopping malls so far. 
"We find that almost 40 per cent of food is 
sold out of food courts in malls across Delhi. 
Gurgaon and Noida." he says. While his 
fine dining options have been introduced in 
other cities, Street Foods of India is restricted 
to Delhi and the National Capital Region. 

"This is because it is dependent on a 
central commissary and till we find that 
there is an opportunity to open at least 
five outlets in a cluster in another city, we 
will not go there,” he says. 

An average meal at Street Food outlet 
costs Rs 150 and the big crowd puller is ra- 
jma chawal for Rs 25. There are just 25 
items, including vegetarian and non-veg- 
etarian thalis, chaats, dosas. tikkas and 
kebabs. Burman claims all eight outlets of 
Street Foods of India are cash positive. 

Lite Bite Foods has so far invested 
Rs 200 crore to establish a pan-Indian net- 
work of 200 restaurants. But Burman is not 
making a growth dash: his priority is to 
stabilise the concept. 

SHAMNI PANDI 


Pitching for new formats in 
food retail: Amit Burman 
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STREET FOODS 
OF INDIA 


COMPANY: Lite Bite Foods 
OUTLETS Now: Eight in NCR 
GROWTH PLAN: Pan-India 


BUSINESS MODEL: 
Company-owned 


F UNDING: 
Amit Burman 


HOT PRoDucrs: Rajma 
Chawal, Thalis 


COVER STORY-QUICK SERVICE R 


Pav Love 


A decade after they set it up, 
Dheeraj and Reeta Gupta of 
Jumbo King want to scale up 
operations and reposition 
the vada pav chain 

as snacks on the go. 


ith 37 joints in Mumbai and nine 
in Gujarat, Jumbo King Foods, one 
of India's first vada pav chains, 
has just reported a turnover of Rs 15 crore 
and is aiming for Rs 20-24 crore this fiscal. 





But owners Dheeraj and Reeta Gupta have 
no plans to go national: "Vada Pavs are es- 
sentially a Mumbai snack and our core fo- 
cus is the city." 

Dheeraj, a graduate of inq Mumbai, 
and his wife Reeta, a microbiologist, started 
Jumbo King with one outlet in suburban 
Mumbai in 2001 and one thing in com- 
mon: both love vada pavs. 

"Today. we sell over 10 lakh vada pavs 
a month, each priced between Rs 8 and 
Rs 20," says Dheeraj, who is the cro. 
"Nearly 65 per cent of our customers are in 
the 16-25 age group, and we are confi- 
dent that business will boom." 

And why go national when Mahar- 
ashtra is big enough? "We are looking at a 
35 per cent year-on-year growth for the 
next three years, which roughly means 
opening 100 outlets in Mumbai alone. By 
2017, we hope to have 200 stores—one 
every two km across Mumbai," he says. 

But scaling up at this rate could be a 
challenge, he admits. "We have raised 
Rs 6.75 crore last year, which is funding a 
large chunk of our expansion plans. We 
own all our stores and there is no fran- 
chise involved as of now, which basically 
means we spend a lot of money on building 
infrastructure and choosing the right 
location," he adds. 

Jumbo King is also thinking of reposi- 
tioning its image from just a vada pav store 
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to a "snacks-on-the-go" chain offering tra- 
ditional fried vadas as well as steamed and 
grilled versions served inside pavs, kathi rolls 
or simply as standalone vadas. 

Why did they go for Indian fast food: 


"The potential was there. We figured if 


McDonald's could be so successful, so could 
we. People want street food but increasingly 
they want hygienic snacks as well,” he says. 
Jumbo King supplies its eateries from 
two kitchens, one in Mumbai and the other 
in Ahmedabad. The staff is trained to turn 
out exactly the same stuff across the chain. 
The toughest challenge though was 
changing the Indian mindset. "The idea 
seemed to be that customers would want 
100 varieties like what a Haldiram offers. 
But look at McDonald's or Pizza Hut. Do 
you ask for a burger at Pizza Hut or a pizza 
at McDonald's? We have managed to show 
that having only 10 similar products can 
still draw thousands of customers every 

day," says Dheeraj. 
DHIMAN CHATTOPADHYAY 


Reshaping fhe 
image of his 
vada pav chain: 
Dheeraj Gupta 





JUMBO KING 


COMPANY: Jumbo King 
Foods Pvt Ltd 


STORES NOW: 37 in 


Mumbai, nine in 
Gujarat 

GROWTH PLANS: To have 
100 stores in Mumbai 
by 2013 

BUSINESS MODEL: OWNS 

all its stores 


FUNDING: Dheeraj Gupta 


HoT PRODUCTS: Grilled 
Jumbo King, 
Butter Jumbo King 
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The Oberoi, Mumbai has re-opened after complete renovation. 


Welcome back. 
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COVER STORY-QUICK SERVICE RESTAURAN 


Bucking the Trend 


Choice and quick service are difficult 
partners. But Dosa Plaza and Masala 
Country are making them work. 





Gi Marya, President DOSA PLAZA 
of Franchise India 

Group, one of Asia's largest COMPANY: Club City 
integrated franchise solu- 


tions outfit, spotted the trend Pra NOW: pba "2 
towards Qsks in 2004. But C um SIX O x^ di 
despite being a franchise ountry across india 


guru, Marya had to digest GROWTH PLANS: Open 30 
some new lessons when it more outlets 


came to food, as Sonya 
Chowdhry Grover, Director. BUSINESS MODEL: Franchise 


Franchise India Brands, 
Marya's holding company FUNDING: Gaurav Marya 


owning Club City and and HOT ITEMS AT DOSA PLAZA: 
other franchises, points out. Salad Roast Dosa 


“We realised that 
Indians want choice...and 
there's a huge demand for traditional Indian options,” 
she says. So Club City has bet on the good old Indian 
meal. Dosa Plaza dishes out a mind-boggling combi- 
nation of dosas, while Masala Country has an array 
of north Indian cuisine. Club City is more aggressive with 
Dosa Plaza. “We really want to grow this offering as it has 
responded really well,” says Grover. 

According to her, most malls are disaster zones for 
food-related ventures as they tend to pull in huge crowds 
during weekends, creating a lumpy business flow that 
is hardly conducive to something as perishable as food. 

SHAMNI PANDE 
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MONEY SHARMA 


YWHVHS AJNON 


Selling food on carts: Nitin Agarwal 


Food on Wheels 


No costly real estate, no tables or chairs. 
Just green carts serving popular meals 
and snacks to people where they are. 


round the time the Shah ÇCHAKH LE INDIA 


Rukh Khan starrer 
Chakh De! India was inch- COMPANY: Chakh Le India 
ing towards hit status in 
2007, Nitin Agarwal was OUTLETS NOW: Only carts, 
chatting with some friends in Gurgaon 


and got this idea of Indian — cRowrh ptans: Pune 


food being served where the Hyderabad Bangalore 
people were. “I suggested - 


the movie title asthe name BUSINESS MODEL: Carts 
and my friend improvised,” run by franchisees 


says Agarwal, Co-founder, 


Chakh Le India, which to- FUNDING: Nitin Agarwal 


day sells branded food On — oT ITEM: Pyaaz Kachori 
push carts from 15 locations 


in Gurgaon, the satellite 
business town south east of Delhi. 

Agarwal, who started with an investment of Rs 2* 
lakh with two other partners, bought out their stakes : 
year ago. He has a central-food-processing unit ir 
Gurgaon, where the carts come to top up. Local entre- 
preneurs operate the carts. "I broke even within seven 
months," Agarwal says. 

On the menu are about 18 items and the carts' fran- 
chisees are free to load up with what they think will 
work best for them. So there is rajma chawal for Rs 25 
puree and curry for Rs 25, buttermilk for Rs 10, rasmala 
or a kulfi for Rs 15 and so on. 

SHAMNI PANDI 


COVER STORY-COLUMN 


RAGHAV GUPTA President, Technopak Advisors 


AN INDIAN MCDONALD'S ANYONE? 


A similar eating out format for Indian food is a big opportunity. 


ndia is changing rapidly, and so 

is the way it eats. This change is 

driven by various factors—more 

nuclear families, newer types of 

jobs, more working women, lack 
of time, increasing incomes, more 
“guilt” caused by the lack of time for 
the family, a more adventurous palate, 
greater consciousness of hygiene and 
so on. This has created a lot of exciting 
opportunities in food services retail. But 
the success enjoyed by chains like 
McDonald's, Domino's Pizza, Café 
Coffee Day, krc and Haldiram's so far 
may not even be the tip of the prover- 
bial iceberg! 

Various reports project that 85-90 
million jobs will be created in India 
over the next five years, with almost 
half in services sectors like hospitality, 
health care, modern retail, rr & BPO, 
telecom and education, and many 
women will be joining the workforce. 
So far, the large numbers of women in 
agriculture and labour have skewed 
the metric of "percentage of working 
women". As more women join "ur- 
ban" jobs, this will change. And this 
will shrink the time available for gro- 
cery shopping and cooking. 

Indians see eating out as a "cele- 
bration"—of a birthday or getting to- 
gether with friends. But, now more 
of eating out will be necessity-based. 
Developed countries have followed 
this pattern before us; what is different 
is the detail. For example, in India, 
cafés get the bulk of their business in 
the second half of the day, when 
people like a leisurely coffee with 
friends or family. In the developed 
markets, on the other hand, café 
chains get the maximum business in 
the morning as people going off to 
work pick up breakfast and coffee. 


India's food services retail market is 
estimated at Rs 32,000 crore, and 
expected to grow at 8-10 per cent a 
year over the next five years. Of this, the 
organised market currently accounts for 
around Rs 4,000 crore and is expected 
to grow at 25-30 per cent a year into a 
Rs 15,000-crore market by 2015. 
However, the real growth fillip could be 
provided by "necessity based" eating 
out, and all growth projections could 
turn out to be pleasantly understated. 

An average adult Indian requires 
about 1.800 to 2,200 calories per day, 
or 700 calories each from lunch and 
dinner. Such a meal needs to be tasty. 
hygienic, healthy, priced right. and 
conveniently available. Also, while 
Indians are increasingly open to dif- 


Further, from a business design 
perspective, various improvement op- 
portunities exist. A large menu means 
a large kitchen, which is expensive re- 
tail real estate not being used for seating. 

So, while Indian food outlets con- 
tinue to hold their own against multi- 
national chains on the menu front, 
these players have not been able to 
ramp up the number of outlets like 
collee chains or international quick 
serve restaurants have. 

A format designed for "necessity 
based" eating out—with Indian cuisine, 


The real growth fillip will be given by 
"necessity based" eating out, upsetting all 
current projections for the food service market. 


ferent international cuisines, over 80 
per cent of food consumed (at home or 
outside) continues to be Indian. 
What is available in Indian cuisine 
on an average is focussed on fine din- 
ing and sit-down. But menus are too 
long, with the objective of providing 
variety, but this reduces economies 
of scale and increases price points. 
Input raw material quality is poor 
and this is covered up by the use of 
large quantities of fat (gravy), result- 
ing in a meal that is probably 1.300 
calories and way higher than the de- 
sired 700 calories. No wonder. visitors 
from overseas often remark at the 
large difference in an Indian meal at 
home versus a restaurant, though 
they usually love both versions. 


simplified and standardised menus, 
centralised kitchens, a sourcing and 
supply chain, hygienic ambience, flex- 
ible seating, and priced marginally 
higher than a meal cooked at home 
—would be a very strong opportunity 
lor a business "built for India". 

I believe 500-700 such outlets, 
across 40-50 cities, over 5-7 years, 
generating revenues of Rs 1,000- 
1.400 crore per annum would make 
this opportunity interesting for Indian 
business houses as well as some 
international chains. And, extensions 
into home delivery. institutional busi- 
ness, ready to eat meals, etc.. could 


further enlarge the size and scale of 


such a business. Hence, a fully Indian 
McDonald's anyone? © 
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Smarter Work 


Let's build a smarter planet. 


As wo move toward a globally integrated economy and 
soclety, we find ourselves at a moment of enormous 


challenge — and of even greater opportunity. 
The world Isn't Just getting smaller and flatter, It is 
actually becoming smarter. Today, almost anything ~ any 
physical object, process or system -can be instrumented, 
Interconnected and Infused with Intelligence. 


The question is, what wii we do with that? Beginning last 
year, IBM launched an ongoing conversation about 
some of the most critical issues and most promising 
opportunities facing our planet. We have explored what It 
means to make the systems by whlch our world works, 
work better — our energy, our banks, our government, our 
telecom, our [T...everything. The ist ls long, and the dialogue 
nas just begun. 


We beleve that smarter systems can and will make a 
real difference to the prosperity of the global economy, 
the sustainability of our planet and the health of global 
society. We also belleve that IBM Is In a unique position 
to help — thanks to our depth of resources, expertise 
and experience. We can help provide enterprises, 
institutions and governments of all sizes around the 
world with the tools and thinking necessary to build a 
planet of smarter systems. 


The future now beckoning to us Is one of enormous 


~ promise — a future we can bulid now If we open our minds 


and let ourseives think about what our world coukd be 


Let's bulki a smarter planet. Join us and see what others 
are thinking at Ibm.com/amarterplanet/in 
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The Maoist movement's inroads into some 223 districts in 20 states- 
at last count-have the potential to not just stall big-ticket investments but 
also derail the great Indian growth story. 

ANUSHA SUBRAMANIAN IN DANTEWADA WITH SUMAN LAYAK 


rom Bailadila in Dantewada, 
— - Chhattisgarh, begins the 267- 
| km. 400-mm or 16-inch diame- 
tre slurry pipeline (used to trans- 
port mineral concentrate) that 





was commissioned by Essar Steel in 2005 


at a cost of Rs 667.5 crore. The pipeline was 
built to transport iron ore fines from the 
Kirandul complex of NMpc Ltd to Essar's 
pelletisation unit in Andhra Pradesh, where 
the iron ore fines are converted into pellets 
(which are used to make steel). A vear ago, 
the part of the pipeline in Chitrangonda 
in Orissa—the pipeline snakes its way 
through three states—was blown up by 
one of the many Maoist groups in the reg- 
ion, who are fighting a bloody war osten- 
sibly against landlords and their "agents" 
(which include governments). Since then 
the Ruias-owned Essar Steel has been 


unable to repair the pipeline because of 


differences in opinion—not between gov- 
ernments or the promoters of the pipeline, 
but between the Maoist groups in Orissa 
and those in Chhattisgarh! 

According to local sources, some 80 km 
of the pipeline, which has a capacity to carry 
8 million tonnes of iron ore per annum, is 
under direct Naxal control. The term Naxals 
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or Naxalites is used interchangeably with 
"Maoists" to describe these groups. consist- 
ing mostly of tribals, who have chalked out 
their own rule of law in the region now 
infamously dubbed the Red Corridor. 

That corridor is only getting wider, 
longer—and more dangerous by the day. 


The ambush of 80 crpr personnel in the 


jungles of Dantewada is the most recent 
indicator of how real the Maoist threat is 
and how hazardous the terrain is. Today. 
some 223 districts in 20 states are under 
the influence of the Maoists, with 
Chhattisgarh, Jharkhand, Orissa, Bihar and 
Andhra Pradesh being the worst hit. That the 
Naxal influence is growing alarmingly can 
be gauged from the fact that three years 
ago, the Red Corridor extended to 165 dis- 
tricts in 14 states. Now, the Maoists are 
even strengthening their stranglehold 
around India's rr capital, Bangalore. 

It's a tough life for citizens caught in the 
crossfire. It's also tough for those trving to 
earn a living there—-as it is for big business 
that's seeking to put up mega metals projects 
in the mineral-rich states of Orissa. 
Chhattisgarh and fharkhand. Projects rep- 
ortedly worth a little over Rs 2.50.900 crore, 
involving metals majors like Posco and 
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Vedanta, have been 
proposed to be set up in 
Orissa. NALCO and Tata Steel 
are two other companies that 
had proposed to set up steel and 
aluminium plants in Orissa. As of 
a couple of years ago, investments 
in steel and power worth another 
Rs 13,000 crore were proposed 
in Chhattisgarh. 

“There is a sense of panic... Ever 
since these recent attacks (in 
Dantewada), nobody is willing to 
come to this town,” says Reena 
Kangle, District Collector of 
Dantewada. “Everybody fears the 
Naxals and many are rethinking their 
investments in this region.” 

But the commodities giants can- 
not afford to ignore these states for 
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_p Pipeline between Bailadila in Chhattisgarh 
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Naxal-hit States 
E Severely affected districts: 51 
IN Moderately affected districts: 18 
I Marginally affected districts: 62 
MP Targeted districts: 34 


This is the red corridor as it was in 2006-07, when the Naxals 
had entered 14 states; they've spread to 20 states now. 
Source: Industry, Union Ministry of Home Affairs 
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and Vizag in AP blown up by terrorists 


WHY BUSINESS SHOULD WORRY 


> Orissa: Home to 33% of India's iron ore reserves, 
51% of bauxite and 25% of coal and alumina. 

PROJECTS PROPOSED: By Tata Steel, NALCO, POSCO and Vedanta. 
VALUE OF PROJECTS PROPOSED: Roughly Rs 2,50,900 crore. 


b Chhattisgarh: Home to India's richest reserves 
of iron ore, coal, limestone and bauxite. 

PROJECTS PROPOSED: By Essar Steel and Tata Steel. 
VALUE OF PROJECTS PROPOSED: Roughly Rs 13,000 crore. 


UMESH GOSWAMI 


CORPORATE-INVESTMENT SECURITY 


too long. Consider: Orissa accounts 
lor roughly a third of the country's 
iron ore reserves, a little over half of 
bauxite and a quarter of its coal and 
alumina. Chhattisgarh is home to 
India's richest reserves of iron ore, 
coal, limestone and bauxite. 

It's this rich kitty of reserves that 
pulled the likes of Essar into this cor- 
ridor. However, if laying a pipeline in 
this deathly terrain of hills and dense 
jungles wasn't difficult enough, guard- 
ing it, or even attempting to repair it. 
is proving impossible. Result? Both 
NMDC and Essar suffer, NMDC because of 
reduced offtake of iron ore and Essar 
because of reduced supply as well as a 
higher cost of transportation. 

Essar, which used to transport 
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NMDC mines: The reduced offtake of iron ore is a cause of concern 





Chhattisgarh policemen in military camouflage: A common sight on the streets 


roughly 20,000 tonnes of iron ore 
fines per day to its pellet plant, now has 
to take the 430-km rail route. While 


the cost of transporting one tonne of 


iron ore through the slurry pipeline 
works out to Rs 60, by rail it shoots up 
by 11 times to Rs 660. What's more, 
it can get only 3 million tonnes per 
annum by rail, as against 6 million it 
was transporting via the pipeline. This 
means that Essar has to import 
another 3 million tonnes of ore it 
needs from places ranging from 
Bahrain to Brazil for as high as close to 


BM BDI'CINEVCQG TODAY Man 165 OMIN 


Rs 2,000 per tonne. 

It's not surprising, then, that the 
Ruias have made little progress on a 
3,2-million-tonne steel plant that was 
proposed at Bhasi (close to Bailadila) 
in Chhattisgarh, despite signing a 
memorandum of understanding with 
the state government in 2005 and 
acquiring 600 hectares that vear. 
Tata Steel's proposed 5.5-million- 
tonne unit at Lohandiguda in Bastar 
district is also similarly stuck. "The 
land acquisitions have happened by 
the state government but the com- 


panies are not yet ready out of fear,” 
points out Kangle. 

It's not just the big corporate 
houses that are being left behind in the 
shade of the huge red cloud. Bastar in 
Chhattisgarh, for instance, was once 
a bustling hub for iron ore mining. 
The district has some 75 mini steel 
units that produce 2 lakh tonnes of 
steel a month. “The growing activities 
of the Naxals in Bastar are threatening 
iron ore mining in the sprawling 
forested region. The ore movement 
from this region has fallen after the rec- 
ent attacks,” says Ashok Surana, Head 
of Chhattisgarh Mini Steel Plant 
Association. “The staff going to the 
NMDC complexes to get delivery orders 
don't want to go there now out of 
fear of being attacked,” he adds. 

Even districts that aren't at ground 
zero are feeling the ripples of the Naxal 
violence. Consider Salboni in West 
Bengal, where jsw Steel has identi- 


oer 


fied a site for a 10-million-tonne steel 
plant. A blast at Kalaichandi, 16 km 
from Salboni, in November 2008, 
moments after Chief Minister 
Buddhadeb Bhattacharjee's convoy 
had passed through it after laving the 
foundation stone for the proposed jsw 
Steel unit, still reverberates in that 
region. Says Biswadip Gupta. 
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BUILDINGS | TRANSPORTATION | UTILIES 
From masterplanning to township development, - 


Sembawang Engineers & ConstructfÓrs offefs \ 
comprehensive solutions in infrastructure. X 


A Punj Lloyd Group Company, Sembawang 

is a global turnkey contractor that has delivered 
a range of technologically challenging and 
complex projects around the world. 


Whatever the project, wherever the challenge, 
we get it done. The Punj Lloyd Way. 
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CORPORATE-INVESTMENT SECURITY 


É SILVER LINING IN THE RED CLOUD 


. Andhra appears to have found a way to deal with the Maoists. 


Managing Director, jsw Bengal Steel 
Ltd: "This area is not in control of the 
Maoists. The conflict zone is 20-25 
km away. The blast took place some 
16-17 km away from here. But the 
battle between the joint forces and 
the Maoists has its ripple effect on this 
place. Any news of the conflict makes 
the entire area very tense." Kalahandi 
in Orissa, where Vedanta Aluminium 
(a subsidiary of Vedanta Resources 
plc) has an alumina refinery (in 
Lanjgarh), too, is not directly under 
Maoist fire, but still it is precariously 
close to the areas of conflict and, there- 
fore, always vulnerable. 

To be sure, one way—and, per- 
haps, the only way—forward for the 
corporates is to cultivate the trust of 
the locals—who live in miserable 
conditions—by engaging with the 
local people. jsw Steel, for instance, has 
mobile medical camps that travel 
through villages, is building tube 
wells and helping people take up an- 
imal husbandry. Then, Vedanta is 
keen that the Orissa Mining 
Corporation mine bauxite in the 
Niyamgiri Hills, which the Dongriya 
Kondh tribe believes is the abode of 
their god. Vedanta is doing its bit to 
win people over, and succeeding 
slowly but surely. Mukesh Kumar, 
coo, Vedanta Aluminium, gives the 
example of a young man, Jitu 
Jakasika, perhaps the first graduate 
from the community of the hill people. 
“For three years, he fought us. Just 
when he was on the verge of joining 
the Maoists, I met him and asked 
him what he wants.” Jakasika's an- 
swer: Development for his commu- 
nity. “So I suggested that let us fight 
for that instead. Today, with our 
help, Jakasika is doing an MBA in 
Bhubaneswar and has inspired ano- 
ther 30 young men from his com- 
munity to go for higher education,” 
adds Kumar. Clearly, not all disgru- 
ntled tribals are Maoists, but the 
crossover is what's hurting India, as 
well as India Inc., which can cer- 
tainly do its bit to halt it. © 
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opening page of this feature, and you will see a huge blotch of 

red over Andhra Pradesh. At least that's how the situation 
was until a couple of years ago (the map is based on the spread of 
the Naxal network as of 2006-07). Well, Andhra is still very much a 
part of the Naxal corridor, but the situation seems to have improved 
over the past few years. A senior Andhra police officer recently told 
BT that 2009 was the only year in the last 30 years when not even 
a single policeman was killed by the Maoists in the state. Talk to 
those in the government and the industry and it is apparent that it 
is a mix of several factors that has led to what is now being seen as 
Andhra's better record in tackling Maoist insurgency. At one end 
there is a comprehensive rehabilitation package that has been 


T^ a look at the map that highlights the Red Corridor in the 





A Greyhounds team carrying out combing operations 


devised by the state to help those Maoists who have laid down their 
arms to rebuild their lives. At the other is a sharp focus on compen- 
sation and rewards to officers. For instance, officers of the 
Greyhounds, an elite force founded in 1989, get 60 per cent more 
than the normal pay, and the welfare of their families is taken care of 
by the state. Greyhounds is a one-of-its-kind unit in the country and, 
according to Anjani Kumar, Inspector General, it "specialises in 
jungle warfare. If you have to fight a guerrilla one has to be like a 
guerrilla". It is, therefore, different from other elite forces like, say, 
the National Security Guard (NSG), which specialises in dealing with 
urban terrorism, anti-hijacking and VIP security, among other things. 
All directly recruited officers in the state, from assistant sub- 
inspectors to IPS probationers, undergo training for three years at 
the Greyhounds training centres. That apart, a special force of young 
officers has been created in each district and the state has made 
substantial new investments in modernisation of weapons, commu- 
nication, transport and support technologies for each police station. 
E. KUMAR SHARMA 
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Hottest deals every click 
(A Portal by Panoramic Universal Ltd.) 









@ Log on to www.travelhot.in 
Select your Destination, Budget & Schedule 
@ And just Submit! 
e Know more about travel spots e Special packages for FIT and group bookings 
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Fully operational BVM Global School 
at Swarnabhoomi 





Learning in Swarnabhoomi 

e Knowledge Hub with Professional College for 
Contemporary Music, Residential School, Construction 
Management & Research and Foreign Universities 
* US based Virginia Polytechnic Institute & State University, will 
establish a university campus - Virginia Tech MARG 
Swarnabhoomi, India « Centres of Excellence for Maritime, 
Energy, Film, Animation, Arts, Management and 
Engineering & Life Sciences 





Business in Swarnabh 
* Multi-Services SEZ de 
ITeS, Research, An 
Simulation services an 
spread over 300 acres v 
Park « Engineering SEZ 
General Engineering, P 
Auto Ancillaries & Electr 
others spread over 312 


Corporate office: 4 / 318, Rajiv Gandhi Salai (OMR), Kottivakkam, Chennai - 600 041 
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Spirit of Visioneering a^ 
MODELS FOR 
ACCELERATED 
REGIONAL 
GROWTH 





me to MARG Swarnabhoomi, the new paradigm for business, living and learning. Imagine a city with world class 


Nonal institutes that break all the boundaries and go beyond education as we know it today. A place where learning happens 
shin the confines of four walls or between the covers of a textbook, but from the world around you. That's exactly what we're 
iat Swarnabhoomi - The Uncity. An environment with a Knowledge Hub that houses world class schools, colleges and technical 
ies. Welcome to boundless education in The Uncity. 

von of MARG's spirit of visioneering, Swarnabhoomi is yet another Model for Accelerated Regional Growth that is inspired by the 


glorious past and promises to build an equally glorious future. 


m Swarnabhoomi 
Ekial Hub consisting of 14,000 exquisitely crafted dwelling units - Apartments, 
ses and Luxury villas with Club houses (600 ready to occupy homes by July 2010) 





‘lass amenities and eco-friendly environment surrounded by the sprawling 
rs of Cheyyur * World class healthcare facilities « Luxury hotels, Service E 
wets, Convention centres, Shopping malls, Banks, Foodcourts and Multiplex Ins 
ving centre CUOI Sh ə 


*oemargswarnabhoomi.com Web: www.margswarnabhoomi.com THE UNG EIJ 
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CORPORATE-PRIVATE EQUITY 


BIG FISH ENTER 


Some of India Inc.'s biggest corporate houses-including the Tatas, Kumar 
in and in the process competing with global venture capital and private 





ometime in early 2009, 
Bharat Banka, the newly- 
appointed ceo of the Aditya 
Birla Group's latest finan- 





cial services venture, Aditya 
Birla Capital Advisors, was huddled in 
a meeting with group Chairman 
Kumar Mangalam Birla at the central 
Mumbai headquarters. Also present 
were CEO of the financial services 
group, Ajay Srinivasan, along with 
the core team of the recently set-up pri- 
vate equity (PE) business. The 40-year- 
old Banka, who has been with the 
group for 15 vears, began making a 
presentation to the Chairman on the 
proposed game plan for the PE ven- 
ture. He started by talking about the 
third-party model, which involves 
mobilising capital from domestic and 
international investors; and then went 
on to talk about the various opp- 


indiatodayimages.com 


ortunities that exist for investment. 


www 


As he neared the end of the pres- 
entation—there was only one slide 
left—Banka got visibly tense. The 
big question was how much was 
jirla willing to commit to the ven- 
ture as its sponsor. As he lingered on 
the last slide, the 42-year-old chief of 





NISHIKANT GAMRI 


the $28- billion diversified group said 


THE STRATEGIC BENEFITS 


W PE investing is a logical li Provides access to W Big groups are in a position  Biinvestee company can 
extension of the ambitions of long-term capital from to use their expertise and also be a strategic partner 
the financial services' arm of institutional as well as high entrepreneurial drive to or a candidate for an 

the conglomerate net worth individuals guide start-ups outright buyout 
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THE PE POND 





Mangalam Birla and Anil Ambani-are sniffing for attractive businesses to invest 
equity majors like Blackstone and Warburg Pincus. ANAND ADHIKARI 


BHARAT BANKA 


MD & CEO, Aditya Birla Capital Advisors 


"WE PREFER A BOARD 
REPRESENTATION. THAT 
BRINGS DISCIPLINE INTO 
THE INVESTEE COMPANY" 
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INVESTING MODEL: 
Third-party PE fund 
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Rs 880 crore 


Piha hehehe eee Ee ef 


20% 
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SECTORS BEING WATCHED: 
Infrastructure enablers like 
engineering, procurement, 
construction as well as 


capital goods companies 
SSS RTE Wap: 


something that came like music to 
Banka's ears. "If have to pick a num- 
ber, I would want it (the sponsor's 
contribution) to be 20 per cent,” ann- 
ounced the Chairman. 

Banka heaved a sigh of relief. After 


all, 20 per cent is as good as it gets and 
is considered aggressive for a spon- 
sor's contribution to a third-party 
PE venture. Between 10 and 15 per 
cent is considered the norm. By taking 
his group's contribution to 20 per 
cent, Birla was showing confidence 
in the mint-new Pr arm and its team as 
well as in the potential that exists in 
the business for large conglomerates 
like the Aditya Birla Group. 

Indeed, the Aditya Birla Group is 
just one of India's large family-run 
business groups that's taken the 
plunge into a space that's so far been 
the preserve of global pe marquee 
names like Blackstone Group. Carlyle, 
Goldman Sachs, Kohlberg Kravis 
Roberts (KKR), Texas Pacific and 
Warburg Pincus. The Tatas, the 
Mahindras, and Anil Ambani's 
Reliance ADA Group are three other 
conglomerates that have outlined 
plans to fund attractive business 
propositions that are at the start-up 
stage (via venture capital) as well as 
established models (via Pr). 

Like the Birlas, the Tatas, too— 
via their three-vear-old financial serv- 
ices arm Tata Capital —have chosen 
the third-party avenue, where funds 
will be raised externally. with the 
sponsor (the corporate) pitching in 
with 10-15 per cent. The Mahindras 
have more of a venture capital (vc) 
model in mind, and will use internal 
funds to incubate start-ups as well as 
invest in promising early-stage busi- 
nesses. Ambani, for his part, has a 
two-horse model, one taking the vc 


path and the other the rt road. 

Another approach is that of the 
Malvinder and Shivinder Singh-owned 
Religare Enterprises, which has jointly 
ventured with a Mumbai-based ind- 
ependent investment advisory firm. 
Milestone Capital Advisors. The Singhs 
are, of course, sitting on a stash after 
cashing out of Ranbaxy in 2008 for a 
cool $2.4 billion. Private equity was a 
logical extension for promoters look- 
ing for new opportunities, The 50:50 
joint venture, called Milestone Religare 
Investment Advisors, to that extent is 
a win-win combo: The Singhs bring in 
domain expertise and Milestone the 
investment expertise. 

Corporates in the vc and PE space 
isn't exactly an immensely popular 
global trend. In the us, mM and Intel 
have proprietary models, which are 
basically designed to make strategic 
investments in start-ups. Third-party 
models do exist, but in most cases, 
they are arms of financial institutions. 
Examples: Citi Venture Capital, 
Goldman Sachs Private Equity Group. 
Morgan Stanley Private Equity and 
Standard Chartered Private Equity. 
These are more on the lines of the pr 
operations of an DFC or an icici Bank, 
both financial services majors. True, 
the PE operations for the Tatas, Kumar 
Birla and Anil Ambani are all a part of 
their respective financial services arms, 
but then those financial services arms, 
in turn, are just one prong of these 
highly-diversified groups. 

Also, unlike Wipro's Azim Premji 
and Infosys’ N.R. Narayana Murthy, 
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RAJESH SINGHAL 


Managing Partner, Milestone Religare 
Investment Advisors 


"THE BIG POSITIVE FOR 
CORPORATE- SPONSORED 
PE FUNDS IS THAT 

THE KNOWLEDGE OF A 
DIVERSIFIED GROUP 

CAN BE UTILISED WHEN 
INVESTING IN 

THE COMPANIES" 


INVESTING MODEL: Third-party 
PE with a 50: 50 JV with an 
independent advisor 


CAPITAL RAISED SO FAR: 
Rs 400 crore 
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SECTORS BEING WATCHED: 
Health care and education 
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the Indian corporates foraying into 
the PE and vc space are investing group 
funds rather than their personal 
wealth (Premji invests via Premjilnvest 
and Murthy via Catamaran 
Management Services). 

These corporations also differ from 
traditional pr firms in that return on 
investment is just one part of the big 
picture. The investment can have 
strategic benefits, too, the biggest one 
being an opportunity to identify The 
Next Big Thing in Indian business at a 
relatively early stage. Praveen Kadle, 
MD, Tata Capital, for instance, wants to 
"tap opportunities in consumer ind- 
ustries, engineering, telecom, rr, log- 
istics and chemicals,” all high-growth 
businesses. For this purpose, Kadle is 
planning to launch a mid-market 
growth fund in a strategic alliance 


with Mizuho Group of Japan. Banka of 


Aditya Birla Capital has raised Rs 880 
crore as of March. “We have com- 
mitted roughly eight per cent of the 
fund so far,” says Banka, who has 
scanned over 200 companies in the 
past six months. His focus: 
Infrastructure enablers and con- 
sumption-oriented businesses in the 
growth stage. Milestone Religare has 
already committed Rs 200 crore to 
the health care and education sec- 
tors, and Rajesh Singhal, Managing 
Partner, reveals that plans are afoot to 
raise $200-300 million from the over- 
seas market via a second fund. 





HARSHAL SHAH 


CEO, Reliance Venture Asset 
Management 


"WE WORK WITH START- 
UPS IN MEDIA, ENTERTAIN- 
MENT AND COMMUNICA- 
TIONS WHERE WE END UP 
GENERATING BENEFITS 
BECAUSE OF THE SYN- 
ERGIES THAT ARE AVAIL- 
ABLE IN OUR GROUP" 


TITITITITIIIIIIIIITTIITIILIIIILII 


INVESTING MODEL: 
Proprietary 
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CAPITAL RAISED SO FAR: Draws 
from the group 
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SECTORS BEING WATCHED: 
Communications, 
entertainment and media 


Another group company, Reliance Equity Advisor 
follows the third-party model, and raised Rs 1,501 
crore late last year 


Looking for opportunities in high 
growth sectors is one objective 
another is to find businesses wit 
potential in related areas. Relianc 
ADAG, for instance, has floate 
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CORPORATE-PRIVATE EQUITY 


THE CORPORATE PE MODEL 


Sponsor a Third-party Fund 
The corporate brings 5-20% as its 
capital contribution to a fund and 
the balance is mobilised from 
domestic as well as overseas 
investors. Examples: The Tatas, 
Aditya Birla, Reliance ADAG 


Reliance Venture Asset Management 
to incubate ideas in communication, 
entertainment and media—all sec- 
tors in which the group has estab- 
lished operations. Reliance Venture is 
completely a proprietary model, and 
CEO Harshal Shah lets on that the 
company has invested $7-1 1 million 
each in a dozen-odd companies. 
Reliance ADAG also has a private 
equity arm, Reliance Equity Advisors, 
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Deploy Own Capital 

This is a proprietary model where the 
corporate signs the full cheque to 
incubate new ventures and also 
invest in companies outside where 

it sees a potential of growth. 
Example: Mahindra & Mahindra 


which fulfils the role of investing in 
growth companies. 

Clearly, along with deep pockets, 
the management bandwidth that 
these corporations possess could prove 
a perfect foil for entrepreneurs looking 
for expertise and capital to fuel their 
ideas. “The big positive for any cor- 
porate-sponsored PE is the knowledge 
base of the group that can be utilised 
for investing in the companies,” says 


PRAVEEN KADLE 


MD, Tata Capital 


“OUR PRIVATE EQUITY 

IDEA GERMINATED FROM 
SUPPORTING COMPANIES 
IN THE TATA ECOSYSTEM” 
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PE fund 
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CAPITAL RAISED SO FAR: Plans to 
raise around $500 million 
(Rs 2,250 crore) 


SPHERE HERR HRC E Hee 
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SECTORS BEING WATCHED: 
Consumer-related indus- 
tries, engineering, telecom, 
IT, logistics and support 
services, biotech, chemicals 
and speciality chemicals 


Partner an Independent Advisor 
This is the model where the 
corporate enters into a joint venture 
with an advisory firm to float PE 
funds, with the latter taking the 
investment decisions. 

Example: Religare 


Singhal, who has a pool of medical 
professionals from the Singhs-owned 
Fortis Health care to fall back on. 
Kadle of Tata Capital is counting on 
the sheer breadth of experience across 
the 96-company strong Tata Group. 
“We can use their services as con- 
sultants and advisors to add value to 
investee companies,” says Kadle. 

An apprehension, however, for 
many growth-oriented businesses 
is the fear of losing their independ- 
ence as the end game admittedly for 
many of the big corporations is a 
buyout. What's more, management 
expertise can also have a flip side, 
with deep involvement in investee 
companies being perceived as con- 
stant interference. "We prefer rep- 
resentation on the board. That brings 
discipline into the investee com- 
pany," 

But then again, Pe majors like 
Warburg and Blackstone, too, are 
known for flexing their muscle on the 


avers Banka. 


strategic front, so the choice for many 
capital-hungry, growth-oriented busi- 
nesses could be that of the Hobson 
variety—take the capital, whether 
from a corporate-sponsored or a pure- 
play re, or leave it. The good news for 
businesses that need funding is that 
the conglomerates have opened up a 
new, huge window for financing. Over 
the past five years, close to $40 billion 
has flowed into India as PE invest- 
ment, $12 billion more is expected 
to come in the current year itself till 
December 2010. With big business 
in the fray, that number can only get 
larger—faster. © 
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INTERVIEW 


CHRISTINA A. GOLD /PRESIDENT & CEO, WESTERN UNION COMPANY 











he was credited with turning 
around the North American 
operations of cosmetics major 
Avon in the '90s. Today, as 
President & ceo of Colorado- 
headquartered $ 5. 3-billion 
Western Union, Christina A. Gold, 
62. has her task cut out: To grow the 
core customer to customer (C2C) business 
hit bu the slowdown, and to scale up new 
promising businesses—electronic channels 
and business to business (B2B). In an 
interaction with mrs Anand Adhikari, 
she talks about all these and much more, 
including the company's prospects, espe- 
cially in India and China. Excerpts: 


India and China are the two biggest 
recipients of remittances. How 
well are you doing here? 

India is the largest recipient market in 
the world. If you go back 7-8 years, 
we had about 3,000 locations in India. 
Today, we have 56.000 locations. We 
have a strong brand awareness here 
and we are seeing tremendous growth 
in business, market share and cus- 
tomer loyalty. We did a million trans- 
actions in 2004 and now are close to 
hitting the 10-million mark. 

Today, our Indian business is 
larger than China's, which has about 
25,000 locations. China has seen 
good growth, but India is the jewel in 
terms of performance. 
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How big are India and China in terms 
of revenue? 

Together, they contribute about 6-7 
per cent to our business. But there is a 
large potential to grow if you look at 
India as the largest remittances mar- 
ket in the world. Asia contributes 
about 20 per cent to the remittances 
market and about 8 per cent of our 
business. I've no fear in asking the 
Indian team to triple our business— 
there are lots of opportunities to grow. 
In 2009, we grew by 22 per cent in 
terms of transactions and revenues 
were up by 11 per cent. 


The global remittances market 
shrank by 5-6 per cent in 2009 
and unemployment is still high in 
the US and other developed coun- 
tries. How are you navigating this 
challenging business environment? 
{ wouldn't say shrinking, but it has 
slowed down a bit compared to the 
'arlier growth periods. Over the last five 
years, remittances were growing at 
about 8 per cent globally. If you look at 
our business, we continue to grow. 
We grew our revenues by about 2 per 
cent last vear. We also have a very 
strong cash flow of $1.2 billion. This 
year, we are expecting a modest to 
relatively flat growth. That's also the 
projections of the World Bank, which 
has pegged remittances growth at 1 per 





r 


cent. However, we could see a marked 
improvement in 201 1. 


How are the big 'send' countries 
behaving in these tough times? 
One of the most challenging markets 
is the Gulf countries. It's still grow- 
ing, but not in the double digits of the 
last five years. The remittances market 
has a direct relationship with the 
housing crisis and the construction 
industry. We are, however, seeing 
encouraging signs in the domestic 
money transfer business in the us, the 
biggest "send"country. Russia is also 
holding up strongly. 


Does political rhetoric like jobs for 
the locals in the US or the backlast 
against foreign workers, especially 
Indians in Australia and the UK 
threaten your business model? 

We always analyse these (political 
developments by looking at what type: 
of jobs are impacted. Clearly, theri 
have been discussions about immi 
gration reforms in the us. The world’: 
biggest economy continues to attrac 
talent. We see some retractions ir 
Mexico and South America because o 
the debacle in the housing and con 
struction industry. There is also som 
push back on immigration reform 
because of the high rate of unem 
ployment. I think these things ar 


temporary and migration will return 
as economies resume normal growth. 


What kind of transactions are you 
doing through the mobile network? 
If you look at the 5 billion mobile 
phones, there are very few—just 30- 
50 million—with M-wallet capabil- 
ity. Over time, in many of the emerg- 
ing markets, the brick and mortar in- 
Irastructure won't be there. But mobile 
will be there. We could be a mean- 
ingful player in the mobile space over 
a five-year period. But a lot depends on 





customer acceptance. Todav, the 
transaction size is very small. There are 
also regulatory issues involved. 


Will electronic channels transform 
the remittances industry? 

I don't see it that way. I think it just 
changes the delivery mechanism. 


Mobile transfer offers cost effi- 
ciencies. Will it translate into lower 
fees for customers? 

Not necessary. If vou look at the prin- 
cipal amount, money transfers are 


uo2'sodPurjÁnpojPIpUI MMM/INVMSOD LIHOVY 


very small in size because of regulatory 
Issues. People are also not sending 
much through this medium. 


Which are the countries where 
mobile transfer holds promise? 

In the UK we have activated about 
10, 000 locations, which are able to do 
mobile transactions. By the end of the 
year, we will have 75,000 locations 
under mobile coverage. Kenya is one 
of the few places in the world to hold 
promise for mobile transfers as it has 
a very robust intra-country money 
transfer business. South Africa and 
the Philippines are other countries. 


What are you doing to encourage 
domestic money transfer in India? 
It may be difficult for us to be able to 
do that because of rules in terms of 
the number of transactions a cus- 
tomer can do. This is something | 
discuss with policy makers every 
time I come to India. Every country 
has different rules and we work with 
the regulators to see how we can 
help our customers. 


There are a lot of expatriates working 
in India today. Do you see a reverse 
flow of remittances? 

You see that happening in different 
countries. Look at Russia 10 vears 
ago when it was a "receive" market . 
But during the high growth period of 
the last five years, Russia turned into 
a "send" market. Workers were mi- 
grating to Russia to work. Today, it is 
a mixed market. 


How do you plan to scale up the 
B2B side of the business? 

We had acquired a company Custom 
House two years ago to facilitate 
money transfers from company to 
company and conduct business to 
business transactions. It operates in 
about seven countries and we are 
expanding to other countries. We 
want to scale it up step by step as we 
are very clear about maintaining cus- 
tomer service and margins. © 
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MICROMAX 
PRICERANGE —— 
Rs 1,500-13,000 
SALES: 10,00,000 units/month 
MARKET SHARE: 10% 

FEATURES: Low-priced 
QWERTY keyboards, mobiles 
With remote-controls, 
mobiles with motion- 
sensitive gaming. 


Figures for March 2010 as claimed by the company 


A clutch of home-grown handset brands, 
high on features but low on price, is giving 
established brands nightmares in the 
world's fastest-growing market. Who are 
the people behind these brands? And why 
do their phones sell? kusnan mitra 













he Chinese gentle- 
men sit patiently in 
the lobby. Beyond 

the lobby, the 

office—in a blind 
alley in Gurgaon's Udyog Vihar—looks 
like that of a small company, hardly 
one that can give nightmares to Nokia, 
the largest multinational in India. 

But we have come to Micromax 
Technologies, which claims to have 
sold one million handsets in March 
2010 alone! (Nokia sold around 50 mil- 
lion in India in 2009.) 

Next stop: Karbonn. This handset 
brand claims to have sold 6,00,000 
units. Not great, in a market estimated 
at 10-11 million handsets a month. But 
Micromax and Karbonn are among the 
28-odd new players who now account 
for 20 per cent of the market. And Rahul 
Sharma, Executive Director of Micromax, 
doesn't bat an eyelid as he says: "For 
the past two months, we have been 
neck-and-neck with Samsung for the 
#2 slot." 

According to technology consul- 
tancy IDC, Indian mobile handset sales in 
2009 were at 100 million—same as in 
2008. Naveen Mishra, DC's Lead Analyst 
for Telecom, attributes this to the 


proliferation of handsets with two sim 
card slots (dual-siw), and 28 “new ven- 
dors” shared 12.3 per cent of the market. 
In the last quarter of 2009, these ven- 
dors, including Micromax, Karbonn, 
Lava and Olive, shared 17.5 per cent. 


Features, Price- Then Brand 
Back to the Chinese gentlemen in 
Micromax's lobby. Rivals and telecom 
watchers warn that scores of distributors 
and traders are taking advantage of 
China's low-cost manufacturing (aided 
by the yuan-rupee exchange rate) to 
import handsets in bulk complete with 
their logo. A senior executive at a multi- 
national brand sneers that most of them 
are Johnny-come-latelys who are using 
borrowed money to build marketshare. 
Micromax says it will close fiscal 
2009-2010 with revenues of over Rs 
1,500 crore. Karbonn expects revenues 
of over Rs 600 crore, and has spent 
over Rs 100 crore on marketing. Both 
say they are making profits. Karbonn has 
just forked out Rs 37 crore to the Indian 
Premier League (Pt) to become its ‘Official 
Partner Phone', apart from subjecting 
viewers to 'Karbonn Kamaal Katch'. 
which has raised its profile sharply. 
Sharma founded Micromax in 1999 


"For the " two months, we have been neck- 


and-nec 


RAHUL SHARMA, Executive Director, Micromax 


with Samsung Mobiles for the #2 slot" 


“We saw that multinationals did not meet 


all the 


) 3 LIIT 


needs of the Indian consumer 


SASHIN DEVSARE, Executive Director, Karbonn 


with three friends to design websites 
and offer technology solutions. After the 
dotcom bust, it moved into hardware, 
first to make microcontrollers and then 
fixed-wireless phones under its own 
brand and later for Airtel. 

Why mobile handsets? While driv- 
ing through Behrampore in West 
Bengal in late 2006 on a business trip. 
he saw a roadside stall offering public 
calls on a mobile. "The problem was 
that my mobile could not pick up any 
signal ... but the shopkeeper was using 
an external antenna to catch a sig- 
nal." he says. A few weeks later, in 
rural Bihar he saw a shop offering 
‘mobile recharging’ for Rs 25. "The 
village had no electricity and the shop- 
keeper uses a truck battery to recharge 
handsets.... Every night, he or his sons 
used to cycle 1 1 km to a town to 
recharge the battery!" he recalls. 
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Sharma saw that mobile devices 
must meet two small needs—good 
signal connectivity and battery life. 
He told his partners that they should 
explore the space. But they agonised 
over the decision for nearly nine 
months. After all, they were doing 
well in fixed wireless handsets and 
had hardly any competition. 

“We did not know if we could take 
on multinationals. I'll be honest. Who 
were we? We had no brand, we had a 
distribution structure and we knew 
what the market wanted but even 
multinationals 
BenQ— had failed. We honestly did not 


Siemens, Haier, TCL. 


know if we would succeed,” he says. 

Finally, Micromax brought in 
10,000 handsets and sent them to its 
distributors. “I think they took the first 
set of devices as goodwill,” he says. 
The devices were affordable and prom- 


Sashin Devsare (L) with 
Pradeep Jain, Managing 
Director, Kar Donn 
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KARBONN 
PRICE RANGE 

Rs 1,500-6,000 
SALES: 6,00,000 units/month 


MARKET SHARE: 6% 


FEATURES: Long battery life, 
QWERTY keyboards, launching 
low-priced touch devices. 





Figures for March 2010 as claimed by the compan 





ised astounding battery life. Even so 
with little brand recognition, Sharm 
did not expect the earth, but very soot 
their distributors started asking foi 
more. Today, Micromax has over 2* 
handset models, Bollywood star Akshay 
Kumar as brand ambassador and sale: 
of over a million units a month. (Sale: 
have doubled in the past year.) 

Over at Karbonn Mobile's offic 
in New Delhi's Okhla Industrial Area 
on a potholed road, Sashin Devsare 
Executive Director. narrates a simi 
lar story. "We saw that multination 
als did not meet all the needs of th 


o des 
How do they always manage to have 
the new in-color in store, so fast? 


od 





Integrated planning and production enables manufacturers to react 
quickly to the latest trends - and to sharpen their competitive edge. 


Our innovative connection between software and hardware helps companies adapt to market demands faster and increase 
productivity. Everyone wins: customers get exactly the products they want, companies gain a competitive advantage and 
since resources are used more efficiently, the environment benefits as well 


www.siemens.com/answers SIEM ENS 
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MOBILE-NEW PLAYERS 


Indian consumer," says Devsare, a 
veteran of several multinationals 
brought in by Karbonn's promoters 
Delhi-based Jaina Distributors and 
jangalore-based vri Technologies 
when it was formed in 1999, 

Karbonn's bet: As mobile services 
penetrated deeper, affordability would 
matter more and brands less. (That 
also explains the name Karbonn: the 
promoters chose the word Carbon, 
because a diamond is carbon, but it 
was already registered. The closest op- 
tion was Karbonn.) 

\s if to prove his theory, Devsare 
launched Karbonn in small district 
towns before coming to larger cities 
and then the metros. “We came to 
Delhi and Mumbai five months after 
we launched in the small towns,” says 
Devsare. It was Shahjahanpur first. 
Lucknow second and Delhi third. 

“We went out into the market and 
saw the proliferation of unregistered 
Chinese handsets with memory cards,” 
he recalls. But the government was 
about to ban unregistered Chinese 


mobiles, and Karbonn saw the gap, 
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telling its suppliers in China to make 
handsets with such secure digital (sp) 
memory cards, 

Karbonn's package: Value at an af- 
lordable price. “Good cameras, music 
and video players at the right price," 
says Devsare. This strategy, backed 
by the tpt deal and cricket stars 
Virender Sehwag and Gautam 
Gambhir, has boosted the brand. 


Micromax and Karbonn are two of 


the bigger brands now. Pankaj 
Mahindroo, President of the Indian 
Cellular Association, a body of mobile 
marketers, says there could be over a 
100 Indian brands, including some 
present in just a couple of states. “] 
believe all these brands currently ac- 
count for at least 20 per cent of sales," 
Mahindroo says. 

Take Olive Telecom. once a 
distributor of Haier cbMA handsets to 
telecom service providers. Olive's 
Chairman Arun Khanna saw an op- 
portunity in developing his own brand 
instead of selling foreign ones. "We 
think we can innovate better," he says. 

Khanna shows off Olive's first 
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ARUN KHANN/ 
Chairman, 
Olive Telecom 





OLIVE 
PRICE RANGE 


Rs 1,500 - 5,000 


UNIT SALES: N.A. 





FEATURES: Mobile with AAA 
battery support, triple-SIM 
devices, low-priced touch 
and QWERTY devices. 





model (it has a dozen-odd in the mar- 
ket now): it has a slot for a standard 
\AA battery for backup! "Sometimes a 
person runs out of charge with no 
way to recharge,” he explains. 

At Lava Mobiles, founder S.N. Rai. 
a former LG Electronics executive, says, 
“Not only was there a market oppor- 
tunity, but a demand for features. The 
multinationals were seeding the mar- 
ket with the wrong products.” 


The Crowd Gets Stifling 


But it's not smooth sailing for up- 


starts like Micromax or Lava. what 








ae! 


len 


I 


xce 


de 





n 


a 


xperience, expertise 


visible in our e 


So 





NUS 


n Gy 


P 
A 


ee 
Xem 


MTM 
wh: 


2 














Inr 






te 
e 
ng 
tal 


us sta 

rs in th 

includi 
men 


io 


k 
aye 
iron 


a 
&C 


v 

pl 

LD 
nv 


to 
e 
E 


n 
iva 
a 








pe 
priv 
er 


i 


t 
ine 


ces o 
her 
bu 


1 





* 














ip 
ng 


emen 


nagi 
Tes 






o 





E 





and 
n, Di 
roject 


M 






C 





an 
PPs: 
ssio 


sult 
Bs, | 
nsm 
dies 


System Stu 





i 
; 





i 


on 





C 
utilities, SE 
Tra 


| Turnkey 
Coma. afeas of 

















R3 


ion 


* 


Execut 
etc. 





D, 





(oy 


R 





H 


m 


Tu 


nd 
ing, 








t, 


O& 


1B, 


n 


H 











a 


ized 


t 


li 


ec 


la 





* 


roj 


P 
Spec 


, 


ies 
4 


QA&I 


Stud 














WI EA 

















e 





Hi 











t 





n 








es 








n 








i 








u 





B 
lo 





f 
eve 


you 
D 





" 









res 


ms 









dd 
sit 


a 
u 












e 
B 























AMIT KUMAR 





MOBILE-NEW PLAYERS 


with household names in consumer 
electronics like Onida and Videocon 
joining the battle. Says Rahul Goel, 
Chief Operating Officer of Videocon 
Mobiles, "The Indian market is po- 
larised between multinationals and 
the Indian suppliers. There was a 
need for an established, known and 
trusted Indian brand." 

Videocon has launched 21 models 
in under six months, including de- 
vices running Windows Mobile 6.5. 
and expects to be among the Top 3 
by 2011. "We are a brand with a few 
decades of legacy behind it. so we are 
leveraging our brand equity to bring a 
great value proposition," says Goel. 


Micromax's Sharma isn't scared of 


history. "True innovation comes when 
you give products that people want. 
We do proper market research," he 
says. "Just because a brand has done 
well in other products does not guar- 
antee success here." 

Last year, he says, Micromax fig- 
ured there was a demand for QWERTY 
keyboards, not for email but for 


voung people to chat. "Nobody had 


thought of that. Similarly, we also 
saw a huge youth market that wants 
Facebook applications out of the 
box,” Sharma says. 

What about the dependence on 
Chinese factories? Devsare counters: 
"Why shouldn't we take advantage 
of costs? Yes, we might 
manufacture devices soon, 
but if consumers get cheap 
devices there is no harm." 
Sharma adds, "Apple does 
the same thing with the | 










iPhone. Besides, we also develop and 
design our devices in India." 

Some, like Devsare, give their 
designs and specifications to original 
design manufacturers, or ODMs, in 
China, which come back with 
prototypes, incorporate changes if 
required, and are back with the first lot 
for the market in a few months. 

Two such suppliers feeding Indian 
brands are ck Telecom and Longcheer 
Telecom. The Singapore-listed 


LAVA 
PRICE RANGE — 


Rs 1500 - 6,000 






UNIT SALES: N.A. — 
FEATURES: Multi-megapixel 
camera support, 
—— devices. 





"The multinationals 
were seedi P P 
market with 

wrong a 

S.N. RAI, 


Chairman, Lava Mobiles 


Longcheer, commenting on its results 
for the quarter ended December 2009, 
says. "Geographically, the Group saw 
an encouraging 67 per cent jump in 
revenue derived outside China, par- 
ticularly from India." Longcheer's in- 
ternational revenues for quarter added 
up to 350 million yuan (Rs 227 crore). 

But others could be buying from 
wholesale electronics markets and not 
established ops. “In China, there are 
grades of manufacturing... Some 
Indian brands pick up low-quality de- 
vices," says Devsare. 


No Upgrades 

Mishra of ix believes the biggest prob- 
lems lie not in brand-building or in 
distribution but in how the brands de- 
velop. "They have limited intellectual 
property, no operating systems, with 
little work on user interfaces,” he says. 
So while these brands win the price 
and features war, they will lose out 
at the top of the market, he says. 

Devsare is not losing his top over 
this. "Almost 92 per cent of the market 
lies between Rs 2,000 and Rs 6,000, 
and that is where we want to play." 
But evolve they must. both Devsare 
and Sharma admit. The answer could 
bein smart-phone operating systems 
such as Google's Android and 
Microsoft's planned Windows Phone 
7. Most of the new brands Business 
Today spoke to claim they could design 
such user interfaces and innovate in 
design. But then, none of them has 
more than 500 employees in total — 
fewer than Nokia's global design and 
interface team! 

Right now, the next battlefield 
will be 3G telephony. since few local 
brands have smartphones in their 
portfolio to take advantage of the data 
services that will sprout. At the lower 
end, prices—and brands—will 
continue to fall. 

But the Micromaxes, Karbonns, 
Lavas and Olives have transformed 


. the handset market over the past year 


in unexpected ways, and who knows 
what lies ahead? © 
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C K PRAHALAD-A TRIBUTE 


PRAHALAD: Yesterday, 


he father of core competence. The champion of the bottom 
3 of the pyramid. The world's hottest teacher of corporate 
strategy. The foremost preacher of adopting sustainability 
for business innovation, It is difficult to enumerate the 
RR. many contributions of C.K. Prahalad to management. 
His. next big project was to co-author a book with Business Today's 
former Editor Anand P. Raman (currently Editor at Large at Harvard 
Business Review) on how some of the best management ideas of the day 
are coming out of India and other emerging markets. Here's a pick of the 
words of wisdom that Prahalad shared with py in the past two decades, 
followed by a column on what he would have done next (pg 84) and an 
exclusive reprint of his last published HBR article (pg 85). 



































The Meaning of Core Competence: 

A core competence represents a bundle of skills that are not widely 
available in an industry. It is not easily copied, is capable of being 
applied across several existing and new businesses, and provides 
clear benefits to customers... top managers are often experimenting, 
but the few who hope to usher their firms to the ranks of global 
companies have no choice but to focus on building competencies that 
support their business portfolios. 

BUSINESS TODAY, AUGUST 7,1994 


Competing for the Future: 

Thinking about the future is not the role of just the cro. It is the 
obligation and responsibility of everyone. This is a non-elitist view of 
strategy-making... all successful companies become successful because 
they have a way to cope with their problems. Some of them create so- 
lutions that are elegant and capture the imagination of the cus- 
tomers, But the problem is that in that very success lies the roots 
of failure. For, people get too sloppy and keep saying 
that the solution is working; it isn't broke, so don't 
tamper with it. What we are saying is that the 
forgetting curve may be as important as 
the learning curve. 

BUSINESS TODAY, MARCH 7, 1996 


. Talent, CEO: 


Indian companies need to 
.. come to terms with how to 
We | attract, retain and moti- 

. vate top talent. It is 








VIVAN MEHRA 
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phrased too much in salary terms today. 
There has to be some more commitment, 
some national pride, something beyond just 
money... the co's role has to evolve in the 


sense of going away from detail to premises of 
management, speaking about the value of 
the company in public, being sufficiently 
knowledgeable about the company. And 
acquiring some humility: 

BUSINESS TODAY, MARCH 7, 1996 





Exploit the donee market: to a ai how to be 
innovative, how to use new technology, how to get very low 
cost. Without that you cannot survive : here (India). So, if you 
can do it for the poc OU can make money with the rich. 
o Butif you do it for tt erich, you can't make money with the 
-. poor. That is simple. So; I'm very clear in my head. If you can 










| succeed in the bottom of the pyramid (sop) here and you 
hone your skills, you can be successful everywhere, 
BUSINESS TODA FERAUARY 2,2003 





I believe that the ane way to er dente: uc is through 
profit. | have identified four basic building blocks for pop 
businesses, We need innovative technologies (not last gen- 
eration technologies from the developed countries). We 
need to invent solutions... and they should be scalable. The 
price-períormance relationship must be dramatically different 
in Bop markets. The question for managers... by addressing 
the needs of the 750 million Indians at the por, can we 
serve the five billion poor around the world? 
Paradoxically, the very poor of India may hold 
the key to making India a source of innovation. 
BUSINESS TODAY, JANUARY 18, 2004 


Grassroot Innovation: 

. If co-creation is taking roots, if bottom of 
the pyramid is becoming a reality, on top of it 
you have connectivity which eliminates asym- 
metry of information, digitisation, which re- 
.. duces dramatically the costs so that hi-tech is no 
. longer the privilege of only the rich, ifindustry 
boundaries are cracking up, and then social 





India’s six big opportunities in the 





tworks are emerging, it must have some- 
thin g to do with value creation. And it 
must change the very locus and the sources 
-of innovation because, today instead of a 
small group of people sitting and thinking 
about innovation, you can have three billion 
people not only being micro-producers and 
micro-consumers, but micro-innovators. 
BUSINESS TODAY, MAY 18, 2008 


I Believe that India has the potential in 
shaping the emerging world order. This demands that 
India must acquire enough economic strength, technological 
vitality and moral leadership to do so. 








next 15 years: 

W Has the potential to turn its population into a distinct ad- 
vantage... build a base of 200 million college graduates... 
500 million certified and skilled technicians. 

W Can become the home for at fut 30 of the F ortune 
100 firms. P o 
B Can account for 10r per cent of "m trade. 

R Can become a source of global innovations-—new busi- 
nesses, new technologies and new business models. 

E Can have 10 Nobel prize winners. 

@ Can become a benchmark on how to leverage VERI 

How to achieve it 

B Focus on the future and not on the past, or on the 
trajectory of the past. 

B Aspirations must exceed resources. 

B imagination is more important than 
analysis, 

B Inclusive growth. 

B Build world-class products and sery- 
ices at a new price-performance level to 
convert India's demographic liability 
(large and poor population) into a demo- 


graphic dividend. 
@ Harness the benefits of modern 
technology. 


B Sustainable economic development. 
@ Good governance. 
BUSINESS TODAY, AUGUST 24, 2008 
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What CK Would Have Done Next 





yeso EE EEE E E AAG JURA, 


gurus, CK was not a one-concept wonder. 
Every five to seven years he would come 
| T out with a blockbuster idea that would 
Se.” change the way people looked at business 

m d globally. Be it around core competency 
and strategic intent, value co-creation with customers, 
business opportunity at the bottom of the pyramid or his 
latest thoughts on the new age of innovation where he 
set out the arithmetic that defined the future of business 
as N=1 & R-G! 

What also stood out about ck was that he was a man 
who would hardly leave his ideas at conceptual level for 
the management practitioners to follow up. Instead, he 
would himself aggressively campaign and canvas for 
them and seek ways of translating concepts into action 
on the ground. 

That said. | must mention that this piece is not so 
much about ck the man and what he was, but more 
about what his next blockbuster idea would've been and 
about which action agenda was engaging his mindspace. 

Last year, while writing an update on rrc e-Choupal 
for the fifth anniversary edition of his book Fortune at the 
Bottom of the Pyramid, I concluded my piece articulating 
the vision of eChoupal using a metaphor from physics: 
‘Black holes for a green world’. ck, as many would know, 
was himself a physics student and was quite intrigued: 
we had a long conversation on the subject. My idea was 
to pursue a pull-based model (symbolised by black holes) 
to achieve sustainable development (symbolised by green 
world) as against the current approach of "pushing" 
sustainability that's obviously unsustainable. It was then 
that he shared his thoughts on how the challenge of 
sustainability was engaging his attention, and how it 
could be the new frontier of innovation. (See article on 





the following page.) He was looking at creating a fusion _ 


in a manner that there was no conflict between the 
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uite unlike many other management 


developed and emerging nations or business, government 
and civil society organisations. Further, synthesising this 
domain with the BoP space, he was also visualising mar- 
ket mechanisms where poor people produced some kind 
of positive climate change instruments and trading them 
with rich nations thereby creating new sources of in- 
come for the poor. Alas, we have now missed out on the 
next blockbuster idea from ck! 

On a different plane, ck was in the middle of cascad- 
ing an action plan on India@75 to see India as a devel- 
oped nation by 2022. If there was one programme to 
which he was giving his heart and soul in recent times, 
this was it! Interestingly, our paths crossed on this front, 
too! Around this time he was also guiding the field work 
of a team of Michigan students to write a case on 'the 
making of rre e-Choupal 3.0’. ck quickly picked up that 
personalised crop management advisory envisaged under 
e-Choupal 3.0 was aligned with the core theme of 'the 
new age of innovation' i.e., servicing one farmer at a time 
(N=1) taking the unique circumstances of each one into 
consideration, and by leveraging the capabilities of mul- 
tiple firms and resources (R=G) as against the traditional 
method of one generic solution serving a mass of farm- 
ers. He immediately wanted this approach to be an im- 
portant component of the agri agenda in the ‘India@75' 
programme. He suggested that we develop a detailed 
working paper together along these lines, wherealter he 
wanted to meet the Prime Minister to propose this as a 
solution to rejuvenate Indian agriculture. I was planning 
to download his thoughts during one of his forthcoming 
visits to India before I worked on this. Any which way. 
India@75 was what he was keenly looking forward to as 


. his pet action project. India would find it hard to replace 
«kin this journey. 


` It is at once stimulating and saddening to imagine the 


next steps of the master of next practices. May his soul 
rest in peace... 


C K PRAHALAD-A TRIBUTE 


* Harvard 
Business 
Review 


EXCLUSIVE 


Sustainability ' 


Is the Key Driver of 


Innovation 


Sustainability doesn't erode 
competitiveness. It's actually a mother 
lode of innovations that yields both 
bottom-line and top-line returns, 
argued C.K. Prahalad, in his last 
published HBR article co-authored with 
Ram Nidumolu and M.R. Rangaswami. 
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here is no alternative to sustainable 

development. Even so, many companies are 

convinced that the more environment- 

friendly they become, the more the effort 

will erode their competitiveness. They be- 

lieve it will add to costs and will not deliver 
immediate financial benefits. 

Talk long enough to ceos, particularly in the United 
States or Europe, and their concerns will pour out: 
Making our operations sustainable and developing 
"green" products places us at a disadvantage vis-à-vis 
rivals in developing countries that don't face the same 
pressures. Suppliers can't provide green inputs or trans- 
parency; sustainable manufacturing will demand new 
equipment and processes; and customers will not pay 
more for eco-friendly products during a recession. That's 
why most executives treat the need to become sustainable 
as a corporate social responsibility, divorced from 
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C K PRAHALAD-A TRIBUTE 


MOST COMPANIES GO THROUGH FIVE STAGES ON THE PATH TO BECOMING SUSTAINABLE. 














Not surprisingly, the fight to save 
the planet has turned into a pitched 
battle between governments and com- 
panies, between companies and con- 
sumer activists, and sometimes be- 
tween consumer activists and govern- 
ments. It resembles a three-legged 
race, in which you move forward with 
the two untied legs but the tied third 
leg holds you back. One solution, 
mooted by policy experts and environ- 
mental activists, is more and increas- 
ingly tougher regulation. They argue 
that voluntary action is unlikely to be 
enough. Another group suggests edu- 
cating and organising consumers so 
that they will force businesses to be- 
come sustainable. Although both leg- 
islation and education are necessary, 
they may not be able to solve the prob- 
lem quickly or completely. 

Executives behave as though they 
have to choose between the largely 
social benefits of developing sustain- 
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nancial costs of doing so. But that's 
simply not true. We've been studying 
the sustainability initiatives of 30 large 
corporations for some time. Our re- 
search shows that sustainability is a 
mother lode of organisational and 
technological innovations that yield 
both bottom-line and top-line returns. 
Becoming environment-friendly low- 
ers costs because companies end up 
reducing the inputs they use. In addi- 
tion, the process generates additional 
revenues [rom better products or ena- 
bles companies to create new busi- 
nesses. In fact, because those are the 
goals of corporate innovation, we find 
that smart companies now treat sus- 
tainability as innovation's new frontier. 

Indeed, the quest for sustainability 
is already starting to transform the 
competitive landscape, which will 
force companies to change the way 
they think about products, technolo- 
gies, processes, and business models. 


STAGE 1 STAGE 2 STAGE 3 STAGE 4 STAGE 5 
Viewing Compliance Making Value Chains Designing Sustainable ^ Developing New Creating Next-practic 
as Opportunity Sustainable Products and Services Business Models Platforms 
CENTRAL CHALLENGE CENTRAL CHALLENGE CENTRAL CHALLENGE CENTRAL CHALLENGE CENTRAL CHALLENGE 
To ensure that compliance To increase efficiencies To develop sustainable offer- To find novel ways of deliver- To question through the sus: 
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business objectives. able products or processes and the fi- The key to progress, particularly in 


times of economic crisis, is innovation. 
Just as some Internet companies sur- 
vived the bust in 2000 to challenge 
incumbents, so, too, will sustainable 
corporations emerge from today's re- 
cession to upset the status quo. By 
treating sustainability as a goal today, 
early movers will develop competen- 
cies that rivals will be hard-pressed to 
match. That competitive advantage 
will stand them in good stead, because 
sustainability will always be an inte- 
gral part of development. 

It isn't going to be easy. 
Enterprises that have started the jour- 
ney, our study shows, go through five 
distinct stages of change. They face 
different challenges at each stage and 
must develop new capabilities to 
tackle them, as we will show in the 
following pages. Mapping the road 
ahead will save companies time—and 
that could be critical, because the 
clock is ticking. 





STAGE 1: 
Viewing Compliance as 
Opportunity 


The first steps companies must take on 
the long march to sustainability usu- 
ally arise from the law. Compliance is 
complicated: Environmental regula- 
tions vary by country, by state or re- 
gion, and even by city. (In 2007, San 
Francisco banned supermarkets from 
using plastic bags at checkout; San 
Diego still hasn't.) In addition to legal 
standards, enterprises feel pressured to 
abide by voluntary codes—general 
ones, such as the Greenhouse Gas 
Protocol, and sector-specific ones, such 
as the Forest Stewardship Council code 
and the Electronic Product 
Environmental Assessment Tool—that 
nongovernmental agencies and indus- 
try groups have drawn up over the 
past two decades. These standards are 
more stringent than most countries' 
laws, particularly when they apply to 
cross-border trade. 

It's tempting to adhere to the low- 
est environmental standards for as 
long as possible. However, it's smarter 
to comply with the most stringent 
rules, and to do so before they are 
enforced. This yields substantial first- 
mover advantages in terms of foster- 
ing innovation. For example, automo- 
bile manufacturers in the United 
States take two or three years to de- 
velop a new car model. If GM, Ford, or 
Chrysler had embraced the California 
Air Resources Board's fuel consump- 
tion and emissions standards when 
they were first proposed, in 2002, it 
would be two or three design cycles 
ahead of its rivals today—and poised 
to pull further ahead by 2016, when 
those guidelines will become the basis 
of u.s. law. 

Enterprises that focus on meeting 


early movers wil 









sustainability 


emerging norms gain more time to 
experiment with materials, technolo- 
gies, and processes. For instance, in 
the early 1990s, Hewlett-Packard 
realised that because lead is toxic, 
governments would one day ban lead 
solders. Over the following decade it 
experimented with alternatives, and 
by 2006 the company had created 
solders that are an amalgam of tin, 
silver, and copper, and even developed 
chemical agents to tackle the problems 
of oxidisation and tarnishing during 
the soldering process. Thus Hp was able 
to comply with the European Union's 
Restriction of Hazardous Substances 
Directive, which regulates the use of 
lead in electronics products, as soon 
as it took effect, in July 2006. 
Contrary to popular perceptions, 
conforming to the gold standard glo- 
bally actually saves companies 
money. When they comply with the 
least stringent standards, enterprises 
must manage component sourcing, 
production, and logistics separately 
for each market, because rules differ 
by country. However, HP, Cisco, and 
other companies that enforce a single 
norm at all their manufacturing fa- 
cilities worldwide benefit from econo- 
mies of scale and can optimise supply 
chain operations. The common norm 
must logically be the toughest. 
Companies can turn antagonistic 
regulators into allies by leading the 
way. For instance, HP has helped shape 
many environmental regulations in 
Europe, and it uses the resulting 
brownie points to advantage when 
necessary. In 2001, the European 
Union told hardware manufacturers 
that after January 2006 they could not 
use hexavalent chromium—which 
increases the risk of cancer in anyone 
who comes in contact with it—as an 
anticorrosion coating. Like its rivals, HP 





that rivals will be hard-pressed to match. 


inability as a goal today, 


felt that the industry needed more time 
to develop an alternative. The company 
was able to persuade regulators to 
postpone the ban by one year so that it 
could complete trials on organic and 
trivalent chromium coatings. This 
saved it money, and HP used the time to 
transfer the technology to more than 
one vendor. The vendors competed to 
supply the new coatings, which helped 
reduce HP's costs. 

Companies in the vanguard of 
compliance naturally spot business 
opportunities first. In 2002, up 
learned that Europe's Waste Electrical 
and Electronic Equipment regulations 
would require hardware manufactur- 
ers to pay for the cost of recycling 
products in proportion to their sales. 
Calculating that the government- 
sponsored recycling arrangements 
were going to be expensive, HP teamed 
up with three electronics makers— 
Sony, Braun, and Electrolux—to cre- 
ate the private European Recycling 
Platform. In 2007, the platform, 
which works with more than 1.000 
companies in 30 countries, recycled 
about 20 per cent of the equipment 
covered by the were Directive. Partly 
because of the scale of its operations, 
the platform's charges are about 55 
per cent lower than those of its rivals. 
Not only did Hp save more than $100 
million from 2003 to 2007, but it 
enhanced its reputation with consum- 
ers, policy makers, and the electronics 
industry by coming up with the idea. 


STAGE 2: 
Making Value Chains 
Sustainable 


Once companies have learned to 
keep pace with regulation, they be- 
come more proactive about environ- 
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mental issues. Many then focus on 
reducing the consumption of non- 
renewable resources such as coal. 
petroleum, and natural gas along 
with renewable resources such as 
water and timber. The drive to be 
more efficient extends from manu- 
facturing facilities and offices to the 
value chain. At this stage, corpora- 
tions work with suppliers and retail- 
ers to develop eco-friendly raw mate- 
rials and components and reduce 
waste. The initial aim is usually to 
create a better image, but most cor- 
porations end up reducing costs or 
creating new businesses as well. 
That's particularly helpful in difficult 
economic times, when corporations 
are desperate to boost profits. 
Companies develop sustainable 










operations by analysing each link in 
the value chain. First they make 
changes in obvious areas, such as 
supply chains, and then they move 
to less obvious suspects. such as re- 
turned products. 

Supply chains. Most large corpora- 
tions induce suppliers to become 
environment-conscious by offering 
them incentives. For instance, re- 
sponding to people's concerns about 
the destruction of rain forests and 
wetlands. multinational corpora- 
tions such as Cargill and Unilever 
have invested in technology develop- 
ment and worked with farmers to 
develop sustainable practices in the 
cultivation of palm oil, soybeans, 
cacao, and other agricultural com- 
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modities. This has resulted in tech- 
niques to improve crop yields and 
seed production. 

Some companies in the West 
have also started laying down the 
law. For example, in October 2005 
Lee Scott, then Wal-Mart's ceo, gave 
more than 1,000 suppliers in China 
a directive: Reduce waste and emis- 
sions; cut packaging costs by 5 per 
cent by 2013; and increase the en- 
ergy elficiency of products supplied 
to Wal-Mart stores by 25 per cent in 
three years' time. In like vein, 
Unilever has declared that by 2015 
it will be purchasing palm oil and tea 
only from sustainable sources, and 
Staples intends that most of its pa- 
per-based products will come from 
sustainable-yield forests by 2010. 

Tools such as enterprise carbon 
management, carbon and energy 
footprint analysis, and life-cycle assess- 
ment help companies identify the 
sources of waste in supply chains. Life- 
cycle assessment is particularly useful: 


It captures the environment-related 
inputs and outputs of entire value 
chains, from raw-materials supply 
through product use to returns. This 
has helped companies discover, for 
instance, that vendors consume as 
much as 80 per cent of the energy, 
water, and other resources used by a 
supply chain, and that they must be a 
priority in the drive to create sustain- 
able operations. 

Workplaces. Partly because of en- 
vironmental concerns, some corpo- 
rations encourage employees to 
work from home. This leads to re- 
ductions in travel time, travel costs. 
and energy use. One-tenth of the 


corporations in our sample had from | 


21 per cent to 50 per cent of their 


employees telecommuting regularly. 
Of a's 320,000 employees, 25 per 
cent telecommute, which leads to an 
annual savings of $700 million in 
real estate costs alone. AT&T esti- 
mates that it saves $550 million 
annually as a result of telecommut- 
ing. Productivity rises by 10 per cent 
to 20 per cent, and job satisfaction 
also increases when people telecom- 
mute up to three days a week. 
Returns. Concerns about cutting 
waste invariably spark companies' 
interest in product returns. In the 
United States, returns reduce corpo- 
rate profitability by an average of 
about 4 per cent a year. Instead of 
scrapping returned products, com- 
panies at this stage try to recapture 
some of the lost value by reusing 
them. Not only can this turn a cost 
centre into a profitable business, but 
the change in attitude signals that 
the company is more concerned 
about preventing environmental 
damage and reducing waste than it 
is about cannibalising sales. 

Cisco, for example, had tradition- 
ally regarded the used equipment it 
received as scrap and recycled it at a 
cost of about $8 million a year. Four 
years ago it tried to find uses for the 
equipment, mainly because 80 per 
cent of the returns were in working 
condition. A value-recovery team at 
Cisco identified internal customers 
that included its customer service 
organisation, which supports war- 
ranty claims and service contracts, 
and the labs that provide technical 
support, training. and product dem- 
onstrations. In 2005, Cisco desig- 
nated the recycling group as a busi- 
ness unit, set clear objectives for it, 
and drew up a notional P&L account. 
As a result, the reuse of equipment 
rose from 5 per cent in 2004 to 45 
per cent in 2008, and Cisco’s recy- 
cling costs fell by 40 
per cent. The unit has become 
a profit centre that contributed 
$100 million to Cisco's bottom line 
in 2008. — 


Designing Sustainable 
Products and Services 


Atthis stage executives start waking up 
to the fact that a sizeable number of 
consumers prefer eco-friendly offerings, 
and that their businesses can score over 
rivals by being the first to redesign existing 
products or develop new ones. In order to 
identify product innovation priorities, 
enterprises have to use competencies 
and tools they acquired at earlier stages 
of their evolution. 

Companies are often startled to 
discover which products are un- 
friendly to the environment. When 
_ Procter & Gamble, for example, 
- conducted life-cycle assessments to 
- calculate the amount of energy 
.— needed to use its products, it found 
that detergenis can make u.s. 


. households energy guzzlers. They 


.. spend 3 per cent of their annual 
_. electricity budgets to heat water for 
— washing clothes. If they switched to 
. cold-water washing. P&G reckoned, 
— they would consume 80 billion fewer 
— kilowatt-hours of :electricity and 
. emit 34 million fewer tons of carbon 
= dioxide. That's why the company 
made the development of cold-water 
detergents a priority. In 2005, P&G 
launched Tide Coldwater in the 
United States and Ariel Cool Clean in 
Europe. The trend has caught on 
more in Europe than in the United 
States. By 2008, 21 per cent of 
British households were washing in 
cold water, up from 2 per cent in 
2002; in Holland the number shot 
up from 5 per cent to 52 per cent of 
households. During the current re- 
cession P&G has continued to pro- 
mote cold-water products, emphasis- 
ing their lower energy costs and 
compact packaging. If cold-water 
washing catches on worldwide, P&G 
will be able to cash in on the trend. 
To design sustainable products, 
companies have to understand con- 
. Sumer concerns and carefully exam- 
- ine product life cycles. They must 








learn to combine marketing skills 
with their expertise in scaling up raw- 
materials supplies and distribution. 
As they move into markets that lie 
beyond their traditional expertise, 
they have to team up with non- 
governmental organisations. Smart 
companies like r& and Clorox, which 
have continued to invest in eco- 
friendly products despite the reces- 
sion, look beyond the public-relations 
benefits to hone competencies 
that will enable them to dominate 
markets tomorrow, 


Fed-Ex provides, The document trav- 
els most of the way electronically 
and only the last few miles in a truck. 
FedEx's costs shrink and its services 
become extremely eco-friendly. 
some companies have developed 
new models just by asking at differ- 
ent times what their business should 
be. That's what Waste Management, 





If US households switch to cod water 


-5 P&G reckoned, they co 
| save 80 billion kw/h of power. 





Developing N 
oping New 
Business Models 


Most executives assume that creating 
a sustainable business model entails 
simply rethinking the customer 


value proposition and figuring out 


how to deliver a new one. However, 
successful models include novel ways 
of capturing revenues and delivering 
services in tandem with other com- 
panies. In 2008, FedEx came up with 
a novel business model by integrat- 
ing the Kinko's chain of print shops 
that it had acquired in 2004 with its 
document-delivery business. Instead 
of shipping copies of a document 
from, say, Seattle to New York, FedEx 
now asks customers if they would 
like to electronically transfer the 
master copy to one of its offices in 
New York. It prints and binds the 
document at an outlet there and can 
deliver copies anywhere in the city 
the next morning. The customer gets 
more time to prepare the material, 
gains access to better-quality print- 
ing. and can choose from a wide 
range of document formats that 





the $ 14 t billion market leader in gar- 
bage disposal, did. Two years ago, it 
estimated that some $9 billion worth 
of reusable materials might be found 
in the waste it carried to landfills 
each year. At about the same time, its 


customers, too, began to realise. that 
they were throwing away money. 


Waste Management set up a unit, 
Green Squad, to generate value from 
waste, For instance, Green Squad has 
partnered with Sony in the United 
states to collect electronic waste that 
used to end up in landfills. Instead of 
being just a waste-trucking company, 
Waste Management is showing cus- 
tomers both how to recover value 
from waste and how to reduce waste. 

New technologies provide start-ups 
with the ability to challenge conven- 
tional wisdom. Calera. a California 
start-up, has developed technology to 
extract carbon dioxide from industrial 
emissions and bubble it through seawa- 
ter to manufacture cement. The process 
mimics that used by coral, which builds 
shells and reefs from the calcium and 
magnesium in seawater. If successful, 
Calera's technology will solve two prob- 
lems: Removing emissions from power 
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plants and other polluting enterprises, 
and minimising emissions during ce- 
ment production. The company's first 
cement plant is located in the Monterey 
Bay area, near the Moss Landing power 
plant, which emits 3.5 million tons of 
carbon dioxide annually. The key ques- 
tion is whether Calera's cement will be 
strong enough when produced in large 
quantities to rival conventional 
Portland cement. The company is toy- 
ing with a radical business model: It 
will give away cement to customers 
while charging polluters a fee for re- 
moving their emissions. Calera's future 
is hard to predict, but its technology 
may well upend an established industry 
and create a cleaner world. 
Developing a new business model 
requires exploring alternatives to current 
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ways of doing business as well as under- 
standing how companies can meet cus- 
tomers’ needs diflerently Executives must 
learn to question existing models and to 
act entrepreneurially to develop new de- 
livery mechanisms. As companies be- 
come more adept at this, the experience 
will lead them to the final stage of sustain- 
able innovation, where the impact of a 


new product or process extends beyond a 
STAGE S: 


Creating Next-practice 
Platforms 

Next practices change existing para- 
digms. To develop innovations that 
lead to next practices, executives 
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must question the implicit assump- 
tions behind current practices. This 
is exactly what led to today’s indus- 
trial and services economy. 
Somebody once asked: Can we create 
a carriage that moves without 
horses pulling it? Can we fly like 
birds? Can we dive like whales? By 
questioning the status quo, people 
and companies have changed it. In 
like vein, we must ask questions 
about scarce resources: Can we de- 
velop waterless detergents? Can we 
breed rice that grows without water? 
Can biodegradable packaging help 
seed the earth with plants and trees? 

Sustainability can lead to inter- 
esting next-practice platforms. One is 
emerging at the intersection of the 
Internet and energy management. 
Called the smart grid, it uses digital 
technology to manage power genera- 
tion, transmission, and distribution 
from all types of sources along with 
consumer demand. The smart grid 
will lead to lower costs as well as the 
more efficient use of energy. The 


ompanies are often startled to 
discover which products are not 
| friendly to the environment. 


concept has been around for years, 
but the huge investments going into 
it today will soon make it a reality. 
The grid will allow companies to 
optimise the energy use of comput- 
ers, network devices, machinery, 
telephones, and building equipment, 
through meters, sensors, and 
applications. It will also enable the 
development of cross-industry plat- 
forms to manage the energy needs of 
cities, companies, buildings, and 
households. Technology vendors 
such as Cisco, ur, Dell, and 18M are 
already investing to develop these 
platforms, as are utilities like Duke 
Energy, SoCal Edison, and Florida 
Power & Light. 


> © 


Two enterprisewide initiatives help 
companies become sustainable. One: 
When a company's top management 
team decides to focus on the problem, 
change happens quickly. For instance, 
in 2005, General Electric's cro, Jeff 
Immelt, declared that the company 
would focus on tackling environmen- 
tal issues. Since then every GE busi- 
ness has tried to move up the sustain- 
ability ladder, which has helped the 
conglomerate take the lead in several 
industries. Two: Recruiting and re- 
taining the right kind of people is 
important. Recent research suggests 
that three-fourths of workforce en- 
trants in the United States regard so- 
cial responsibility and environmental 
commitment as important criteria in 
selecting employers. People who are 
happy about their employers' posi- 
tions on those issues also enjoy work- 
ing for them. Thus companies that 
try to become sustainable may well 
find it easier to hire and retain talent. 

Leadership and talent are critical 
for developing a low-carbon economy. 
The current economic system has 
placed enormous pressure on the 
planet while catering to the needs of 
only about a quarter of the people on 
it, but over the next decade twice that 
number will become consumers and 
producers. Traditional approaches to 
business will collapse, and companies 
will have to develop innovative solu- 
tions. That will happen only when 
executives recognise a simple truth: 
Sustainability = Innovation. & 

C.K. Prahalad was the Paul and 
Ruth McCracken Distinguished 
University Professor of Strategy at the 
University of Michigan's Ross School of 
Business. Ram Nidumolu (ram@ 
innovastrat.com) is the founder and CEO 
of InnovaStrat. M.R. Rangaswami 
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Corporate Eco Forum and the cofounder 
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published in HBR, September 2009. 
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abbut three-fourths more than in 2008. Massive and 
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ahatma Gandh 

words that India 
lives in its villages 
are still a truism. But 
the accelerating 
pace of urbanisation 


suggests that, much 





before the close of 
this century, India will indeed live in its 
cities. Going by current trends, 40 per cent 
of India's population will be living in urban 
areas by 2030. That's 590 million people in 
concrete jungles, as against 340 million 
in 2008 and 220 million in 1991. 

The question is not whether these mam 
people will actually find themselves in the 
cities—but how they will live or whether 
they will be able to live at all. 

Already, India's urban landscape, bar 
ring a few well-kept, pampered conclaves 
such as Lutyen's Delhi, is unpleasant; the 
deficit of urban infrastructure dehumanis 
ing. Village-focussed India has hardly made 
any space lor cities on its national agend; 
Although cities generate 80 per cent of all 
taxes, less than one per cent of this gets 
ploughed back into urban infrastructure 

The neglect and deteriorating quality of 
living standards haven't deterred millions ol 
villagers from thronging to cities and towns 
in pursuit of economic prosperity—after 
all, cities account for 30 per cent of GDP 
But this scramble is worsening the crisis 
that cities face in housing, sanitation, wa 
ter supply, transport...the list is growing. 

And a crisis it already is. Urban Indians 
get only 105 litres of potable piped water a 
day, against a basic minimum requirement 
of 150 liters, according to a McKinsey & 
Company report: India's Urban Awakening 
Building Inclusive Cities, Sustaining Economi 
Growth. Only a little more than half of urban 
Indians have access to sewerage and septic 
tanks. More than 80 million Indians live in 
urban slums. 

The demand-supply gaps for key 
urban services are so huge that supph 


needs to be increased at unimaginable rates 
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(see charts). Consultants McKinsey 
reckon that India needs to build 700- 
900 million sq.m. of commercial and 
residential space every year. That is 
equal to two Mumbais. 

"Unlike rural India, urbanisation 
has gone on almost unnoticed,” says 
Arun Maira, the Planning 
Commission's member in-charge of 
urban issues. "No one said: Let's do 
something about urbanisation.” 

When the Jawaharlal Nehru 
National Urban Renewal Mission 
(INNURM) was announced in January 
2005 as the National Urban Renewal 
Mission, it was the first time that ur- 
banisation got on the national agenda 
in a comprehensive and planned way, 
backed by funds. Since then, the 
JNNURM has been a bonanza for states 
willing to complete specified policy re- 
forms, and gives cities and towns across 
the country equal access to funds. 
Except that there are hardly any big ad- 
vantages of it. The Centre may now set 
up a forum for dialogue with all chief 
ministers to sort out funding and gov- 
ernance issues. The Centre is ready to 
make available technical training in- 
stitutes—a couple of which have al- 
ready become functional in 
Hyderabad—for helping states. 

"The INNURM is like the tiny green 
shoots breaking out of the snow- 
laden winter ground of urbanisa- 
tion," says Maira. "Alter the JNNURM, 
the Urban Development Ministry at the 
Centre has a new agenda," says M. 
Ramachandran, Secretary to the 
Ministry of Urban Development. 
International institutions such as the 
World Bank and International Finance 
Corp (ic) have begun to offer financial 
and technical help. 

But the biggest challenge for the 
Urban Development Ministry is the 
lack of political will at the state level to 
transfer powers to urban local bod- 
ies, train staff and change mindsets. 

The Centre is expected to incor- 
porate quite a few changes in phase Il 
of the JNNURM once the current one 
ends in 2012. 
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° income growth. 
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6. India Needs... 
e investments of $2 trillion in urban services 
MW 2030. 


@ Of which 512 trillion should be in 
capital expenditure. 
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@ That is an eight-fold increase from existing 
S17 to $134 (per year per capita). 
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THE PROBLEM 


4, Urban Neglect 


e Over two thirds of country's GDP in 2030 is 
likely to be generated in urban areas. 


e 80-85% of total tax revenues comes 
from Cities. 


e But urban areas get only 3496 of government 
spending in urban Services. 


Source: India’s 
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e 700-900 million sq.m. of commercial and 
residential space every year-or more than 
two new Mumbais. 


mm——————— — )ÓPa na 


€ 2.5 billion sq.m. of roads-or 20 times the 
total roads constructed in the past decade. 
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E © 1400 km of metros a and subways-20 times 
En he abd added in the kid decade. 
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urban services," says Mehta. When 
he had pushed for adding to Delhi's 
power generation capacity way 
back in 2006, his efforts were de- 
rided. Supply would outstrip de- 
mand, he was told, and plunge the 
utilities into losses. Today, even that 
extra capacity is proving to be short 
of the requirement. 

Predictably, the most difficult 
task has been the need to change 
government structures and mind- 
sets. Public policy makers at all 
levels—Centre, states and the 
city—are clueless even on where to 
begin as was seen during a recent 
review of technical plans submitted 
by states to back their funding de- 
mands. It turned out that most of 
the technical proposals were cut- 
and-paste jobs—master plans pre- 
pared by some state were cut-and- 


IHIN VO LNVMXMIHSIN 


Arun Maira, Member, Planning Commission 


“Unlike rural India, urbanisa- 
tion has gone unnoticed. No 
one said: Let's do something 
about urbanisation" 


Shirish Sankhe, Director, McKinsey & Company 


"Carrying out the reforms 
suggested by us has the 
potential to add 1 to 1.5 per 


pasted by some others. The rela- 
tively small team of officers at the 
Ministry of Urban Development 
had missed this as it does not have 
the technical skills to vet them. 
What's the blue print for change 


“Governments should be able to 
pick from a menu of technical, funding 
and governance instruments to de- 
liver the urban service or reforms de- 
manded by every urban community,” 
explains Maira. 

Getting there will require enor- 
mous resources: McKinsey says it will 
cost $2 trillion in all including capital 
expenditure of $1.2 trillion by 20 30— 
an eight-fold increase in per capita in- 
come from $17 to $134 per year. 

Though the figure is huge, funding 
will not be a worry since efficiently 
managed cities can raise enough re- 
sources through property taxes. land 
direct and 





revenue, user charges 
bankable—and by fostering public- 
private partnerships. "Users don't shy 
away from paying for high quality 
services and efficiency in the real estate 
market which also makes cities highly 
bankable for investors," says Delhi's 
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cent to annual GDP growth" 





Chief Secretary Rakesh Mehta. 

The real challenges lie in the ability 
for governance and planning and po- 
litical will. "Governments never man- 
age to plan or even rightly project the 
mismatch in the demand and supply of 


Addressing India's Urbanisation 
Boils Down to Finding Answers 
to These Five Questions. 


FUNDING | GOVERNANCE 


PLANNING 


SECTORAL LOOK 





Source: McKinsey 


then? According to the McKinsey re- 
port, changes are needed in gover- 
nance, funding and planning. The 
most successful governance is a de- 
volved model that empowers local gov- 
ernments but also holds them ac- 
countable. Planning should be such 
that allows cities to make informed 
choices on use of scarce resources like 
land. The cities should also have clear 
policies on job creation, public trans- 
portation, affordable housing and cli- 
mate-change mitigation. In the Indian 
context, what is most critical is to build 
services anticipating demand rather 
than playing catch-up. “Carrying out 
the reforms described in the McKinsey 
report could add 1 to 1.5 per cent to the 
annual Gpp growth,” says Shishir 
Sankhe, Director, McKinsey & 
Company. More importantly, it will 
improve the prospects of a better life 
for 250 million people who will join 
the existing 340 million as the new 
urban Indians. © 
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BEST HOPE 


India's largest urban infrastructure improvement programme has been a 
patchy success story because many states are still dragging their feet 
on the reforms tagged to the scheme. manu kausnix 


Two years ago, Nagpur Municipal 
Corporation (NMC) had a leaking water 
supply system and defunct meters. It 
decided to launch a pilot project in the 
Dharampeth area, and put in new pipes 
and meters. Today, over 6,000 connec- 
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tions there have whter round the clock— 
and are happy to pay for this privilege. 
In 2006, Thane Municipal 
Corporation (TMC) decided to build a fly- 
over to reduce commuting time to the 
railway station. "It used to take more 


DIAS 





than 30 minutes to cross a 1. 5-km 
stretch between the station and the cen- 
tral business district. The flyover has 
reduced the time to five minutes," saus 
Sanjay Deshmukh, Town Planning € 
Development Officer, TMC. 
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he Jawaharlal Nehru 
National Urban Renewal 
Mission (JNNURM), at 
Rs 1,20,000 crore the 
largest-ever urban spend- 
ing initiative in India, is spawning 
many such success stories—but not in 
the numbers it should. All the suc- 
cess stories put together cannot con- 
vince urban dwellers that their qual- 
ity of life has improved significantly. 


Out of the 523 projects sanc- 
tioned initially, only 60 have been 
completed so far. There are several 
reasons for this poor show, and lack 
of central funding is not one of them. 
The main problem with the JNNURM is 
the states are not keen on imple- 
menting the policy reforms that are 
linked to the release of funds. The 
result: Only a third of the total funds 
under the JNNURM have been dis- 
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@ Only 60 of the 523 projects 
sanctioned initially have 
been completed so far 


e Service-level benchmarks 
set in areas like water supply 
quality and sewerage 


e States resist reforms in key 
areas like municipal account- 
ing, stamp duty 
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bursed so far to the states. 

Says M. Ramachandran, Secretary. 
Ministry of Urban Development: 
"Implementation of reforms is a com- 
plex process. The states keep deferring 
implementation and ask for more time." 
The states, instead, keep putting pres- 
sure on the Centre to release JNNURM 
funds even if the reforms have not been 
put in place. Their plea: The people 
should not be denied the benefits. 

States seeking JNNURM funds have to 
implement 23 reforms. some manda- 
tory and some optional. The reforms 
relate to e-governance, municipal acc- 
ounting. property tax, lower stamp 
duty, community participation law. 
public disclosure law and levy of user 
charges, among other things. 

On the ground, only 30 civic bod- 
ies have shifted to double entry acc- 
ounting, 13 claim to have e-gover- 
nance in place and just nine states 
have reduced stamp duty 

Then there is a systematic flaw: Most 
civic bodies do not have the capacity 
(trained manpower and processes) to 
complete the projects. However, the 
Centre is helping out with training pro- 
grammes and project management units. 

The ministry has laid down service 
level benchmarks for six sub-sectors. 
Says Ramachandran: "Luckily, the 
Finance Commission has endorsed 
our stand." 

State governments also have to 
transfer powers and responsibilities to 
urban local bodies or vins to enable 
them to become financially sustain- 
able institutions. 

"The functions of the local bodies 
are very limited in states such as Punjab 
and Haryana. ULBs are seen as one more 
government body and largely depend 
upon the state funding. This has to 
change," says Ramachandran. 

Rakesh Mehta, Chief Secretary. 
Government of Delhi, says: "It should 
be a bottom-up approach. not the 
other way round. We need to prepare 
ward-level action plan where every 
ward should be able to raise its own 
resources. " 
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"STATES AND CITIES HAVE ACCESSED ONLY 
ONE-THIRD OF THE COMMITTED MONEY” 


W 


ith just two years left for the JNNURM to complete, BT's Puja Mehra 

and Manu Kaushik did a status check with M. Ramachandran, Secretary, — 
Ministry of Urban Development. During the conversation, he spoke | 
about the mission priorities, local body participation and the road ahead. 





What are the biggest chal- 
lenges in tackling urban 
development in India? 

It's a combination of various 
factors-funding, gover- 
nance, reforms and planning. 
Reforms and projects should — 
go hand in hand. But there 











- is laxness when it comes to 
e implementing reforms. The 
p best example is Urban Land 
Z \ Ceiling Act. We have to run 
SON after Andhra Pradesh and 
Maharashtra to get that 


done. From this year onwards, we have categorically said that you meet the 
milestones first and then come to us for claiming money. In reforms, the state 
will have to facilitate and cities have to implement. The face and structure of 
local bodies has to undergo a change. Of course, it requires some political 
commitment as well. So, we will have to elevate the discussions to the levels 
of Chief Ministers. 

How do you take the message down to the local body level? How do you get 
local bodies to actively participate in the mission? 

There is enough sensitisation as of today. Many cities have been very proactive | 
in implementing their part of reforms. They have been implementing projects, 
claiming money, and taking up new initiatives. Initiatives in areas such as | 
water supply, transport, solid waste management are happening at a much | 
larger scale than before. 

On the reforms side, are there any sterling examples? 

There are 23 reforms; and it's a question of who has taken up what. | can't say 
that one particular reform has been implemented by all the cities. There are 
many standalone examples. Besides, we have not succeeded in projecting 
everything well. 

What agitates you the most? 

Till date, a little over one-third of the total money committed under the mis- 
sion has gone to the states and cities. The rest (which is against their outlay) is 
yet to go to them. Only two years are left and if tomorrow | am unable to pres- 
ent a good picture, people at the Planning Commission and other decision mak- 
ers will ask me ‘what cause you are championing?’ Out of 523 projects, only 

60 have been completed so far. | think we have to double the figure during this 
year and it is possible. States and cities have to focus on completing the proj- 
ects which have been taken up. It is important to understand that the more 

you delay, the more you deny citizens the advantage of those basic facilities. 








— Service Level Benchmarks 
....: Urban water supply 

tte Coverage in 2008-09 (Benchmark: 10096) 
^ am Per capita iind (Benchmark: 135 Ipcd) 


ZKULDERER- 0 





rban Affairs. 


2 : they are willing to do bigger projects. 
.; Under the mission, 34 cities have 
— "introduced organised urban trans- 


-— portation systems where there were 


none, Says S, Aparna, Commissioner, 
Surat Municipal Corporation (smc): 
"The mission has enabled us to create 


a high quality of habitat for all the 


citizens. Under the INNURM, we are 
carrying out various projects worth 

Rs 2,428.99 crore." | 
| The jNNURM's Phase IT will include 
= another set of reforms, and a tighter 
monitoring mechanism. Also, the 
~ central government has learned that 


one-size-fits-all model doesn't work, so: 


every state will have a different set of 
reforms. The private sector may get a 





not match their level of efficiency. © 


















... bigger role as the vias and states can- 
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tate now E the BUE of Sab 


anaging the process of urbanisa- — |. 
tion. Local governments are also | 
keenly aware of the need to develop — 
plans, identify prior ities, raise match- 
ing funds and execute projects. And... |. 


THINGS CAN ONLY GET BETTER 


Surat, also known as the economic capital of Gujarat, is 
among the leaders in implementing JNNURM projects. 


pollution, a sewerage issue and water crisis. But it embraced JNNURM 

wholeheartedly and the results show. Of the 34 projects sanctioned under 
JNNURM, the Surat Municipal Corporation (SMC) has completed 11, and 
expects to finish 10 by the end of the current year. Surat's water supply 
is 147 Ipcd (litres per capita per day), way ahead of Bangalore (88), Indore 
(73) and Nashik (91). On the overall coverage front, 86.6 per cent of the totai 
properties are supplied with water, which is far higher than Delhi, Bangalore, 
Hyderabad and Bhopal. More than 81 per cent of the habitable area has a 
comprehensive sewerage system, with treatment capacity having gone up 
from 700 mid (million litres per day) in 2006 to 1,100 mid now. Traffic con- 
gestion and air pollution were threatening to overwhelm Surat, with over 15 
lakh vehicles registered at the regional transport office, as against the city's 
population of nearly 40 lakh. Studies 
indicated that the number of daily 
passenger trips would reach about 


t had all the typical ailments: A growing population, traffic congestion and 


| @ Focus on property tax, user 85 lakh by 2031. So, in 2007-08, SMC 
; charges gives stability. prepared a comprehensive mobility 
7 e Bus rapid transit system to plan for the development of road 
c carry 2 lakh a day by 201. network, multi-level parking and bus 
s rapid transit system, or BRTS, with an 
j| @ Master plan to make it investment of Rs 10,000 crore. Says 
2 slum-free city by 2012. S. Aparna, Commissioner, SMC: “By 
. e Water sup ly to citizens the end of 2011, about 1.5-2 lakh 
| better than Bangalore, passengers will be able to use 


BRTS corridors daily. This is expected 
to rise to 6 lakh by 2021." 

Surat has shown that financial 
sustainability based on property tax 
and user charges can go a long way in boosting a civic body's development 
plans. From Rs 180 crore in 2006-07, the total collection of property tax and 
user charges has grown to Rs 219.71 crore in 2009-10. “In 2007-08, the 
corporation introduced area-based property tax system along with user 
charges in areas such as water supply, sewerage and solid waste manage- 


@ Sewerage system now 
covers 8196 of habitable area. 


. ment. Property tax now covers 99 per cent of eligible units," Aparna says. 


The city's population has been growing sharply (from 15 lakh in 1991, to 
an estimated 40 lakh by 2011). This had bred slums and unhygienic conditions. 
An integrated slum rehabilitation policy will make it a slum-free city by 2012. 
Experts think that, following the bubonic plague of 1994, the city has learnt 
its lessons much better and earlier than its counterparts. "What makes Surat 
Stand out from others are its strong citizen support and result-oriented 
municipal corporation. Community participation plays a vital role in the 
quick implementation of decisions taken by the corporation," says Aparna. 
Also, the administrative staff have a professional attitude. 

With JNNURM in place, the lack of resources may no longer be an excuse 
for other cities to replicate the Surat model. 
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DELHI AS 
THE ROLE 
MODEL 


Delhi's rich infrastructure and opportunities 
make it a magnet for immigrants of all 
classes. Its transformation holds lessons 
for the other aspiring Indian cities. 

SHALINI S. DAGAR 





elhi as a 21st century city is far from perfect. Yet, by default 
and by design, it has emerged as the pre-eminent urban 
centre in India. Adding to its historical draw as the 





north India's vast consumption market is its added 
draw of a city that creates more jobs than any other. The types 
of jobs created range from whitest of the white collar to the bluest 


of the blue collar. According to the Human Development Report of 


2006, Delhi got 665 migrants a day compared to Mumbai's 236 a 
day. Since the 1990s, it's also the city that foreign businesses 
and expats have preferred to settle in and around (National Capital 
Region). That's as much to do with lower cost (real estate and 
labour) as with relatively better quality of life. If the city has drawn 
inhabitants, it has also built faster and better infrastructure than 


most other Indian cities—though most residents of the city will find 


this hard to believe. That's thanks to the focussed attention of 


policymakers and one-time boosters like the Commonwealth 
Games this year and the 1982 Asian Games. 
What can other cities replicate from Delhi? A local government, the 


survival of which depends solely on its ability to cater to the needs of 


the city's residents. Delhi, with its fragmented power structures, is not 
quite the paragon, but it is unique in being the only metro to have its 
own state government. Delhi's tax collections are used by the gov- 
ernment for the well-being of the city. Other cities also need a local gov- 
ernment that has power to tax and impose adequate user charges and 
is obligated to spend the revenue thus generated for the city's needs. 
Delhi's budgets for the past several years have largely been in surplus 
(barring the most recent years). Though there are areas of the city that 
are totally funded by the central government, the city does strike a bet- 
ter balance between its revenues and expenses than the local gov- 
ernments of most other cities. In planning for the future, though. 
Delhi is only as efficient as any other city. For role models on this, bet- 
ter to look outside the country. © 
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HOUSING 


Though the city has little 
space for new housing- 
barring projects like 
Commonwealth Games 
Village-the seamless 
expanse of suburbia in all 
directions and adjacent 
states offers a solution. 








LOW FLOOR BUSES 


The city's buses have been 
notorious for discomfort 

and danger. The expanding 
fleet of low-floor buses & = 
holds promise. By October » aam 
2010, Delhi will have 


11,000 buses and 5,000 
radio taxis. 


_— 


ET METRO AIRPORT 


Local transport in Delhi Delhi overtook Mumbai as 
was the weakest of all big the busiest airport last 
cities. The Delhi Metro year. The new terminal, 
network, which will be operational by July, will up 
200 km by October, made passenger handling cap- 

a difference. It connects acity by 40 per cent over 
all the major transport Mumbai. The new 4.4-km 
hubs in the city. runway is Asia's longest. 
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Delhi has the widest roads 
and most flyovers, but the 
vehicular population boom 
has outpaced efforts at 
decongestion. Parking is 
still disorganised though 
nine automated car parks 
are being built. 


STADIA 


Delhi has many stadia and 
golf courses-adding to 
its appeal of better life- 
after-work and making it 
the venue of first choice 
for international sports 
events such as the 
Commonwealth Games. 
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ADVERTISING-GOAFEST 2010 





How Refreshing! 


How Heineken! 





Goafest 2010 was a time to discuss strategies to keep 
ads-and ad makers—fresh. ANUSHA SUBRAMANIAN 


flective advertising, like beauty. is in the eye of the 
beholder. On occasion, as at the 5th Goafest—the 
annual jamboree for adfolk on the southern beaches 


of Goa—advertising also lies in the glazed eye of 


the beer holder. Last fortnight, it was that cheery time of the 
year—when hot water comes out of both taps—when 
everybody, right from agency honchos to the junior-most 
copy hack, trades pinstripes and ripped jeans for the bare ne- 
cessities in beachwear. The theme this time around was 
Survival of the Freshest, appropriate certainly against a 
backdrop of a recession in 2009 and, perhaps. also for the 
ability to live and tell the tale after three days of bathing in 
the burning sun and three nights of professional, social and 
often anti-social lubrication. 

There was serious stuff, too, to survive, like the 
Business Conclave themed Time to Grow. India, pointed out 
one of the delegates, contributes 17 per cent of the world's 
population, but makes up only 0.7 per cent of the world's 


Tom Doctoroff, co, wr CHINA 


advertising market... hmmm. Veteran adman Sam Balsara 
summed up the poignancy of the conclave's theme: 
" After growing at nearly 20 per cent year-on-year for the 
past five years, the advertising market dipped in 2009 by 
as much as 10 per cent. It's "Time to Grow’ now and 
make up for lost time..." 

That set the tone for more debate and discussion. Is 
creativity rising to the occasion to drive and grow brands in India 
and Are agencies building adequate competencies in resources and 
processes were some of the burning questions raised. To pro- 
vide answers were present a galaxy of speakers (see 
interviews). And, ves, those listening weren't just seeking 
shelter in the Ac confines of the seminar halls. 

Of course. there were the awards. Ogilvy India took 
home the maximum metals (as they're known)—43 of 
them, including one Grand Prix for the all-pervading 
Zoozoos. There was no agency of the year award. May 
the freshest win that one next year. 


"In China, the Clan is More Important Than the Individual" 


ocronorr has spent over a decade in China and is the 

author of Billions: Selling to the New Chinese Consumer. 
Excerpts from an interview with BT: 
On the Chinese Advertising Market: The Chinese ad ind- 
ustry, worth $ 30-35 billion, is 30 years old, but it came to 
life only since 1992 when the country embraced a con- 
sumer-driven growth policy. There are 100,000 agencies 
and the market is moving from chaos to order. 
On Branding: The Chinese market boasts of 500 mil- 
lion consumers and is one where scale counts, big brands 
count, being present in every corner of every retail store 
counts. For the Chinese, the ‘clan’ is more important than 
the individual. This denial of the individual is an opportu- 
nity for brands, which can become surrogate indicators that 


project identity, and thereby. touch hearts. 
On Challenges: The biggest challenge is 
overcapacity: From 65 car models in 1999, 
there are now over 400; the supply of 
colour television sets is 250 per cent that of 
their demand, resulting in a seven per cent 
drop in prices over the last three years. 
Another challenge for brands is the fact that 
they are awareness-focussed, as opposed 

to being brand equity-focussed. Some 
Chinese ads are straight out of dis- 
tribution catalogues and make 

use of manufacturing jargon, as 

opposed to consumer insights. 




















Michael Maedel, PRESIDENT, JWT INTERNATIONAL 


"It is Definitely Not 
Business as Usual" 


AEDEL reckons India is a vibrant market for advertising 
because people are open to looking at things differently. 
BT caught up with him at Goafest 2010. Excerpts: 
On the Effect of Recession: It is definitely not business 
as usual, but the emerging markets like India, China, 
Brazil and Vietnam are still showing good growth and 
hence their role will be more significant in the future. 
While there have been pressures on margins, there is no rea- 
son to panic. The challenge. however, is to see how we can 
find the right balance to react to this economic pressure, but 
at the same time continue to build the base on which we 
build our business. We have to look at costs and curb our 
expenditure and at the same time provide value in the 
service we provide to our clients. 
On the Biggest Challenge Agency CEOs Face Today: 
Our single biggest challenge is attraction and retention of 
talent. Opportunities are galore today. Talent will not sit at 
one place. So, we have to have a method of 
attracting and retaining them in the virtual 
world. Clients won't remunerate us for the 
number of people we have, but for the 
value we bring to the table using talent 
from across the world. It is the same sit- 
uation the world over. 
On Indian Advertising: India is a very 
vibrant market. There is a high level of 
entrepreneurial attitade and people 
are willing to walk the uncharted 
path, which makes the busi- 
ness here even more int- 
eresting. India is now the 
third-largest market for JwT, 
after the us. and the vk. 
Compared to China, India 
has a much stronger and 
self-sufficient skill base. 
Over the next three years, 
| believe 50 per cent of 
the revenues of jwr will 
come from the emerging 
markets, with India play- 
ing a significant role. 











Will Collin, PARTNER, NAKED COMMUNICATIONS 


"Brands Have to Go 





Naked to the Consumer’ 


OLLIN co-founded Naked Communications in 2000 as an 

international business built on a media-neutral approach 
to communications. Eight years later, Naked Communications 
was sold for approximately S 36 million to Australian marketing 
communications company, Photon Group. Collin maintains that 
this has not affected the company's independent thinking and vis- 
ion. Excerpts from an interview with BT: 
On the Name ‘Naked’: It was driven by the desire to be 
objective and to give an emotional touch to a brand. 
Today, the consumer is questioning everything and does 
not take anything at face value. The power has shifted from 
brand owners to consumers and that means brands have 
to go naked to consumers, credit the consumers with int- 
elligence and let them make their own choices. 
On the Potential in India: There is good understanding 
of branding and marketing amongst clients here and we bel- 
ieve we can enhance this still further by dwelling deeper. 
We will bring objectivity to Indian clients and their brands. 
We aim to find solutions to client problems that might 
not end up in a Tv commercial, but rather in a rigorously 
planned communication based on an idea that resonates 
strongly with consumers through touch points that are eng- 
aging and inclusive. 
On What Makes a Great Idea: A great idea is one that 
is useful to the consumer. Generally. I pick up little nuggets 
of ideas from reading articles, book reviews and so on. 9 
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EVENT 


Despite it being the middle of the week, India Inc. turned up in full 
at the BT Best CFOs awards night. manu kausnix 





THE WORLD'S A STAGE FOR THESE CFOs: (L to R, front row) Anil Agarwal of Titagarh Wagons; Govindan Ramaswamy, GM, L&T (i 
of Hero Honda; S.V. Narasimhan of IOC; Rana Kapoor of YES Bank; Finance Minister Pranab Mukherjee; Prabhu Chawla, Editorial Di 
HPCL; Kanubhai S. Patel of Voltamp; S. Mahalingam of Tata Consultancy Services and S.K. Sachdeva of ACL. Back row: Gopal Mah. 
S.K. Joshi of BPCL; V. Balakrishnan of Infosys; Koushik Chatterjee of Tata Steel; Anil Nair of Avavya GlobalConnect and Uday Phac 
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strength to hear the Finance Minister 
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behalf of Y.M. Deosthalee); Ravi Sud 
India Today Group; B. Mukherjee of 
of Thermax; P. Ganesh of GCPL; 

of Mahindra & Mahindra 


ever call an accountant a credit to his 
profession; a good accountant is a debit to 
his profession.” British anthropologisi 
and lawyer Charles Lyell is credited with 
this observation on the high priests of 
finance and accounts. Of course, in Lvell's 
time, over 150 years ago, there were no chief financial 
officers (cFos), neither were there the complex 
corporations that dominate the globe today 

In the aftermath of the global financial crisis, ii 
was apparent that the smart accountants, at least in 
India, were enormous credits to their prolession and to 
their employers—for steering their ships safely and 
securely through turbulent times. 

Last fortnight, the who's who of India Inc's financ 
came together for the 3™ Business Today Best 
Awards to celebrate these credits. And felic ILating 
them was Finance Minister Pranab Mukherjee. the 
chief guest at the awards ceremony. 

The evening began early at around 7 p.m. as th 
guests started filing in. Most awardees came in early. 
many of them flying in from Mumbai for the evening 


and returning home by the night flight. Other than th: 


Beaming: S. Mahalingam of TCS took home two awards 
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ATISH KAUSHIK 








SHEKHAR GHOSH 


Pensive: Mukherjee with Chawla; (top right) Exchanging notes: Former Ambassador to the US Naresh Chandra, former 


Company Affairs Secretary Vinod Dhall, TCS' Phiroz Vandreva 


la and (bottom right) Vijay Kelkar, Chairman, 13th Finance 


Commission, G.N. Bajpai, Chairman, Future Generali India (also a jury member) and others 


cros. notables present were Brij 
Mohan Munjal, patriarch of Hero 


Honda, Vijay Kelkar, Chairman of 


the 13th Finance Commission, Naresh 
Chandra, former ambassador to the 
us, and Surendra Singh, former 
Cabinet secretary. 

As the congregation swelled, the 
rM walked in. Keeping him company 
were his ministerial colleagues Subodh 
Kant Sahai, Minister of Food 
Processing Industries and V. 
Narayanasamy, Minister of State for 
Planning and Parliamentary Affairs. 
Rana Kapoor, Chairman and 
Managing Director of awards sponsor 


yes Bank, who had also been part of 


the jury that selected the winners, 
enunciated the thoughts on the minds 
of the jury as it sat through an intense, 
four-hour session. 

"I believe cros who have performed 
well in the times of downturn will do 


well in the future also," Kapoor said, 
adding that in the last couple of years, 
companies across the board have taken 
brilliant steps in tackling adversity. 
Net result: Indian companies’ cost 
structure has come down significantly. 

Other members of the jury were 
G.N. Bajpai, Chairman, Future 
Generali India and former chairman 
of the Securities & Exchange Board 
of India, Nilesh Shah, Deputy 
Managing Director of icici Prudential 
amc, Manish Chokhani, Partner and 
Director of Enam Securities and Abhay 


Havaldar. Managing Director of 


General Atlantic. 

Following Kapoor on the dais was 
Prabhu Chawla, Editorial Director. 
India Today Group. who pointed out 
how the cro's role has gained impor- 
tance over the years —many CEOs to- 
day had come to the corner room via 
the cro's chair. Notable among them 


are PepsiCo's Indra Nooyi, Tata 
Capital's Praveen Kadle and icici 
Venture's Vishakha Mulye. "The cro 
was seen as just a finance controller, 
keeping the books, and efficiently dis- 
tributing the cash that was gener- 





ated by the organisation's key men 
the ceo, the sales heads, etc. The cro 
just managed money, he didn't bring 
it in." Chawla recounted. 

The recession of 2008-09 changed 
all that. At a time when liquidity had 
dried up. managing money wasnt 
the priority. Finding the money was the 
task. And at a time when customers 
had disappeared and sales were down 
to a trickle, it wasn't the ceo or the 
sales guys who called the shots—it 
was the cro. 

Lavishing praise on the ‘cro of the 
country’, 'Pranabda' or the Finance 
Minister, Chawla called upon him to 
do the honours for the corporate CFOs. 


“Credit goes to our outstanding business leaders and 
their financial managers who have steered their 
enterprises admirab y well" Pranab Mukherjee, Finance Minister 
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EVENT 


SATISH KAUSHIR 





Animated discussion: Hero Honda 
patriarch B.M. Munjal with the Kapoors 
and (R) A full house: With ministers 

V. Narayanasamy and Subodh Kant 
Sahai (right corner) in attendance 


Mukherjee, modesty personified, 
took the stage but vowed on a lighter 
note never to come to another 
function organised by Chawla be- 
cause of the embarrassment caused by 
the praise. However, he was made to 
rethink soon when Chawla told him 
that next year, at the same function, 
we could be celebrating 9 per cent- 
plus cpp growth rate and the CFOs 
could be sharing with us mega 
investment plans and even bigger 
global acquisitions. 

Mukherjee hinted at a more 
moderate outcome, 8.5 per cent, “with 
a margin of plus or minus 0.25 per 
cent in 2010-11." He added: "The 
credit goes to our outstanding business 
leaders and their financial managers 
who have steered their enterprises 
admirably well, amidst adversities 
and uncertainties in the global envi- 
ronment, in the recent past.” 

As Mukherjee handed over the 
awards to the winners, some of them 
who have been recognised before, 
there was a sense of achievement all 
round. S. Mahalingam. cro and 
Executive Director, Tata Consultancy 
Services (rcs), who won awards for 
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Enhancing Competitiveness through 
M&A in the large company category 
and for being adjudged the best overall 
cro award, mapped his own journey 
when he said, "We have grown six 
times in the last six vears. The 
company now employs over 1.50,000 
people with around 10,000 of them 
non-Indians." 

From the Tata stable, Koushik 
Chatterjee, now group cro of Tata 
Steel, said, "The first time when I got 
the best cro award was way back in 
2005. We have grown from a $4 bil- 
lion (Rs 18,000 crore at current rates) 
company to a $30-billion (Rs 1, 35.000 
crore) company today." 

Infosys Technologies' cro, 
V. Balakrishnan, who credited his 
performance to each and every Infy 
employee, pointed out to the hope in 
the hearts of these finance-minded 
people for 2010-11. He said: "With 
the revival of the global economy. 
Infosys hopes to clock 16-18 per cent 
revenue growth for the next financial 
year with margins getting stabilised. 
In the coming months, demand for rr 


services will pick up.” Infosys, one of 


the largest software exporters, is cop- 





ing with currency fluctuations via 


an aggressive hedging programme. 
However. as for as dangers lurk- 
ing in the coming vear. most sense in- 
lation, higher interest rates and rising 
commodity prices to be key threats to 
a recovery. “Last year the crude oil 
was trading at lower levels, but they 
have climbed up again to $80-85 
(per barrel) levels. If oil prices continue 
to remain high, the under-recovery of 
oil marketing companies would swell 
further." said S.K. Joshi. Director 
(Finance) of pec... He said rising rural 
consumption is driving oil demand. 
P. Ganesh, cro, Godrej Consumer 
Products, flagged his concerns. 
"Currently, the key challenge for the 
FMCG business is high food inflation. As 
the consumer's purchasing power is 
coming under pressure, it would have 
an impact on the demand side." 
However, his prescription is simple: 
Keep things simple and stay focussed. 
Anil Nair of Avaya GlobalConnect, 
one of the sponsors, noted that Cros are 
custodians of profitable growth. 
Malcolm Mistry, Publishing 
Director of the India Today Group, 
delivered the vote of thanks. © 
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ing Boom in Health Care Jobs 





US reforms are likely to bring business to health care, insurance BPO firms. 


n April 15, 2010, tur 

Network, a recruit- 

ment company in 
Hyderabad, received a call from 
a Us staffing agency seeking to 
hire nurses and paramedics in 
large numbers. It is still early 
days, but to T. Sreedhar, 
Managing Director. TMI 
Network, the call indicates a 
dawn of a new opportunity, 
thanks largely to the recent 


... health care reform bill passed by the us 
-.. Congress. On March 23, President 


- Barack Obama signed the 2,400-page 
piece of legislation into law that brings 
in sweeping changes in the health care 
system. 

However, Sreedhar could not take 
the us agency's requirement forward, 
That's because the requisite talent is 
virtually non-existent. "Thisis a highly 


BPOs: More businesses coming their way 





Though it is premature to estimate the 


number of jobs likely to be created in 
India, what is clear is the direction. 
"We see a lot of opportunities 
because of the health care reforms, as 
thereis going to be a greater consump- 
tion of health care services overall and 
that means more work for hospitals 
and insurance companies," says 
Ananda Mukerji. mp and cto, 


“There is going to be a greater consumption 
of health care services overall" 


technical area where nurses need to be 
trained, have experience in rr use and 
undergo tests in English and certain 
technical areas," says Sreedhar. 

The TMI MD expects a pick-up in 
demand for talent from all the health 
care and insurance business process 
outsourcing (BPO) firms, which are 
likely to get more business as the legis- 
lation will bring 32 million more 
Americans under insurance cover. 


Firstsource Solutions, a leading global 
provider of BPO services. 

Firstsource gets close to 39 per cent 
of its revenues from health care in the 
Us and this is largely from revenue cycle 
management. claims processing and 
patient enrolments. A significant part 
of its services is connected to the 
us Medicaid programme (which appar- 
ently will now increase). 

The Us government is expected to 





spend anything between $15 
billion and $20 billion on health 
care technology services alone, 
A lot of this business is likely to 
be awarded to sro firms and 
some of that will head either 
directly or indirectly to India. 

The opportunity is long 
term, says Mukerji. "The move 
will translate into a big opportu- 
nity in 2013-2014," he says. At 
the moment, he adds, his com- 
pany (apparently like many others) is 
busy in dialogue with its clients trying 
to evaluate the nature of service offer- 
ing and competencies that would be 
needed to service demand. 

One such area, for instance, could 
be compliance with the Act, which 
means hospitals will need to measure 
the outcomes of what they do and 
their impact on the patient's health — 
and get paid accordingly. In contrast, 
today the reimbursements are largely 
based on what has already been done. 
This change will mean added business 
for service providers as hospitals will 
need to have more outreach pro- 
grammes for patients, look at after-care 
and focus on data gathering. 

Sreedhar sees another fallout: "To 
ensure data privacy, we will see more 
captive units in India, which will, over 
the next three years or so, build 
capacities, leverage it, transfer it to 
third parties and move on." 

E, KUMAR SHARMA 
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EMC Corporation 

Manager - Build and Release 

Location: Bangalore 

Job ID: 8109594 

Description: Provide L3 support of Corsica 
customer issues. Analyze, debug and fix 
software problems reported by customers. 


Patni Computer Systems Ltd 

Siebel Technical Consultants / Architects 
Location: Bangalore, Hyderabad 

Job ID: 8139956 

Description: Relevant experience in Siebel 
configuration, Scripting, Workflows, Siebel 
EAI, Siebel EIM and ability to do hands on 
development in Siebel. 


Yahoo Software Development India Pvt 
Ltd 

Sr. Research Engineer 

Location: Bangalore 

Job ID: 7876472 

Description: Person with BS/MS/PhD in 
Computer Science with 6-10 years practical 
experience designing and developing large 
scale systems. 


SAP 

National Sales Manager 

Location: Mumbai 

Job ID: 8007579 

Description: Drive market-share by 
effectively creating positive public perception 
of our solution; providing strategic support to 
sales mgmt etc. 
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Capgemini 
Java/J2EE Solutions Architect 
Location: Mumbai 


Job ID: 8137567 

Description: Lead Java project | 
development. Develop technical desis 
advise clients on the best methods to 
their business requirements. 


Tata Projects Limited 

Deputy Business Head-Power Generat 
Location: Hyderabad 

Job ID: 7849025 

Description: Expertise in 
development and project managen 


bi 


power businesses with 25+ years wi 
Etc. 


Tesco India 

Resource Manager 

Location: Bangalore 

Job ID: 7866555 

Description: Extensive staff interaci 
communication exp., very good stal 
mgmt skills; exp. of working with a 
mgmt ti ol, 


Tech Mahindra Limited 

Solution Architect 

Location: Kolkata, Pune 

Job ID: 8149850 

Description: Lay down design guic 
principles including data mastership 
key assumptions, design decis 
outstanding issues. 
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Portware India Pvt. Limited 

Senior Java UI Developer 

Location: Hyderabad 

Job ID: 6916567 

Description: Enhance and maintain the Swing- 
based user interface for a state-of-the-art trading 
system currently in use for Equity, Futures, F/X 
etc. 


Web Development Co. Ltd. 

Mainframe PL /1 Developer 

Location: Bangalore 

Job ID: 8129256 

Description: Candidate must have 3-5yrs exp 
in Mainframe Application development using 
PL/1 and should be able to join in short notice. 


CMS Info Systems Pvt Ltd 

Desktop, Networking & Field Engineers 
Location: Bangalore 

Job ID: 8134386 

Description: Good desktop management 
exp; Basic network knowledge; Basic server 
support knowledge; Basic printer knowledge; 
ctc 


Nous Infosystems Pvt. Ltd. 

Software Quality Assurance Executive 
Location: Bangalore 

Job ID: 8131618 

Description: Ensuring Quality of projects; 
Participate/conduct project reviews, audits, 
project startups & facilitating closure process; 
ete, 
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WNS Global Services 

Customer Service Executive (Non-voice) 
Location: Mumbai 

Job ID: 7378776 

Description: Candidate should be a graduate 
(Any Stream). Candidate should have good 
verbal & written communication Skills. 


| Robert Bosch Engineering and Business 


Solutions Limited 

Software Engineer/ Programmer 

Location: Bangalore 

Job ID: 8134535 

Description: Experience on application or 
system level programming in the controls 
domain, C/ Assembly, micro-controllers, 
digital and analog hardware. 


Cognizant Technology Solutions India 
Private Limited 

Senior SAP BI Architect 

Location: Chennai 

Job ID: 8134048 

Description: Job holder must have strong 
exposure in SAP BI; Demonstrable experience 
in all roles c.g. developer to lead; project lead 
etc. 


Virtusa Software Services Pvt Ltd 
Business Objects professional 
Location: Chennai 

Job ID: 8142774 
Description: 


Hardcore experience in 


Business Objects development. Good 
exposure to BO designer and Web Intelligence 


(Webl). 
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ORACLE 


Firstsource Solutions Limited 

Marketing Manager 

Location: Bangalore 

Job ID: 8131431 

Description: Identify personnel, technology, 
process and offshore needs and opportunities 
to meet defined value objectives. 


Oracle 

Regional Sales Manager 

Location: Bangalore, Gurgaon 

Job ID: 8090903 

Description: Effective execution of the 
business plan; opportunity planning, delivering 
on revenue quota and set objectives & targets. 


New Horizons India Ltd 

Sales Executive 

Location: Delhi 

Job ID: 8112160 

Description: Marketing activities, 


Promotional campaign, Sales (indoor & 
outdoor), Event Management, Centre 
operations, etc. 


SAP 

Business Development Manager 

Location: Bangalore 

Job ID: 7678516 

Description: Manage up/ cross sell 
opportunities through fulfillment with SAP 
install base customers; Identify Net new 
customer opportunities etc. 
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Kenexa Technologies Pvt. Ltd. 
Marketing Coordinator 

Location: Visakhapatnam 

Job ID: 8129603 

Description: Co-ordinate/manag: 
execute direct marketing/mail campai 
India; Assist and Co-ordinate trade 
seminars and PR activities in India. 


Infomedia 18 Limited 

Business Development Executive 
Location: Mumbai 

Job ID: 7311406 

Description: The role covers sale of 
advertisements for Business Direc 
Achieving Sales penetration/revenue 
ctc. 


Kewal Kiran Clothing Limited 
Assistant Sales Manager 

Location: Mumbai 

Job ID: 8132722 

Description: Budgeting and en 
resource availability. Create and suppot 
efforts. Team Management etc. 


Nous Infosystems Pvt. Ltd. 

Business Development Manager 
Location: Bangalore 

Job ID: 5388663 

Description: Should have 3+ yea 
hardcore s/w services sal 
US/UK/Europe market; Engg Gradua 
MBA in Marketing or International Busi 


World Class Technology 
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Syntel Inc 

Management Trainee 

Location: Pune 

Job ID: 7740308 

Description: Graduate in Commerce or 
Accounts with relevant experience in 
investment banking/brokerage/custodian 
banking/ BPO etc. 


Rockwell Collins (India) Enterprises 
Private Limited 

Accounts Assistant 

Location: Hyderabad 

Job ID: 8127199 

Description: Sound accounting knowledge, 
sufficient knowledge on all kind of taxes & 
accounting standards, good in reconciliations - 
P& Land B&S. 


Indiabulls 

Asst Manager / Manager (Operations 
Finance) 

Location: Mumbai 

Job ID: 8120850 

Description: Ensuring financial and 
operational goals; oversee monthly and 
quarterly assessments and forecasts of site’s 
financial performance against budget etc. 


ACS, Inc. 

Sr. Accounting Assistant 

Location: Bangalore 

JobID: 7711614 

Desctiption: Strong knowledge of Customs, 
bonding and debonding procedures and 
submission monthly report to Customs in 
Form Er2. 
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Deloitte 

Financial Advisory 

Location: Hyderabad 

Job ID: 8134778 

Description: Person must have knowledge of 
accounting & corporate finance concepts, 
valuation software like Argus and Dyna etc. 


Suzlon Energy Ltd 

Management Trainec — Finance & Accounts 
Location: Pune 

Job ID: 8116627 

Description: Conducting systems & mgmt 
audit of various depts and business spread 
across 24 countries, Preparation of audit 
report etc. 


SIEMENS 

Commercial Executive / Manager 

Location: Goa 

Job ID: 7599163 

Description: Relevant experience in Product 
costing, MIS, financial Accounting, Audits, 
Commercial activities of Factory; Knowledge 
of SAP. 


Thomson Reuters 

Team Leader - General Accounting 

Location: Hyderabad 

Job ID: 8150757 

Description: Balance sheet accounts 
reconciliation. Journal entry Month close 
activities. Compliance activities. Other general 
accounting activities. 
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MONEY-FINANCIAL MANAGEMENT WEBSITES 
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Now, keeping track of your finances will be easier 


as new money management websites offer a range 


of services to save you time and effort. KAMYA JAISWAL 


hat is your total out- 
standing debt? What 
is vour bank balance? 
What proportion of 
your investment is in 
equities? It's unlikely you have a ready 
answer to these questions. 

Try again with the help of 
spreadsheets or your financial record. 
You could still be floundering for 
the right response. Are your money 
management skills to be blamed? 
Not entirely. While it is possible to 
collate and remember certain fi- 
nancial details, it is difficult to inte- 
grate your records with the bank 
account to update every withdrawal. 
You cannot revise the value of your 
equity investments on a daily basis. 
And it will take a savvy Microsoft 
Excel user to link investment val- 
ues with a net worth calculator. 

Keeping track of your finances 
might seem like an exercise in 
futility, but is not. It is, however, an ar- 
duous task, one that has been made 
easy by the launch of several money 
management websites. Two such sites 
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have been set up in the past few 
months, and some of the popular 
portals are intuitmoneyman- 
ager.com, myvault.in and 
arthamoney.com. These 
sites organise, analyse and 
record everything connected 

to your money. Besides, vou 
don't have to worry about spending 
hours on the laptop as these sites don't 
require daily involvement. The best 
part: Many sites are offering free serv- 
ices, at least for now. 

However, these websites should 
not be confused with a portfolio 
tracker, which is an online stock and 
mutual fund tracking service. Here 
are some other facts about these sites 
that can help vou decide whether you 
want to sign in for them. 


Why Do | Need 
This Service? 


Apart from tracking your expenses, 
loans, investments, credit cards, 
insurance cover, etc, you should 
know what the big picture looks like. 
These websites help you do both— 







take care of minute details as well as 
your financial plan. You can use the 
site as an aggregator of information, 
including income, expenses, invest- 
ments, loans, insurance policies and 
bank accounts. You can integrate 
these with your bank accounts so 
that any withdrawal or gcs is auto- 
matically updated in your cash flow. 

The sites also act as portfolio 
trackers and update not only the 
market value of your equity invest- 
ments, but also factor in market ac- 
tion like bonus declaration for a 
stock. You have the option of inte- 
grating the portals with your on- 
line brokerage too. A very useful 























feature is the basic financial analysis, 
such as expense management, as- 
set allocation and net worth calcu- 
lation. You cannot, however, make a 
bank transaction or buy and sell 
shares through these sites. 


How Much Does it Cost? 


Perfios.com and arthamoney.com 
offer this service for free. However, 
intuitmoneymanager.com charges 
Rs 365 a year. Myvault.in has 
different packages, with the most 
basic, Lite, costing Rs 299 
annually. The standard and 
premium options cost 
Rs 599 and Rs 999, 
respectively. You can 
also download this 
service on a pen 
drive at a higher 
price. It's likely that 
free portals will 
start charging for 
this service after the 
are established in 
the market. 
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Is My Financial 
Data Safe? 
These websites do not use a 
common security mechanism. 
Perfios claims it has a "highly secure 
data centre" which is accessible only to 
"authorised personnel". It also boasts 


ONLINE FINANCIAL MANAGERS: HOW THEY COMPARE 


Data storage for all assets v v/ v v 
Automatic update of market action v | x 
Integration of bank accounts v v v x 9 Pay bills on time. 
Automatic update of bank action v v v x 
Customised view of data v v v x ® Maintain an emergency fund. 
Net worth calculation v v v v por 
c allocation chart v v v v * Maintain bank balance 
for EMIs. 
Returns calculation v x v v 
Tax computation 7 x v x ® Limit credit card expense. 
Alerts for premiums, EMIs, etc v v v x 
Mobile access 1 r / ` * Know when stocks reach 
Search engine for navigation x x v x the target price. 
Tools like retirement planning x v x v 


® Save money to pay the 
Annual Cost (Rs) 365 Nil Ni — 299 insurance premium. 


*Myvault.in offers more services to clients who opt for higher value packs 
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MONEY-FINANCIAL MANAGEMENT WEBSITES 


MONEY MANAGERS vs 
PORTFOLIO TRACKERS 


Most online money managers 
double up as portfolio trackers 
and provide more in-depth 
tracking. 


Online money managers score 
over portfolio trackers in the 
range of services they offer. 
Some portfolio trackers, like 
myiris.com, are closing the gap 
by recording every transaction 
via a cash-enabled account. 


A distinct disadvantage with 
money managers is that they 

do not provide advisory services. 
However, portfolio trackers 
conduct portfolio analysis and 
offer access to research reports 
and customised watch-lists for 
equity investments. 


One such portfolio tracker that 
provides comprehensive analysis 
is valueresearchonline.com. It 
classifies investments by sectors, 
asset-class balances and reviews 
the performance of your mutual 
funds in different time periods. 


Online money managers are ideal 
if you want consolidated infor- 
mation about your entire financial 
plan. Opt for portfolio trackers if 
you only want to keep tabs on 
your equity investments and 

need some guidance on it. 
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management websites cannot compete with 
the services provided by a financial adviser” 


Himanshu Kohli, Founder Partner, Client Associates 


a VeriSign security certificate. Intuit 
has a three-level security system, ac- 
cording to Umang Bedi, MD, Intuit 
India and Emerging Markets. “On the 
product front, the website is secured by 
VeriSign and uses https security. At 
the partner level, the system ensures 
we don't know the identity of the 
user. Besides, all data communica- 
tion happens over an online exchange 
that matches the Open Financial 
Exchange standard adopted by over 
5,000 banks,” he says. 


Can | Customise the 
Service and My Interface? 
Customising service is one of the most 
exciting options. Do you often over- 
shoot your entertainment budget? 
Set a trigger that reminds you when 
you are dangerously close to exhau- 
sting the limit. Or modify your alert to 
know when your bank balance falls 
below a specific level. However, as 
the global portal mint.com says, there 
is much more potential for customi- 
sation, which can include sugges- 
tions for better credit cards, cash 


rebates and travel rewards. 

As for customising the interface, 
while the users of arthamoney.com 
can tweak the default home page, 
alerts and expenses, perfios.com 
allows customers to “slice and dice” 
data using customised reports. 


Will | Still Need an Adviser? 


Despite the customising, the sites can- 
not compete with the services pro- 
vided by a financial adviser, says 
Himanshu Kohli, Founder-Partner of 
Client Associates. “The standard for- 
mats may not allow you to find out, 
say, the beneficiary ratio or juxtapose 
short-term and long-term wealth,” 
he says. Moreover, the data is used 
for several computations, but the re- 
sults are not interpreted. Nor do they 
help in selecting products. However, 
this doesn't take away from the serv- 
ice as it is not mandated to advise, 
only to crunch numbers. As Kohli 
says, it still performs 25-30 per cent of 
the work of a financial planner. © 
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y DSP BLACKROCK 


CONVICTION. SELECTION 
CONCENTRATION 


An Open Ended Equity Growth Scheme 


The Indian equity market has historically witnessed DSP BlackRock Focus 25 Fund will have a portfolio of upto 
performance divergence not only amongst sectors but also in 25 stocks (drawn largely from the top 200 companies by 
stocks within these sectors. This makes stock selection an market capitalisation) and will adopt a flexible investment 
extremely important criterion for delivering performance over style. The concentrated portfolio will enable the fund manager 
the long term. Our equity schemes have delivered consistent to sharpen his focus with regard to stock selection & portfolio 
long term performance, a testimony to the stock selection construction and will allow investors to benefit from the fund 
skills of our investment team manager's stock selection ability 


SMS FOCUS to 567672855 DSP BLACKROCK 
www.dspblackrock.com MUTUAL FUND 


DSP BlackRock Focus 25 Fund (DSPBRF25F) - Invesiment Objective: The primary investment objective of the Scheme is to generate long-term capital growth 1 





a portfolio of equity and equity-related securities including equity derivatives The portolo will largely consist of companies, which are amongst the top ZUU corny 
market Capitalisation. The portfolio will limit exposure to companies beyond the top 200 companies by market Capitalization upto 20 i the net asset value. Ihe Schemi 


> 


will normally hold egi ity ang equity related securities including equity Gerivalives, of upto 25 Cor 
amount (excluding investments in debt securities, money market securities and cash and cash equivalents) across the top 25 holdings in the porttolx he 


npanies. Further, the Scheme will also have at least 95% of the it 


also invest in debt and mon wy market securities, for defensive considerations and/or for manag ng ! QUORY reauirement > There can t be no assurance that t 

OD} ective of the Scheme will be realized. Asset Allocation: 1í(a) Equity ang equity related Securities. which are amonast th e top 200 companies Dy market 
6596 - 10096; 1(b) Equity and equity related secur lues wi a are beyond the top 200 companies by market capitalization — C 20%; Of 1(a) and 1(b) abov 
In ADRs GDRs and foreigr securities — 0% - 25%; 2. Debt securities, mone y Markel Securities and cash & casn equivalents ] 35%. “The portfolio wil 
of companies wn IC ch are amongst the top 200 companies b market capitalisation. The portfolio will limit exposure to companies beyond the top 200 compan 
capitalization to 20% of the net asset value. The Scheme will also have at least 95% of the invested amount (excluding investments in debt securities, money 
securities and cash & cash equivalents) across the top 25 holdings in the portfolio. Terms of Issue: Rs. 10/- per Unit (During NFO). Min. Investment 9,01 
multiples of Re. 1/- thereafter. Load Structure & Expenses: Entry Load — NIL. Exit Load: 1.00% for holding period < 12 months, NIL for holding period 12 n 
Investor Benefits & General Services: During Continuous Offer, sale (at Purchase Price) and redemption (at Redemption Price) on all Business Days (Heder 
normally within 3 Business Days). SIP, SWP, STP & Nomination facilities available subject to terms and conditions as per the Scheme Information Document (SII 


Statement of Additional Information (SAI). Declaration of NAV for each Business Day by 9 p.m. of same Business Day suenan d Details: DSP BlackRH 
was set up as a Trust and the settlors/sponsors are DSP ADIKO Holdings Pvt. Ltd. & DSP HMK Holdings Pvt | Ltd collectively) and BlackHock | 

restricted to Rs. 1 lakh). Trustee: DSP BlackRock Trustee ( Jompany Pyt. Ltd. Investment Manager: DSP BlackRock Investment Managers Pvt. Lt i Risk Factors: Mutual 
funds, like securities investments, are subject to market and other risks and there can be no assurance that the Scheme's objectives will be achieved. As with 
any investment in securities, the NAV of Units issued under the Scheme can go up or down Re gees on the factors and forces affecting capital markets 


rast performance of the sponsor/AMC/mutual fund does not indicate the future pertormance of the Scheme. Investors in the Scheme are not be ng. fered a quara 
or assured rate of return. Each Scheme is required to have (i) minimum 20 investors and (ii) no single in uation by Iding»259« engen if i the aforesai d p: int not Í 
within the prescribed time, the Scheme concemed \ will be wound up and in case of breach of the aforesaid point (ii) at the end of the presc ribe ed | per id, the 
holding in excess of 25% of the corpus will be redeemed as per SEBI guidein es. DSPBRF25F is the name of the Scheme and doe: s not in any manner indicat 

of the Scheme, its future prospects or returns. For scheme specific risk factors, please refer the Scheme Information Documer )r more jetaiis, plea 


Scheme Information Document and the Key Information Memorandum cum Application Forms, which are available on the wet site, | WWW..OSspbdlackro 
ISCs / Distributors. Please read the Scheme Information Document and Statement of Additional Information carefully before investing 
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Control+P With No Wires! 


Consumer printers are increasingly going wireless. 
Why you should consider buying one. kusHAN MITRA 


f you are buying a new broadband 

connection nowadays, service 

providers are increasingly throwing in 

a 802.11 wireless networking facility 
lor free. And even if you are not, or if you 
are an old subscriber, setting up a wireless 
connection is as simple as buying a 802.1 1 
router from almost any hardware store, 
with costs of basic home wireless routers as 
low as Rs 1,500. Not only has the avail- 
ability of wireless connectivity liberated 
the laptop. it has also liberated the printer. 
This means less wires and precious space 
on your work table is saved as the printer 
can be placed elsewhere, particularly use- 
ful if all you print is the occasional air- 
line ticket or hotel booking. 

Today, you can buy printers from HP, 
Canon, Epson and others with built-in 
wireless connectivity. Keep in mind, how- 
ever, that this is still at a significant pre- 
mium to non Wi-Fi enabled printers. A 
standard colour inkjet printer starts around 
Rs 2,500 and one with a scan-copy func- 
tion starts around Rs 6,000, Wi-Fi en- 
abled printers start at around Rs 7,500. 
Once you have connected the machine 
to a computer and entered the wireless 
settings and password, vou are free to 
print anytime from anywhere; you don't 
need to either plug your laptop to 


the printer or transfer files using a pen 
drive to a "master computer". You would, 
however, need to load the printer drivers 
onto every networked computer from 
which you wish to access the printer, 
which could be a pain, though vou could 
also download the software drivers from 
the Internet. 

Now, Google is talking about the next 
generation of printers being "cloud aware", 
i.e., instead of being connected to the 
home wireless network, the printer is a 
node on the Internet with the service ten- 
tatively called "Google Cloud Print". This 


will make printers a more social thing; if 


you give a certain set of friends permission 
to print on your printer in Bangalore, they 
can fire a print command from the Us as 
long as your printer and Internet con- 
nection are both switched on. © 


Canon 








HP Photosmart C4788 
Built-in 802.11 g/n wireless 
networking. 


High-resolution photo printing, 
scanning and copying. 


15-inch LCD colour display. 
MRP: Rs 7,500 


~ 


cm 


Epson Stylus TX550W 
Built-in Wi-Fi capabilities. 
High-resolution photo printing, 
scanning and copying. 
Individual ink cartridges for 
separate colours. 


MRP: Rs 9,000 


Canon PIXMA MP568 
Built-in Wi-Fi and 

Bluetooth capability. 
High-resolution photo printing, 
scanning and copying. 

Scan directly to USB pen drive 
in PDF format. 


MRP: Rs 11,995 


The three models featured here are 
neither tested nor recommended by 
Business Today. They only illustrate 
the available range. 




















16 HRS 45 MINS. THE FASTEST ONE STOP FLIGHT TO NEW YORK* 
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WE MAKE IT OUR BUSINESS TO SAVE YOUR TIME AND HELP YOU ARRIVE FRESH 


Fly aboard the latest A330 aircraft, and enjoy daytime comfort in ergonomically designed spacious seats in Economy 
and sky beds in Business class. Adding to the comfort is a choice of Indian or Continental cuisine served by an 
Indian crew between Delhi and Helsinki. Relax over a glass of wine from our award winning wine cellar and choose your 
kind of program on our state of the art entertainment system. En route, refresh yourself at the health spa at Helsinki 


airport, rated amongst the finest in the world. Best of all, discover that our friendly, all inclusive return fares really do 
make business sense. 


Visit www.finnair.com/in, call toll free 1800 102 1233 or contact your travel agent. 


Power alliance between oneworld partner airlines such as American Airlines, F 
British Airways, Cathay Pacific, Japan Airlines, Quantas, Royal Jordanian & l 
Finnair allows you to redeem air miles as you choose. 4 IT 1/ 2F2/EF7 "a 


* From Delhi 
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Madoff & the SEC's Inactivity 


For 10 years, Markopolos kept telling the regulator that the fund manager 
was running a scam. The racy tale of the investigation. Josey PULIYENTHURUTHEL 


hich of the fol- 
lowing prac- 
tices would 
you associate with 


December 2008, grew his investments like 
a 45-degree rising curve with a six per cent 
correlation to the larger market. This was a 
statistical impossibility. Madoff's investment 





t: Harry Markopolos 


PUBLISHER: John Wiley & watertight due diligence history showed that compared to the 
poll 354 among Wall Street . 26 "down months" of the vs markets, Bernard 
PRICE:$27.95 investment firms? L. Madoff Investment Securities Luc had 


a) An auditable model 
that stress-tests an 
organisation's processes; b) A seven-year 


investment record that can be verified with Markopolos, 53, sensed Madoff was run- Tactics and Tips to 
multiple public sources; c) A handwriting ning a con operation within five minutes of Develop Your 
sample that is faxed across to a graphologist looking at the numbers. He doggedly made Business Online 
for analysis. filings before the Securities and Exchange By Chris Brogan 

If you chose a) or b), you are more likely ^ Commission (sec) to no avail, had combative oncle miey 
wrong than right. Option c) was usedbyat arguments within his investment fraternity, rano 
least one third-party investment marketing roped in four people to help him with his 
firm to verify a fund manager running some investigation, and unsuccessfully tried to tell If you haven't already 
$21 billion in assets. The manager was the media his story. pie sowie dii 
Bernard (Bernie) Lawrence Madoff, the Along the way, Markopolos rubs shoul- online strategies, you 


brain behind the biggest Ponzi scheme in 
us history. 

This and other anecdotes make No One 
Would Listen the fast-paced, yet grounded, 
read it is. Written by self-proclaimed 
whistleblower Harry Markopolos, an invest- 


FEAT i j promises to help you 
ment manager and a quantitative analyst, clients, to name just three. Madoff was "per- in "the new era of 
the book ranks in the league of masterpieces fect”: A former NASDAQ chairman, he was in digital Darwinism..." 


such as Den of Thieves, a non-fiction book on 
Wall Street insider trading that has been 
through eight reprints since 1992. 
Madoff first came on the radar of 
Markopolos in 1999, when his boss at 
Rampart Investment Management Company 
in Boston, an institutional asset management 
firm, asked him to check how Madolf's opera- 
tion turned in between one per cent and 1.25 
per cent returns month after month. 
Markopolos discovered that Madoff, who 
established an eponymous investment firm 
in 1960 and ran it till his arrest in 


recorded just three down months. Its worst 
performance: A 0.55 per cent fall in a month 
in which the market lost 14.58 per cent. 


ders with the high society of Europe and is 
amazed that no one blinks at obvious red 
flags in the Madolf empire—hand-written 
trade tickets that don't match with the day's 
prices, auditing done by a two-person 
accounting firm and the secret veil over its 


New York's upper crust, and generously 
donated to charities and the community. 

Eventually, it was not Markopolos' 
efforts that did in Madoff; it was the us hous- 
ing market collapse that had federal agents 
at the disgraced billionaire's door. Investors 
in Madoff reached for the phone to discover 
they had been scammed. More than 
Markopolos' math training, which he uses 
with fine ability to explain the core of how 
Madoff and us hedge funds work, it is 
his narrative that makes the book 
unputdownable. 
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Social Media 101 


had better... and then 


read these two 


books. Social Media 


IOlis an updated 
version of Chris 


Brogan's blog. The 


second Engage! 





The Complete 
Guide for Brands 
and Businesses to 
Build, Cultivate, 
and Measure 
Success in the 
New Web 

By Brian Solis 
Publisher: John Wiley 
Pages: 382 

Price: $24.95 


EXECUTIVE HEALTH 


Thyroid and India Inc. 


If you feel listless at work, this gland could be causing it. Get it checked. SAUMYA BHATTACHARYA 


adhika (not her real name) had always been a 
star performer at work. An Information 
Technology professional, she was a high-per- 
forming, results-oriented individual. Of late, how- 
ever, she had started to feel fatigued at work and at 
home and finally took a week's leave. But after 
rejoining, she still could not focus and was forced to 
take frequent leave from work. Her supervisor, mean- 
while, was getting restless with her diminished pro- 
ductivity. Luckily for Radhika a colleague advised 
her to get her thyroid checked. The tests showed the 
thyroid stimulating hormone (TSH) levels in her blood 
to be 100 times above the normal. "She had almost 
lost her job by the time she came to us," says Dr 
Anoop Misra, Director and Head, Department of 
Diabetes & Metabolic Diseases, Fortis Hospitals. 
Radhika's condition is not uncommon, though. If experts are to be believed, thy- 
roid disorders are playing havoc with professional and personal lives. A woman pro- 
fessional who went to consult a psychiatrist after frequent tiffs with her boss and peers 
was actually found to be suffering from hypothyroidism. “Many of the psychiatrists 
end up doing or even starting with thyroid tests on their patients," says Misra. 
While organisations have developed their health programmes with a focus on 
heart disease, diabetes and blood pressure, conditions of the thyroid remain on 
the back burner despite their serious impact on employee productivity. Sample 
these numbers: Approximately, six per cent of India's adult population suffers from 
hypothyroidism, 1.9 per cent from hyperthyroidism and about 7.5 per cent from thy- 
roiditis. Women have six to seven times more chances of getting afflicted with 
these disorders. “Nearly 12-13 per cent women in 


“APPROXIMATELY India suffer from thyroid conditions and even that 
12-13 PER CENT is a conservative estimate,” says Misra. 
WOMEN IN INDIA A thyroid condition affects several bodily func- 
SUFFER FROM tions and can affect patients’ interactions with 
THYROID CONDITIONS others. First, productivity at work suffers due to fa- 
AND EVEN THAT IS tigue, sluggishness, slow reflexes, memory im- 
A CONSERVATIVE pairment and day-time somnolence. Irritability 
ESTIMATE" can aflect interactions with peers. Swelling of the 
face, weight gain, hair loss, dry and wrinkled skin 
obtemperare iti can cause patients to become socially withdrawn 
Diseases, Fortis Hospitals and depressed. "It is important that people are 


aware of the condition, and if any symptoms are 


present then they should promptly seek advice from a physician. Once optimal 
treatment is achieved most symptoms resolve," says Misra. 

A healthy diet and regular exercise can help prevent thyroid disorders. Certain 
foods like cabbage and shellfish, which are rich in iodine, should be avoided if the 
thyroid gland is enlarged. Once patients are treated and become stable. many of these 
dietary restrictions may not be required, explains Misra. 9 


Log on to www. businesstoday.in for l'empering Anger 








A condition caused by insufficient 

production of thyroid hormones. 

SYMPTOMS 

e Tiredness, dry skin, hair 
loss, weight gain. 

@ Joint pains and weakness 
of muscles. 


e Abnormalities of glucose 
metabolism. 


@ Excessive sleepiness. 

@ Mood disorders. 

e Swelling of feet, eyelids 
and whole body. 


@ Memory disturbances. 


A condition caused by 
overproduction of thyroid 
hormones. 


SYMPTOMS 
e Tremors, weight loss. 





@ Increase in bowel movement. 


e Bulging eyes, palpitation. 
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SUNALINI MENON 


A Sip of Honour 


She takes 100 sips of coffee—all in a day's work. And that has now brought 
her global laurels. Asia's first woman coffee taster, SUNALINI MENON, 58, has 
won the Leadership Medal of Merit from the Coffee Quality Institute (cor) of 
the Specialty Coffee Association of America. The medal is in recognition of 
her work in educating coffee growers in Africa and Asia on improving the 
quality of their yield. What's more, Menon's Coffeelab in Bangalore, set up 
in 1996, provides a seal of quality to the producer, exporter, trader and 
consumer. "It is only of late that the world has started seeing India as a 
nation driven by quality coffee,” says the coflee-tasting veteran. 

K.R. BALASUBRAMANYAM 
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ANURAG THAKUR 


All-rounder 


He is the man behind the 
picturesque international 
cricket stadium in Dharamsala 
that hosted two IPL matches. 
ANURAG THAKUR, 35, the son 
of Himachal Pradesh Chief 
Minister Prem Kumar 
Dhumal and a Member of 
Parliament from Hamirpur, 
now has bigger plans for the 
state. "Himachal is called 'Dev 
Bhumi’, but it will also be 
‘Khel Bhumi'," he says. 

Up next after the Rs 50-crore 
cricket stadium at Dharamsala 
are 12 national multi-purpose 
stadiums to encourage volley- 
ball, basketball, kabaddi, 
wrestling, weightlifting, etc., 
in the state. The first of them, 
the Rs 5-crore Atal Behari 
Vajpayee Stadium, is ready. 
The young wr is also trying to 
get top companies to recruit 
locals. "Youngsters in ur 
aspire only for government 
jobs, but I want them to join 
the private sector and become 
entrepreneurs," he beams. 
Smells sure like entre- 
preneurial spirit. 

PUJA MEHRA 


VYHAW NVAITA 








VEDIKA BHANDARKAR 


The Real Deal 


VEDIKA BHANDARKAR, the 42-vear-old investment banker 
who has featured on 7's most powerful list twice (2004 and 
2006). is on the move. After 12 years with one of the largest 
Wall Street banks, jPworgan, Bhandarkar will now be 
sealing deals for Swiss Bank Credit Suisse India as its Vice 
Chairman and Head (Investment Banking). Though she 
refused to comment on her new role as she has not joined 
Credit Suisse yet, Bhandarkar's task is cut out. Credit Suisse, 
in its second stint in India, is still finding its feet in the 
crowded dealmaking space. Roping in Bhandarkar may just 
change the game for the Swiss bank. 

RACHNA M. KOPPIKAR 


MADRID 


A Brush with History 


As far as world capitals go, Madrid is difficult to beat. The city 


has taken great pride in restoring and maintaining the histori- 
Q £ 


cal parts of the city, and that's a great reason to visit it this 
vear. Madrid is one of the world football's powerhouses, so a 
visit to the Santiago Bernabéu, the stadium of Real Madrid, 
is a must. No visit to Madrid is complete without a flamenco 
show at the Corral de la Moreria area in the heart of the city. 
And for shopping. vou can't beat the Sol, Salamanca District 
with its mix of high street brands and designer boutiques. 


BIBEK BHATTACHARYA 


LEICA V-LUX 20 


Camera with a 
Sense of Place 


Leica is a name that has been 
familiar to most photography 
enthusiasts for generations and a 
few years after entering the cro- 
wded market of compact point- 
and-shoot digital cameras, it has 
come out with its latest creation. 
The V-Lux 20 features a 12x 
optical zoom lens coupled with à 
12.1 megapixel sensor. The device 
also supports “Geotagging”, 
which will embed positioning data 
into photographs, allowing mod- 
ern photo-editing software (such 
as iPhoto and Picasa) to organise 
pictures by where they were shot. 
With an expected launch price of 
Rs 30,000 plus, this camera won't 
be cheap, but it will definitely be 
one of the best in its class (it also 
has a 25-300 mm lens). 


KUSHAN MITRA 
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Air 


; UP TO 100 
PAUSE HOURS OF 
LIVE TV RECORDING 


EASY RECORD 
SERIES } RESUME 
RECORDING FUNCTION 


HDMI 
OUTPUT 


990 includes 3 months subscription 
tra Pack and free installation 

ial exchange offer for existing 
bmers: Rs. 1000 cashback in your 

al TV account 


REC to 54325 or call 12148 
-free from Airtel mobile) or 
500 6500 or visit 
airtel in/digitaltvrecorder. 


ile recording feature is applicable 
lect GPRS enabled Java handsets. 
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Atul Singh 
President & CEO, Coca-Cola 
India & South West Asia 


My leadership style 
O Delegative 

a Participative 

O Authoritative 


It means involving your 
team, being a good 
listener and then making 
key decisions. 


The leadership 
lesson | remember 
the best 

Walk the talk-there is no 
substitute. 


The political leader 
| admire the most 
Mahatma Gandhi. 


The business 
leader | admire 
the most 

Warren Buffett. 


A book/movie | 
would recommend 
on leadership 
Winning by Jack Welch & 
Suzy Welch. 


What I think isthe 
difference between 
a manager and 

a leader 

Leaders try to do the 
right things every time 
and bring out the best in 
people. Managers do 
things right, their focus is 
to manage the job at hand 
effectively and efficiently. 


All good managers 
aren't good leaders 
LER is quite like the 
best coaches are not 
necessarily the best 
players. 

As told to Shamni Pande 
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A BT-Monitor study sets out a framework for 


eakthrough innovation and showcases eight business 
models that are path-breaking and sustainable. pc 3s 
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3000/ 395000. e-mail: sales-india@daimler.com, website: www.mercedes-benz.co.in 


1-06, 0-9811285260, Gurgaon: 0124-4263060-62, 0-9990170111, Noida and Faridabad: 0-9999094206, PUNJAB & CHANDIGARH: Joshi Autozone Pvt. Ltd: Chandigarh: 
0-9913144422, 0-9099975615, Surat: 0261-6695555, 0-9909960545, 0-9825025570, Raipur: 0771-4020220, 0-9229100000, MUMBAI: Shaman: Kalina: 022-67166666, 
)-9223547119, PUNE: B. U. Bhandari: 020-67212121, 0-9011955555, GOA: Counto Automobiles: 0-8805778805, South: CHENNAI: Transcars India Pvt. Ltd: 044-24324141, 
7686456215, COCHIN: Rajasree Motors Pvt. Ltd: 0484-2706432, 0-9846144304, HYDERABAD: Adishwar Auto Diagnostics Pvt. Ltd: Mahavir Motors: 040-66668008, 
ervice Centres: North & East: T & T Motors Ltd: Lucknow: 0-9415340000, Jaipur: 0-9929087000, Interkrafts: Bhubaneshwar: 0-9776620002, WEST: Benchmark Cars: 
rai: 0-9840965234, Mangalore: 0-9845755758, Rajasree Motors Pvt. Ltd: Calicut: 0495-2757155, 0-9745144303, Trivandrum: 0471-6452444/6452555, Adishwar Auto 


Captivation is certain. 


Introducing the new E-Class Coupé. Pure Attraction. 


Elegant, sporty and exclusive, the E-Class Coupé inspires awe and envy. The flowing lines 
and sleek contours lend it an aura of irresistible charm. Striking, aerodynamic looks make it 
unmistakable on any road. And within this two-door beauty lies the unmatched performance, 
safety and comfort features of the legendary E-Class. Visit your nearest showroom today. 
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Indore: 0731-4032050, 0-9893029001, 0-9669555506, Autohangar (I) Pvt. Ltd: Nashik: 0-9223542925, Nagpur; 0-9223542902, SOUTH: Sundaram Motors Pvt. Ltd: M 
Diagnostics Pvt. Ltd: Vijayawada: 0-9885303004. 


Accessories, colours and fitments shown may not be part of standard specification. Mercedes-Benz cars: series (C207) meets Euro IV emission norms 
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From the Editor 


s everything new innovation: Is every innovation a 

success: Is every successful innovation also a good 

business proposition? Answers to these questions 
separate Business Today's approach to innovation from 
those of others. Innovation for us is not just about 
coming out with a new product which would soon be 
copied by a competitor. As Joseph Schumpeter, the 
giant among 20th century economic thinkers, once 
said: “Imitators fly on the wings of innovators”. For 
companies to benefit from—and therefore willing to invest in—innovation, 
it has to deliver a long-term business success. What kind of innovation can 
ensure this and how do you inculcate such innovation in your organisation: 
'To understand this, we partnered with Monitor, a strategy consulting firm 
that has done pioneering work in business innovation. 

What followed was a three-month process of engagement and under- 
standing that made us aware of the true meaning of successful business 
innovation. We also saw how it is being practised by select companies and 
organisations across sectors—including (though not by design) at India's 
largest public welfare scheme. There are many companies doing break- 
through innovation, but we chose to profile just eight to illustrate our point. 
The largest portion of this special issue (pages 38-74) is devoted to this 
Br-Monitor study. We also extended our research and reporting to explore 
other facets of innovation in India. We discovered several: Innovations 
conceived abroad exclusively for Indian situations (page 82). innovations 
at the grassroots and by the grassroots (page 88), and what is called reverse 
innovation (page 76). This special issue should help you separate the myths 
on innovation from its reality and guide you to follow it in vour organisation 
as a fact of modern-day business, and not simply as a current fad. 

Exactly two years ago Malvinder Singh sold a great Indian brand, 
Ranbaxy, to Daiichi Sankyo for 
about Rs 10,000 crore, evoking 
awe and regrets from India Inc. 
Now he and brother Shivinder 
have resolved to build two 
global brands out of India. 
Read the ‘hows’ and the ‘ifs’ of 
their strategy on page 110. Is 
it possible to have the world’s 
entire energy needs fulfiled only 
by renewable sources, and that 
too as soon as in the next two decades? Read about that on page 118. We 
don't know of many computer users who do not use Microsoft Office. As this 
software suite is reborn in its 2010 version. on page 130 we give you a peek 
into all that's new in it. 

P.S.: As we were sending this issue to the press, the Supreme Court 
pronounced its judgment (or should we say non-judgment?) on the gas 
dispute between the Ambani brothers. Even the highest court of the land— 
with the Government of India as a petitioner—hasn't been able to resolve 
the dispute. As in the past, we will monitor the case and will soon offer you 


distinct coverage. KR / / ç 
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At Capgemini, we. believe that change is effective only if it is sustainable. That is 
why we go beyond mere process changes and focus on behavioural changes that 
benefit more in the long run. 


We have pioneered the concept of BeLean®, which helps manufacturing, retail and 
logistics industries make "Lean" part of the organization culture. It is all about 
implementing behavioural change, finding efficiencies in the processes and 
preventing wastage. A progressive and comprehensive approach that leads to 
a sustainable cost advantage. 


The BeLean® concept is an outcome of over 40 years of innovative thinking. 
We are a peopie-powered company that believes in high-value intellectual services. 
An ideal fit for the Indian business scenario. Our 10- years in India have seen us grow 
into a dynamic organization that is 23,000 strong with a growing client list eager to 
draw on our international experience. 


To know more about what we can do for you, visit www.in.capgemini.com 


Capgemini offers technology, consulting and outsourcing solutions across 
Government & Public Sectors, Manufacturing, Retail & Distribution, Energy & 
Utilities and Financial Services. 
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READERS' FORUM 


Coffee Houses and Food Biz Sizzle 

The combination of challenges and opportunities in the Indian 
food business is producing a fizzing cocktail of creativity 
(India’s Coffee King, 8r cover, May 16). Thanks to the efforts of 
players like Café Coffee Day's VG. Siddhartha, this previously 
quiescent business is now being leavened with fresh entre- 
preneurial energy and attracting big investments. Vineet Achyut. Delhi 


A Game-changing Play 

It's rare to come across examples when a 
chain has been able to single-handedly 
scramble up the whole industry. With a 
rare pairing of micro-management skills 
with big-picture vision, Café Coffee Day's 
promoter V.G. Siddhartha presents a good 
example of a fresh, out of box performance 
in an industry not known for entrepre- 
neurial brio and business innovation. Today. 
Siddhartha and ccp are not only turning 
the business of coffee houses from niche to 
the norm, they are helping build what 
could be the new epicentre of an indus- 
try about to catch fire. Vineet Madhukar, Delhi 


Yehi Hai Right Choice! 


We've extraordinary culinary riches at our 
doorstep but our experience of neighbour- 
hood food joints leaves much to be desired. 
Providing quality hygienic food at price 
points that consumers can respond to easily 
is therefore a big business opportunity. By 
opening chic Indian fast food outlets in 
metro neighbourhoods, companies like Goli 
Vada Pav and East West Ethnic Foods are 
tapping into this wellspring of growing 
urban demand. Shashi Shekhar, Bangalore 


Making Them Jobsworthy 

Thanks for focussing on pre-recruitment assessment firms and jobs-testing 
agencies (Matching Aspirations, BT, May 2). Agencies like amcar, E-Litmus and 
NASSCOM's NAC-Tech have been of great help in preparing our students at jMr 
Radaur, Haryana. Last year, about 70 students got through tests con- 
ducted by these agencies and were eventually placed with various compa- 
nies. This vear we hope to do even better. Ashwani Kumar Chhabra, Radaur 
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A Correction 


| refer to the use of "Tetra Pak juices" in your 
story Worn Out at Work (Br, April 18). You 
should have said "juices packed in Tetra 
Pak packaging material". The name Tetra 
Pak is associated with aseptic filling mä- 
chines, aseptic processing equipment and 
aseptic packaging material and is not applied 
to juice production, A. Kekre, Tetra Pak India 


Fighting Insurgency 

Reality is never quite as tidy as theory and our 
fight against the Naxalites (Red Cloud Over 
Business, gT, May 16) brings out this hard 
truth. Despite devising various strategies to 
take out this cancer of violence, the insur- 
gency has spread to a vast area that aflects 
450 million people. While the option is not 
new, maybe we should focus on better state- 
level policing and development schemes to 
weaken the insurgency. M. Kumar, Delhi 
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Malvinder and Shivinder Singh 
shocked India Inc. when thev sold 
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India's Coffee King 


Read about Coffee King V.G. Siddhartha, India's most reclusive billionaire, and how 
his planned global expansion will make him the owner of the world's third-largest 
coffee chain. In an exclusive interview, Siddhartha talks of how he built his coffee-to- 
infrastructure-to-financial services business. Plus, a story on “quick service Indian 
food restaurants", and how the category is a roiling opportunity in the food business. 





IN THE RED CORRIDOR OF UNCERTAINTY 

The Maoist movement's inroads into some 223 districts in 20 
states-at last count-have not just affected the lives of citizens 
but also stalled big-ticket investments and business projects in 
these parts and have the potential to derail the great Indian 
growth story. 
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Business Today's 
much-awaited annual 
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pressure and likely to stay that way. raviv BHUVA 





ndia Inc. is back. If the bur- 
geoning Index of Industrial 
Production (iP) numbers-—a 
record 17.6.per cent year-on- 
year growth in December, 16.7 per 
cent in January, and 15.1 per cent in 
February-—weren't enough to con- 
vince diehard naysayers. the corpo- 





rate results for the fourth quarter of 


the year to March 31, 2010, should. 
. An analysis of results announced by 
over 800 listed companies at the time 





of writing reveals robust double-digit 
growth over the previous vear's cor- 
responding quarter across key pa- 
rameters. With a 30 per cent growth in 
revenue, 11 per cent in operating profit 
and 28 per cent in net profit, it would 
be fair to believe that the worst is behind 
india Inc. (for the entire fiscal, the top 
lineis up 13 per cent, operating profit 
14 per cent and net profit 27 per cent 
over a year ago) What's more, once re- 
sults of all the mainline companies are 


Ve India flexes muscle 
zo Nohria at HBS Helm 





the Light? 


Corporate results prove growth is back, although margins are under 


in, the picture could look even 
brighter —of the companies that make 
up the sse 500 Index, only 200 had 
declared results. 

Perhaps the first hints of a turn- 
around were visible in the report cards 
for the third quarter ended December 
2009. According to the Reserve Bank 
of India's Macroeconomic and 
Monetary Developments report, pub- 
lished on the eve of the annual inone- 
tary policy in mid-April, year-on-year 
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Qo0 refers to growth in fourth quarter over 
the third quarter of 2009-10 

YoY refers to growth in fourth quarter of 
2009-10 over fourth quarter a year ago 
Source: CMIE 
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higher commodity prices 
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m Cost-cutting measures 
have paid off well 


m interest costs have been 
lower owing to lower 
interest rate regime 
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sales growth of select non-financial, non- 
government, listed companies, was the 
highest in the last five quarters. “The re- 
bound in sales growth points to improv- 
ing private demand,” the document says. 

For India Inc., the transition is from 
meagre to robust growth. “The top-line 
performance did not slip into negative ter- 
ritory (in the past six quarters)," says 
Jagannadham Thunuguntla, Head of 
Equities, suc Capital. 

What aided India Inc.'s cause was a 
significant decline in interest expenses in the 
fourth quarter—down by a little over seven 
per cent. This is clearly a reflection of a 
lower interest rate regime—rates fell by 
over 400 basis points since October 2008. 
The flip side, however, is rising commodity 


prices and bloating wage bills, which have 


put margins under pressure. From 35 per 
cent in March 2009, operating profit mar- 
gins have fallen to 30 per cent in March 
2010 for these 800 companies. Raw ma- 
terial and other input costs were up by 55 
per cent over the previous year's fourth 
quarter and salaries and wages grew by 


. 13 per cent. “Margins need to be looked at 


very carefully from here,” says Vaibhav 
Sanghavi, Director (Equities), Ambit Capital. 

At the bottom-line level, though, the 
comeback is well on its way. In the third 
quarter, gross and net profits rose by 60 
per cent and 100 per cent, respectively, 


aided largely by a low-base effect and cost- _ 


reduction measures. The corresponding 
figures for the fourth quarter are 11 per 
cent and 28 per cent. 

Sector-wise, information technology 
(rr), automobiles and banks have shown a 
strong comeback. For rr companies, the 
strong business momentum is evident from 
the revenue buoyancy. Revenues grew six 
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per cent over the third quarter of 2009-10 


and 12 per cent over the fourth quarter of 
the previous year . But a strengthening ru- 
pee and increasing wages would put their 
margins under pressure. "This is likely to 
continue for the coming few quarters," 
warns Sanghavi. Even attrition is on the 
rise for the rr companies. In the big league. 
Wipro is reported to have witnessed a whop- 
ping 17.1 per cent attrition between January 
and March 2010, compared to 8.4 per cent 
in the quarter ended December 2009. 

Top-line growth of 17 per cent over the 
previous quarter and 41 per cent over the 
last year show that strong domestic con- 
sumption has helped the automobile sector 
post better than expected results. But here 
again wages and higher commodity prices 
have eaten into margins. 

In the financial space. despite the fact 
that credit offtake fell, banks have so far 
posted better results. The four per cent 
growth in income over the previous quarter 
is mainly due to re-pricing of deposits and im- 


provement in credit quality. And that credit 


uptake is expected to go up is another 
positive for the sector. 

The sentiment on Dalal Street is upbeat. 
“The next two fiscals will have significant 
Head of Equities & Corporate Strategy, DSP 
BlackRock Investment Managers. He ex- 
pects 20-25 per cent and 20 per cent earn- 
ings growth in the years ending March 2011 
and 2012, respectively. But don't expect a 
short-term bounceback. Reason: "The better- 
than-expected corporate results had been 
factored in by the markets long before," says 
smc’s Thunuguntla. For now, it's the global 
macro situation-—stemming from the euro 
crisis triggered by Greece's woes—that will 
determine which way markets move. 








To be exploited, oppressed 
or badly treated by bosses 
at a workplace. 





The World Bank undertakes voting reforms, offers more 
voting rights to India and China. How was this done and 
what does it mean for India? Here's a quick look. 


What the World 





Bank did 


The Development Committee of the. 
World Bank, in its meeting on April - 
25, 2010, at Washington pc, imple- 
mented an overall shift of three per 


cent vote share to developing coun- 
tries, bringing their total vote share to 
47 per cent. India is now. the seventh- 
largest shareholder in the Bank with 
2.91 per cent voting rights up from the 
earlier 2.77 per cent. As a result, India 
will go ahead of Russia, Canada, 

Australia, Italy and Saudi Arabia in 
voting power. Still, India would lag 
behind China in voting power as the 
world's fastest-growing economy's 











Why this was done 
. The global Gunde crisis has brought 
—A tothe fore the need to give greater 
representation to emerging market 





; shareholding jumped from 2.77 to 


4.42 per cent, the third-largest glob- 


B ally, after the us (15.85 per cent) and 
Japar 


an | (6.84 per cent). 








economies in multilateral institutions. 
"Today, we are in a new, fast-evolving, 
multi-polar world economy. Economic 
and political tectonic plates are shift- 
ing. We can shift with them, or we 
can continue to see the world through 
the prism of the old. We must recog- 





nise these new realities and act on 
them," Robert Zoellick, President, .. >. 
World Bank, said in a suem x m 


What else was dope- oe. 
The Development Committee -o : 
agreed to raise the capital base of — 
the Bank through a general capital | S 
increase. The authorised capital of e 
the Bank will be raised by $5 
lion, with a paid-in portio 
per cent amounting to $3.5 billion. - 
The increase in ifs capital base, along 
with the capital that would flow in as 

a result of the realignment in share- 
holding, will allow the Bank to lend — 
an additional $86 billion. 





























Thei increase in. n podia: s votin 
reflects the country's grov 
in the global economy. | 
N. Roberto Zagha, Countr 
(India), World Bank, had 
caution. "This by itself will not en 
sure India's greater access to lendi ag - 
by the Bank. That is determined by 
the Bank's total capital and is not 
on the basis of distribution of vot- 
ing rights," he told ar. What the in- 
crease in voting rights will do, adds 
Zagha. is to increase India's voice 
in the Board of the Bank. 

VIKRAM JOHARI 












ORIGIN - m 
The word owes its origin to the cartoon | 
Strip, Dilbert, by Scott Adams which first 
appeared in April 1989. Dilbert, an engineer 
by profession, is often at the receiving end 
of his pointy-haired boss’ bizarre diktats. 


USAGE. Le 
Asa management trainee, 
you have only two options: 
Either you get the boss 
coffee first thing every 
morning or get dilberted. 
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The new V8 Audi Q 


Le PE 


PENS 
Segun S : MEACSARI ARDOR 






The heart will pound and the nerves will tighten, at the sheer power of the new V8 Audi Q7 4.2TDI. Packed with the mi : hty 4.2TDI V : j 
it belts out 340 bhp and 760 NM of torque. Be amazed by its sheer power as it goes from 0-100 in a mere 6.4 seconds, achieving à top 


of 240 kilometres per hour. Marvel at quattro®-the permanent all-wheel drive which delivers sporty handling, assisted by adaptive air suspension. 
You will soon understand why it is the most powerful diesel SUV in India. 
E EIS ERUNT i a E RECEN 



















Authorised Dealers: Audi Ahmedabad 0-9998600030 Audi Bangalore 0-9632298453 Audi Chandigarh 0-9876429103 Audi Chennai 0-9600095024 
Audi Delhi 0-9999917415 Audi Gurgaon 0-9650555111 Audi Hyderabad 0-9959700007 Audi Jaipur 0-8875020001 Audi Kochi 0-9249412345 

Audi Ludhiana 0-9915734488 Audi Mumbai West 0-9004077777 Audi Pune 0-9922000626. Arriving soon in Kolkata. 

Audi Call Centre 1-800-103-6700, 1-800-209-6700 | www.audi.in 
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Nitin Nohria at HBS Helm 


The first foreign-born Dean of Harvard Business School shares his thoughts 


on his new role, business education and ethics for managers. 


hen Drew Faust, President of 
Harvard Business School, an- 
nounced the appointment of 
Nitin Nohria, 48, as the new Dean 
of the business school at the most 
prestigious Ivy League university, her 
message to scandal-ridden corporate 
America was loud and clear. Nohria 
has been a no-punches-held-back 
critic of the institutional breakdown of 
trust in us business of the last decade. 

In a co-authored write-up in 
October 2008, as a financial crisis in 
the us snowballed into the worst re- 
cession since the 1930s, Nohria even 
advocated a rigorous code of conduct 
for managers and a Hippocratic Oath 
of ethical practices for executives. 
After the Drew announcement, 
Nohria gave an indication of things to 











Nitin Nohria 


SYSbLAgY Co 


NOHRIASPEAK 


© Most new important 


expect: "We must strive to equip future 
leaders with the competence and char- 


ideas of the world will acter to address emerging global busi- 

come from india, ness and social challenges." The oath, 

China and Brazil he added, “may not be a magic pill, but 
it is an important first step”. 

® A Hippocratic Oath Nohria, the Richard P. Chapman 

ddp iu qnas Professor of Business Administration 


at HBS, received his bachelor of tech- 
nology degree in chemical engineer- 
ing, one of the toughest courses in 


an important first step 


@ Aspiring managers 


should think long engineering education, in 1984 from 
term. Think of it not the Indian Institute of Technology, 
as a sprint, but as a Bombay. which awarded him its dis- 
marathon 


tinguished alumnus medal in 2007. 
"(The institute) prepared me for what 
I am today. It taught me I can survive 
anything," he says. 

After his Ph.D in management 
in 1988 from the Massachusetts 
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‘quip future lea 
dress business, soc 


Institute of Technology's Sloan 
School of Management, Nohria 
joined the pes faculty as an assistant 
professor in 1988, was appointed 
associate professor in 1993, and 
tenured in 1997, 

An author of more than 50 arti- 
cles and dozens of teaching cases and 
notes, Nohria has co-written or co- 
edited 16 books, the most recent being 
Handbook of Leadership Theory and 
Practice (2010, co-edited with Rakesh 
Khurana, also an Hes professor). 

Nohria is committed to make his 
term as Dean a period of innovation 
and he sees ps taking some lessons 
from enterprises in India. "Most of 
the important new ideas of the world 
will come from countries such as 
India, China and Brazil. We have been 





lers with the compe- 





studving companies in these coun- 
tries to learn what innovation is hap- 
pening." he said on a conference call. 
The guru did not have to look far 
for the best advice on leadership. It 
came from his father K.K. Nohria, for- 
mer Chairman of Crompton Greaves. 
Try to be yourself and humble, his fa- 
ther had told him. “I have found that 
to be very useful," Nohria Jr. says. 
According to Tarun Khanna, 
Jorge Paulo Lemann Professor at HBS, 
the nicest thing about this appoint- 
ment is that “Nitin leaves friends in 
his wake’. "Having just taught with 
him in our maiden executive educa- 
tion programme last week in Mumbai, 
I can attest to his generosity of spirit. 
What an inspired choice." 
SAUMYA BHATTACHARYA 





imageRUNNER Canon 


ADVANCE 
Delighting You Always 





= cost saving plan, 
_we hired a secretary d 


_ for everyone i in the office.gy a 
















| Meet Canon's latest multi-function device, P A 
| the imageRUNNER ADVANCE - 
engineered to service your needs. P a 
It’s not hardware, it’s Moneware, 


With his advanced customizable single touch user interfac 
he allows you to perform multiple tasks at once. He perfoi 
with great work efficiency that saves time and reduces cc 
He compresses files, sends your mails, helps you fax and 
scans your documents. He’s Canon's latest multi-function € 
the imageRUNNER ADVANCE. 





s.d Eyn JALL Mi s 


anon ADV 
58888 


Advanced made simple for you. 


vanced productivity * Advanced usability and convenience * Advanced document management * Advanced environmental responsibility 


Business be simple 


CANON: 39010101 / 1800 180 3366 or visit www.canon-asia.comiradvance, Corporate Office: Canon India Pvt. Ltd., Second Floor, Tower A & B, Cyber Greens, DLF Phase-lil, Gurgaon- 122 002 


FOCUS-FINANCE 


NUMBERS 
OF NOTE 


299 


MILLION 


Leen CENT 


250 


567 sitios 
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Indian Depository Receipts 


Standard Chartered's IDRs are likely to list in June. Here's a primer 


on the first such issue in India. ANAND ADHIKARI 


What's an IDR? 


A foreign company issues 

and deposits new shares with 
an Indian depository (say, 
National Securities Deposit 
Lid (NSDL) or Central Depository $ 


Lid or csi, Such a depository then, in 


turn, issues equivalent shares in rupees 
to investors in India. 


Does the Instrument 

Break New Ground? 

This is exactly the same way Indian 
companies like Infosys, Reliance and 
icici Bank raised money through 
Global Depository Receipts (GDRS) oF 
American Depository Receipts (ADRs) 
in the past from global markets. India 
is just replicating this model to provide 
a window to global corporations to 
raise money from India and list on 
the domestic bourses. Standard 
Chartered Plc, the parent of Standard 
Chartered India, is the first global cor- 
poration to file an ofler document 
with watchdog sesi for its approval. 


How Good Are These 
Companies as Investments? 
There is a stringent set of criteria for a 
foreign company wishing to list in 


India: it must have a net worth of 


$100 million, an average turnover 
of $500 million in the last three years, 
have reported profits and paid divi- 
dends for the previous five years, and 
a debt equity ratio of not more than 
2:1. Also, the issue size shouldn't ex- 
ceed 15 per cent of the paid-up capital. 


Why Will They Come to India? 


It's a good way for foreign companies 






lo raise capital in India, as more inv- 
estors flock to the equity markets 
on the back of an economy that is 
likely to grow at over eight per cent. 


A listing here not only strengthens 
its brand presence, but also shows its 
commitment to India. 


What's for the Investors? 


It's an opportunity for Indian in- 
vestors to take advantage of the 
growth opportunity in a global cor- 
poration. The shares can be bought 
and sold like any other on the Indian 
markets but come without voting 
rights. Investors can claim divi- 
dends and capital appreciation. 


Does It Make Sense to Invest? 


Not lor small investors, as any inv- 
estiment in an overseas company reg- 
uires research on its parent company 
and operations elsewhere. For ins- 
Lance, Standard Chartered's Indian 
operation reported profits of $1 billion 
in 2009, but this accounts for just 
20 per cent of its global profit. In add- 
ition, investors also have to track the 
prices of the parent's share on global 
bourses where they are listed or in 
their home country. 


Microsoft | Cloud Services 


Office is in 

Exchange is in 
SharePoint is in 

SQL Server is in 
Dynamics CRM is in 
Windows is in 


The world's most widely used software 
is now available in the cloud. We're 






[he familiar and trusted Microsoft 
environment you are used to on the 
desktop and the server, is now 


available in the Cloud. 


Visit our website for more details 
on the Cloud Services that 


we offer. 


www.microsoft.com/india/cloud 


Microsoft | Cloud Services 





Communicate and Collaborate 


in the Cloud 


The world's most widely used 
software is now available as a 
service in the cloud. With 
Exchange Online, 

SharePoint Online, 

Office Communications Online, 
and Office Live Meeting, you can 
rapidly deploy up-to-date features 
in an always available, secure 
manner while enjoying 
subscription-based, flexible 
payment models. 


Visit our website to know more 
about how you can communicate 
and collaborate in the Cloud. 


We're 


www.microsoft.com/india/cloud 





SMS MS Cloud to 58888 

to get your FREE copy of 

"Five Reasons to Communicate 
and Collaborate in the Cloud". 


FOCUS-REVIEW 


We bsites We test a product that helps you exercise smarter and a car, that is well, top of its class. 





This fortnight, welook ^ Electronic Gym Trainer 


at a new way of sharing 
documents on the 
Internet. 


hen you open the Adidas miCoach box for the first time, you 

are taken aback by the number of wires and sensors the prod- 

uct comes with. But once you set up the product with your 
computer (PC or Mac), it's great. The miCoach comes with a heartbeat 
monitor that straps around your arm and a stride monitor that easily 
clips onto your shoelaces. The miCoach delivers real-time 'audible 
coaching’, that is to say, whenever you are exercising and crossing your 
physical limits, it will advise you to cool down. And after you are done, 
you can go home and download your workout information onto your 
computer and the numbers that this can throw up are remark- 
able. And, unlike the competing Nike+, the miCoach has a 
standard 3.5 mm audio lead, which means you can plug in 
any music player into it. KM 







Adidas miCoach 






+ Perfect for those who like numbers, makes working out fun 
m Slightly expensive and setting up can be a challenge 





There are several file- Price: Rs 8,999 (in all major Adidas outlets) 

sharing websites. Few make 

sharing and syncing files 

between multiple computers jà 

and even mobile devices as Be N -b P—— | 

easy as Dropbox. Dropbox aming ew orn 

oads as a folder on your 

-omputer and any file you ast year, BMW’s top-selling car in India was the 5-series, 
dad res is d which was one of the best executive sedans in its class. 

» : it} "yay , 2 Moro^"^orto 
‘evision, and can be A Howe ver, W ith the compe tition, especially the Mercedes 
iccessed from multiple E-Class, dressing up in a new platform, the 5-series could not be 


far behind. The new BMW 5-series is a departure from the old car, 
losing the radical ‘winged’ headlights in exchange for what can 
only be described as a blander look. In fact, the car feels more 
comfortable for the back-seat passenger. It comes with a choice 

of four (two petrol and two diesel) engines and BMw might just get 
the performance-tuned M5 model to India soon. KM 


levices. You could, for 
»xample, load your iTunes 
older onto Dropbox making 
tour music collection 
jlayable from anywhere as 
vell as load other portable 
ipplications such as media 
ayers. In fact, if you want 
0 be à bit 'cheaper', you 
‘ould even use Dropbox's 
shared folder' as a sort of 
ietwork drive that you and 
'our colleagues, who also 
iave the service installed, 
an share, The basic free 
ervice has two gigabytes of 
torage, but for $9.99 per 
nonth (Rs 450), you can buy 
10 gigabytes of storage. 
rankly, for what you can do 
vith Dropbox instead of 
ugging several portable 
lash drives, it is worth it. 
KUSHAN MITRA 


BMW 5*series 


+ Best in class vehicle, extremely comfortable, great drivability 


=) New ‘snub-nosed’ look satisfies safety concerns, 
not aesthetic concerns 


- Price: Rs 38. ) lakh (523i); Rs 58 lakh (535i) Ex-showroom prices 
st age 
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BHASKAR PAUL 





FOCUS-PEOPLE 


In the Spotlight. 


ew will disagree that B. Ramalinga Raju's health is very important. For if 
am ro e the Satyam Computer case is to be solved and the accused named and pun- 
in the Sickb 


Both deals were dumb... 


the pizza deal was particularly dumb. 


Warren Buffett, 


Chairman, Berkshire Hathaway, on Kraft's $20.8-billion 
takeover of Cadbury and on Kraft's decision to sell its Pizza 
brands to Nestle SA, while speaking to the investors 





Richard Branson 
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Some people call it DUI, 
somebody calls it IUD and so forth. 
So it was getting a little difficult to 
explain all the various permuta- 
tions and combinations of 

this acronym. 


Nandan Nilekani, 

Chairperson, Unique Identification Authority of India, 
explaining why the name Aadhaar was chosen for the 
Unique Identification (UID) project. in Business Standard 


ished, it is important that the man who knows it all, stays healthy. But there 
seems to be a problem. Raju, 55, has been in the Nizam's Institute of Medical 
Sciences, a state-backed autonomous hospital in Hyderabad, since December 2009. 
Raju has been suffering from Hepatitis C for nearly a decade now, say the doctors 
who are treating him. "It's nearing cirrhosis, and if untreated could lead to 
liver failure or cancer in two to three years." says one of the doctors. In the 
initial years of detection, Raju had stopped treatment as he was apparently put 
off by the side-effects of the treatment, but not anymore. 

As a result, his white blood corpuscle count is down to around 3,000 per 
cubic mm, as against 4,000 to 11,000 in a healthy human being. That has 
reduced his immunity and made him prone to infections. Therefore, jail's not an 
option. Falling blood platelet count has also made him susceptible to bleeding, 
that at times, Raju suffers from. For the past three months, Raju has been on this 
treatment and may need another six months to a year depending on how he 
responds to'the treatment. How this will impact the future course of the Satyam 
investigation will need to be watched. E. KUMAR SHARMA 





marketer 





who invests in IPL 
and is not one of 
Business opportunities the top three 
are like buses, there is always advertisers is a fool. 
another one coming. Nadia Chauhan, 


Joint MD and CMD, Parle Agro, in 
The Financial Express 
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Ewo CALE t Indulgences 


THE LEELA 


UDAIPUR ~ GOA — KOVALAM Cherished private moments. 








The Leela Palace Udaipur 


‘Reserved, Just for you 


The Club at The Leela Goa 





al The Let la. 





The Club at The Leela Kovalam 


The Club at The Leela Kovalam: Rates starting from Rs. 11000* The Club at The Leela Goa: Rates starting trom 
Rs. 17000* The Leela Palace Udaipur: Rates starting from Rs. 14000” 


K 4 A For reservations, visit www.theleela.com, call: 1800-222-444 (MINL & 
empinsn t giobal Note! akhance 7 ^ A CL ! 722 / ^ , - ^ 1 
tees [ee Vio ferred BSNL), 6000 2233 (Others), email: central.reservations@theleela.com 


FOCUS-BT POLL 


Can't Say/ 
Don't Know 


In the past five years, 12% 


has your income risen faster than 
the rate of inflation? 


Except for last year, the annual The average annual consumer 
increments have been higher than price index rise for the last five 
the inflation growth rate inthe last ^^ years is around 7.5 per cent. 

five years. Besides, many organi- Companies’ expectations towards 







sations have rewarded their employees have gone up. There NO 

employees by giving out stock has been a corresponding hike 

options and so is the case with us. in the pay scales as well, 16 2^ 
G.D. Sharma, Ashok Jainani, ic Yi o 
President (HR), VP (Research & Market Strategy), | 

BGR Energy Systems Khandwala Securities | 


A 


Results of BT Online poll; — 
No. of respondents: 221 












| | : Do you see yourself changing 
jobs in the next six months? 


Log on to www.businesstoday.in to cast your vote 





BT-CARMA 


CEO WATCH 






1 Chanda Kochhar | icici Bank 
-— 
| ^ 


eS ^! 5 Kris Gopalakrishnan} infosys 9 


3 Mukesh Ambani |r 


T Sunil Mittal | Bharti 9 
9 M.D. Mallya | Bank of Baroda 8 


Fa, ui N 
E Chanda Kochhar 
You could call it the bankers’ month. 
As the RBI came out with its annual 


policy statement on April 20, CEOs of 
public and private banks chimed in 


with their take on the repo and reverse [ 
repo hikes. It's hardly surprising that M 


oR 1 Steve Jobs | Apple 


3 J. Dimon) JP Morgan 


Chanda Kochhar, CEO of ICICI Bank, 


was the most quoted across = 7 Carlos Ghosn | nissan Renault 36 
media outlets. Here's a list of the ie) à; 
other corporate bosses, mostly VENE 9 Eric Schmidt | Google 28 


bankers, who made the headlines. 
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FOCUS-ADVERTISING 


BT-TAM 


Most-watched Ads in api 2010 


he Rin ad, featuring actress Kajol, was the most watched in April, could be one of the brands that advertised heavily on IPL. “IPL was the 

stacking up 1,136 Gross Rating Points (GRPs). Complan with 1,070 mainstay event of April," explains Sandeep Lakhina, COO, South Asia, 
GRPs was second. However, this does not mean that either Rin or Starcom Worldwide. “The usual suspects like Airtel, Samsung, Coke, 
Complan was the biggest ad spender in the month. After all, higher Vodafone, LG and Hyundai were heavily advertising on IPL. While the 
GRPs could be due to the higher frequency of telecast of a particular © number of spots and durations may have been lower, the ad spends 
ad, and not necessarily due to higher ad spends. The biggest spender committed to IPL was sizeable,” adds Lakhina. 


The Top Five... .. And the Other Twenty 
6 Dettol Toilet Soap 640 
7 Fanta 590 
8 LuxPurple Lotus And Cream — 587 
9 Vanish Shakti 02 576 
10 Glucon D 514 
T? Dettol 573 


12 Dove Anti Dandruff Shampoo 543 
13 Head & Shoulders Cool Menthol 526 
14 Coca-Cola 521 
15 Hero Honda Cbz X-Treme 516 
l6 Stayfree Secure Dry Ultra Thin 507 








RIN | crs: 1,136 Seconds on air: 267,025 








17 Lifebuoy Total 505 
18 Surf Excel Washing Mat Range 475 
19 Wheel Active 474 
20 Axe Twist 467 
Dettol Cool Soap 21 Cadbury's 5 Star 447 
GRPs: 1,070 GRPs: 724 
Seconds on air: 279,405 Seconds on air: 322,565 22 Head & Shoulders Dandruff 446 
23 Sunsilk Hair Fall Solution 431 
24 Surf Excel Detergent Cake 42T 
As Water 25 Nokia 5233 414 
Source: TAM Peoplemeter System 
GRPs: 646 All India CS 4*Yrs GRP normalised to 30 secs 
Seconds on air: 249,550 Seconds on air: 173,835 To see ad duration, visit www.businesstoday.in 





MORE EYEBALLS FOR IPL The Game of More 


were TR and Cumulative Reach for all three seasons of IPL. 
ore money, more controversy, more razzmatazz and more viewers. Matches | IPLI PL3 
seems to be the case with the third edition of IPL. Data from TAM heec TVR % of 59 matches AT. - 42^ 46 


Sports reveals that IPL3 garnered a cumulative reach of 143 million viewers, ^ Cumulative Reach for 59 matches(inmm 102 122 143 

up from 122 million for IPL2 and 102 million in the debut season. The 

number of viewers watching key matches, like the finals and semifinals of Increasing TVRs and Viewership 

the tournament, has also risen steadily. Forty-nine million people watched ' | 
IPL3 Semi Finall —7.4 48 
IPL3SemiFinal2 58 44 








the final Showdown between Chennai Super Kings and Mumbai Indians this 
year. IPL2"s final, in comparison, had a reach of 43 million viewers. The 
television ratings (TVRs) of IPL3 are higher than the earlier edition (see 
chart). Looking at these numbers, one gets the feeling that viewers don't 
care if the IPL is tainted or even the matches are fixed. 





yt PNE. 





Source: TAM Sports 
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For more information, please 
contact your local IFA investment advisor 
on www.investinfrance.org 
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BOY CMS TERR OPUS a à 
« IF YOU WANT TO SUCCEED IN THE EUROPEAN UNION, YOU HAVE TO FOCUS ON FRANCE. 
I's a pivot in Europe and has tremendous influence in Africa and parts of Asia too. it's also one of the biggest markets in the 
world for IT. French companies have a global vision. They're looking for partners who can help them not only in France, but right 
across the planet. For us, that's a major opportunity. >) 
Narayana Murthy Chairman of INFOSYS 
"ED. SR o7 c5 Ts PES TR 7 7 
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Invest in France 


Reruns Paancane 
Agency 


WITH SUPPORT |]; THI FOEN HG JVERNMENT 


How the Debt 
Mounted 


| 
e The fiscal costs of the financial | 
| 


crisis (read bailouts and other 
budgetary rescue measures) 


@ The report blames what it calls 
the “pro-cyclical behaviour by 
the authorities” between the dot- 
com bust of 2000 and the beginning 
of the financial crisis in 2007 


e The recession weakened 
government revenues 
(like taxes) and boosted 
expenditure (unemploy- 
ment benefits) 
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€1,663 bn 


Is the gross public debt of 
Italy, highest among 16 
euro-area countries 


90% Plus 


Is what the public debt to 
GDP ratio will become in US 
and UK by no later than 2011 


25 Years 


Have seen a relentless rise 
in US public spending-the 
only exception being the 
second half of the Clinton 
administration 
(1998-2001) 


ES WITH 
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Switzerland New Zeale 
„8% 52.7% 44.4% 
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Slovak Republic 


36.7% 


All figures are gross governmental debts as a 


RELATIVELY LOWER FISCAL DI 


February 2009 

Unique Identification Authority of India 
(UIDAI) set up to assign a unique iden- 
tification number to each citizen. The 
government earmarks Rs 100 crore for | 
the project in the Interim Budget. 


June 2009 
Infosys Vice Chairman 

Nandan Nilekani, roped in 
to head the project, puts 
in papers at Infosys. 


UNIQUE IDENTIFICATION 





percentage of GDP for 2009 









| Fiscal Deficits in Industrial 
Countries and Emerging Markets 


(96 of GDP), 1990-2012 








In Search of 
Another Cash Cow 


BT, May 22-April 6, 2000 
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nd, sooner than later, Maruti Udyog Lid (muL) will 
have to make what will, perhaps, be its most 
difficult decision: the future of the Maruti 800, 


which accounted for 189,061 units, or 49 per cent of the 

- € SEE VP l company's sales (excluding exports) in 1999-2000 
2 - NC E. : Phasing out the 800 will not be an easy decision 
' for the company. Typically, low-end product offer- 
ings like the 800 make up through volumes what 
020 af they cannot through value. Thus, although mut's 
| margins on the 800 are not big, the product is central 
to its continued financial health. For. it ensures that the 
company's capacity utilisation is up there. This is 


What Might Happen 


8) By 2011, all but a few small indus- 
trial countries are likely to be in fiscal 
tightening mode, including Germany, 
France, UK, US, and Japan. 


b) Fiscally-impaired nations will 
eventually opt for a 'fiscal pain exit' 
i.e., increase in taxes or a cut in public 
spending. The report says it's a “fore- 
gone conclusion" that the age of 
eligibility for social security retirement 
programmes will be raised to 70 in 
most rich industrial countries. 


C) Sovereign defaults are not likely, 
but not impossible for any of the 
_ advanced industrial nations. 


The end of risk-free security glob- 
-Unless US, UK, France, Japan and 
ny tighten their fiscal belts, 

't be a single AAA-rated 
n left in five years. 













July 2009 
Microsoft founder 
Bill Gates says 
that Microsoft 
is keen to work 
on the project. 


WOY 
india—Debts Up, 
Growth Up 


india ts sitting on a mountain of 
debt, with a government debt to 
GDP ratio of 80% in 2009 
However, what s saving India is 
its nippy nominal GDP growth 
(11.5%), bulk of which is held 
domestically, in the rupee. A 
slowdown in nominal GDP growth 
could, however, queer the pitch 
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February 2010 


Government increases UIDAI budget manifold 
to Rs 1,900 crore. The first set of 16-digit UID 


numbers is expected to be out between 


August and February 2011. Plans to roll out 


600 million IDs in the next five years. 
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critical from two perspectives: one, it ensures that 
the company has enough volumes to strike better 
bargains with its vendors: and two, it apportions fixed 
costs over a large number of units. In the auto parts 
business, volumes mean power and MUL, thanks to its 
huge volumes, gets the best deals. 

If it does wish to phase out the 800, it is imperative 
that mut finds a replacement. The Zen is an ideal can 
didate. Rohtash Mal, 46, Chief General Manager, MUI 
demurs: "The Zen is a volume player at 80,000 units a 
year. And why should an existing model replace another 
existing model?" By that logic, the 800's replacement 
need not be the WagonR—which sold 8,221 units till 
April, 2000—either. It could be a new small car. Or a 
combination of the Zen, WagonR, and the new car 
could, together, sell as many units as the 800 did 


(MUL phased out the 800 from 13 major cities in the country in 
April 2010, when Bharat Stage-IV (BS-IV) norms kicked in. MUL 
says that it has no plans to completely phase out the Maruti 
800, as the model still sells in small towns.) 


April 2010 
The project gets a new name-Aadhaar and 

a new logo (see pic). The pilot projects are 

on in Andhra Pradesh. A month later, 

MindTree pips Infosys and TCS to win the 

first IT application deal of the project. rv 


MAHALING 


Smarter business for a Smarter Planet: 


What's the window 
of opportunity 
on an opportunity? 


The planet we live on isn't just getting smaller and flatter — it's also 
getting smarter. Trillions of intelligent, connected objects are generating 
more information than at any other time in human history: more than 
43,000 gigabytes of data per day. 


Think about the opportunity that comes with that ocean of data. We 
now have powerful computing models and advanced analytics that can 
make sense of all that information. Allowing us to optimise businesses 
to move beyond simple sense-and-respond capabilities and toward 
prediction. Where our data isn't just telling us what's going on in the 
world — it's actually telling us where the world is going. Spotting patterns. 
Crystallising trends. Using information to make smarter decisions and 

to apply the right insights to the business. 


Advanced analytics from IBM are helping insurance companies detect 
fraudulent behaviour before claims are paid. They're helping increase 
customer retention by spotting the patterns of people likely to defect to 
competitors. They're helping improve neonatal care and cut costs by 
helping doctors monitor the health of newborns in real time. It's easier 
to make better decisions about the future when you have advanced 
analytics that can help you see into it. 


A smarter business needs smarter thinking. Let's build a smarter planet. 
ibm.com/analytics/in 





IBM, the IBM logo, ibm.com, Smarter Ptanet and the planet icon are trademarks of international Business Machines Corp., registered in many jurisdictions worldwide. Othe: 
product and service names might be trademarks of IBM or other companies. A current list of IBM trademarks is available on the Web at www ibm.com/legal/copytrade shtmi 
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CHIEF SECRETARY, GOVERNMENT OF DELHI 


"We Need to Reverse the 
Process of Local Governance" 


he massive infrastructure spend- 

ing by the Delhi Government for 

the Commonwealth Games has 
transformed Delhi's landscape. but the 
city is still nowhere close to a London 
or Dubai. RAKESH MEHTA, Chief 
Secretary, Government of Delhi, 
spoke to BT'S PUJA MEHRA and MANU 
KAUSHIK about the need to overhaul 
the city-state's governance structure 
to deliver world-class services. 


Resource itself is not a ma- 
jor constraint. It may be one of 
the limiting factors but the main 
obstacle is bad governance. Since 
there is no property titling system. 
the corporation is losing out on 
property tax collection, stamp 
duty for registration and building 
licences. Both governance and de- 
livery systems are very poor. 
People question why they should 
pay taxes when the service is so 
poor. There is a lack of confidence 
among citizens in urban authori- 
ties who manage the system. 


CHIEF EXECUTIVE, GLOBAL BANKING & MARKETS, ROYAL BANK OF SCOTLAND 


The reason why European 
and western systems are better 
managed is because they have a 
greater degree of accountability to 
the community. Unless that level 
of accountability can be enforced, 
itis not going to work. But it can 
be done. A lot of things depend on 
the Mayor and the Commissioner. 
We are preparing a ward-level ac- 
tion plan, for instance. It's basi- 
cally to reverse the process of gov- 
ernance as far as local bodies are 
concerned. Start from the bottom 
and go to the top, unlike the exist- 
ing model in which you start from 
the top and go to the bottom. 


i won't say that Delhi model 
can be replicated in other Indian 
cities because migration into Delhi 
is much higher than other areas. 
Secondly, it is close to five states. 
Therefore, there are transport 
connectivity issues. But I can say 
that many things that we have 
done are exemplary. 


Jf yeteinnovate, 
they will come. 


In a recent Accenture survey, 89% of executives 
agreed thatinnovation is as important as cost 
management for high performance. But while 
many companies are investing more in innovation, 
only a few have a rigorous approach for managing 
the process. As a result, even innovative companies 
often fail to realize the benefits that their new ideas 
could produce. To see how our vast experience 


and research can help you maximize your return accentu re 
on innovation, visit accenture.com/india 


e Consulting « Technology + Outsourcinc High performance. Delivered. 
J J 





FOCUS-ETCETERA 


How 


Work 


Cleaning Up an Oil Spill 


Goldman Talks Dirty 


Words have exact meanings, wrote 
Ayn Rand, the high priestess of capi- 


Oil spills, like the one caused by BP in the Gulf of Mexico 
from an ocean-floor well, are messy. They seriously 
harm, if not destroy, the oceanic ecosystem. Here's a 
lowdown on how oll spills are cleaned up. Surprisingly, 






talism. Looks like Goldman Sachs 
employees read Rand and called a 
spade a spade. And a $300-million 


many are low-tech, commonsensical options: 


> THE HAIRY SOLUTION 
A pound of hair absorbs a quart of oil in a minute! 
Large clumps of hair are stuffed into pantyhose 
to create mats called booms. These mats are 
dipped into the spill and then the mats are 
wrung out. They can be used over a hundred times. 
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> WASH 'EM OUT 
industrial grade detergents (stronger, better versions of 
washing powder) contain molecules that make the oil 
stick on one end, and water at the other. The 
detergents will then make the oil sink down to the ocean 
floor, where bacteria will feast on it. it’s a risky process, 
though, as detergents can damage corals badly. 


lousy deal with Bear Sterns as “one 
sh**ty deal", in internal e-mails in 
early 2007. Such candour is not 
without its rewards. Last week, 
Goldman executives were grilled by 
a US Senate panel for their role in 
the 2008 financial meltdown. 

A livid Senator Carl Levin used 
the word "sh**ty" on live television, 
over a dozen times, sparking off de- 
bate if TV standards in the country 
had been lowered thanks to the Wall 
Street giant. Another employee, 
Fabricio Tourre, who studied in the 
same schools as existential- 
ist philosopher Jean Paul 
Sartre, wrestled with 


a 


> BURNING OUT 
What do hydrocarbons do best? They 
burn. So, light a match and watch it 
burn. Strong winds can make an 


arsonist go green with envy. 





> BRING ON THE BACILLUS 
Dumping nitrate or sulfate fertilisers spur the 

growth of oil slurping bacteria, which eat away the 
spill. Predictably, it's a long-term process. 
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Dharavi Dumped 


What has happened to the Maharashtra government's plan to 
redevelop Dharavi, India's largest slum? In August 2007, it 
advertised in leading newspapers across 28 countries, inviting 
bids from developers for the makeover of the slum, located in 
Mumbai. At a cost of Rs 9,300 crore, the project hoped to 
transform the claustrophobic slum into a 'garden township' 
with malls, playgrounds and educational institutions. 

The 57,000-odd families living at Dharavi were to be 
moved into pucca flats. Even then, many eyebrows were 
raised about the feasibility of the project. One activist claimed 
that there were over 90,000 families in Dharavi against 

the 57,000 claimed by the government. 

Even so, 14 groups had bid for the project. Since 
then, the Congress government, which mooted the 
idea, has been voted back to power, the civil servant 
who headed the project has been transferred and 
Orangi (in Karachi) has overtaken Dharavi as Asia's 
largest slum. Last heard, the number of bidders 
interested in the project has come down to 
six, even as the project cost has ballooned 
to Rs 15,000 crore. 
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ethical dilemmas about 
selling bad products, WK 
even though he joked EU 


about selling them to N; x € 
“widows and orphans" 7 
at airports. Looks like 

the folks at Sachs not 
just talk dirty, but also 


forget to hit the “delete” 
button on nasty e-mails. 
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COMPILED BY T.V. MAHALINGAM 


Snoot Corner 


Sashimi vs Sushi 


Both sashimi and sushi are Japanese fish dishes. Confuse one 
with the other at your own risk. Sushi is slices of raw fish, 
mixed with, laid over, or wrapped in rice prepared with 
vinegar. Variants include California sushi roll, often served 
with cucumber, avocado and mango cores-vegetarian sushi! 
Sashimi is very fresh and very raw fish, often served in thin 
slices half an inch or a quarter of an inch thick. Both sushi and 
sashimi are accompanied by soy sauce and the very pungent 


wasabi paste. Thin slices of pickled ginger are served 
alongside to clean your palate between each bite, especi ly 1 


AN 


that extra wasabi "shoots through your m 
nose". And, yes, learn to use chopsticks. 

Forks and knives are not impolite, but 

may not be available at 

Japanese restaurants. 


Sushi 
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Investment 


Indians ha h inadequate Infrastructure for years. However, after years of slow progress, Infrastructure in 
india is finally poised to take-off. This unprecedented investment in infrastructure is expected to make an impact on 
our lives like never before. We believe that Infrastructure offers the best chance to take India to levels of growth and 
economic prosperity we have always dreamt about. So, invest in Baroda Pioneer Infrastructure Fund and benefit 


fromthe companies that will build India. 





Baroda Pioneer Asset Management Company Limited, 501 Titanium, 5th Floor, Western Express Highway, Goregaon 
(E), Mumbai - 400063. Tel.: +91 22 3074 1000/ 4219 7999. Fax: +91 22 3074 1001. E-mail: info@barodapioneer.in Website: 
www.barodapioneer.in Toll Free No: 1800 419 0911 


investment objective: Baroda Pioneer Infrastructure Fund: The primary investment objective of the Scheme will be to generate 
long-term capital appreciation by investing sabia ell gy in equity and equity-related securities of companies engaged in 
infrastructure and infrastructure-related sectors. Asset Allocation Pattern: Baroda Pioneer Infrastructure Fund: 65- 100% 
Equities and equity related securities including derivatives engaged in infrastructure sectors and infrastructure related sectors and 
0-35% Debt and Money Market Instruments. investment in derivatives may be made upto 50% of the net assets of the Scheme. The 
exposure/investments of the scheme in Equities and equities related instruments + notional exposure of derivatives + debt and 
money market instruments shall not be more than 100% of the net assets of the scheme. Load Structure: Entry Load: NIL. Exit 
Load : 1.00% if redeemed on or before 365 days from the date of allotment of units, NIL, if redeemed after 365 days from the date of 
allotment of units. Terms of Issue: Issue of units at Rs. 10/- per unit during the New Fund Offer and at NAV based price on all 
Business Days on ongoing basis. The scheme offers repurchase/redemption facility at NAV based price on all the business days 
commencing not later than 30 days from close of the new fund offer period. The NAV of the scheme will be disclosed on all business 
days. Please read the Scheme Information Document (SID) and Statement of Additional Information (SAI) carefully before 
investing. The SID & SAI / Key Information Memorandum cum Application form are available at AMC and Registrar Office and 
Investor Service Centres/ the AMC website www.barodapioneer.in/ Distributors. Risk Factors: Mutual funds and securities 
investments are subject to market risk and there can be no assurance that the objective of the scheme Baroda Pioneer 
Infrastructure Fund can be achieved. As with any investments in securities, the NAV of the units issued under the 
schemes(s) can go up or down depending upon the factors and forces affecting the capital markets. Past performance of 
the Sponsor and its affiliates/AMC/ Baroda Pioneer Mutual Fund and its scheme(s) do not indicate the future performance 
ofthe schemes of the Baroda Pioneer Mutual Fund. Investors in the Scheme are not being offered any guaranteed /assured 
returns. Scheme Specific Risk Factor: Baroda Pioneer Infrastructure Fund is only the name of the Scheme and does not in any 
manner indicate the quality of the Scheme, its future prospectus or return. Equity and equity related instruments are by nature 
volatile and prone to price fluctuation and the liquidity of investments made in the Scheme may be restricted by trading volumes 
and settlement periods. Also, the value of the Scheme's investments may be affected by interest rates, currency exchange rates, 
changes in laws/policies of the government, taxation laws and political, economic or other developments which may have an 
adverse bearing on individual securities, a specific sector or all sectors. Statutory Details: Baroda Pioneer Mutual Fund has been 
set up as a Trust under the Indian Trust Act, 1882. Sponsors: Pioneer Global Asset Management S.p.A and Bank of Baroda. 
Trustees: Board of Trustees of Baroda Pioneer Mutual Fund. Investment Manager: Baroda Pioneer Asset Miss alll Co. Ltd. 
The sponsor is not responsible or liable for any loss resulting from the operation of the scheme beyond their initial contribution of 
Rs. 10 lacs towards setting up of the Mutual Fund and such other accretions and additions to the corpus. 


PIONEER 


S" 





a distribution network. offer content 
at never-before | price points and in the 


process build a sustainable brand j in Fi 
the home video space. Thosearejust |. - 
three examples of outstanding in- — 
novation-—and you will read more. 
about them in the pages ahead. 
They're not just new products or 
service offerings—if. me-toos can 





= business model that > 
 alowsacompanyto 
oe procure agri-products es 
. directly from farmers, — 
| and which allows. 
"farmers online access _ 
M to faraway markets; 
a newspaper that’ $e 
custimised to meet regional require- 
ments from Day 1 itself: a company | 
that extended beyond its manufac- ` 
turing and tech capabilities to build | 


| then that woulda t ‘qualify a as inno- ne 
vation in the first place. = 
<o So what then. qualifies as un 
mutation: For starters, not every- 
thing that is new counts as . 
innovation. It has to be path-breaking, c 
Y potentially disruptive and sustain- 
able. How can companies do this? 
One way isto use what Monitor calls — 
: the "Ten Types of Innovation?" (see 
: Cm en Typés or Innovation" on page. 





40).: a i proprietary framework that oe 

helps broaden the drivers ofvalueofa — 
|. particular innovation along a much uem 
wider. spectrum. than just what the 


product. or service. "does". Break- 


_ through innovations almost always. 
- include multiple types of innovation: 

"at least 3-4 out ofthe 10 types i in the AS 
Monitor framew ork. 


How does the "Ten Types of 


a “Innovation” framework apply to 


F VE MYTHS OF INNOVAT ION 


innovation is 
about creating a 


hot new pode. | 


New products are - 
.. swiftly copied and 
rarely enjoy — 


‘Innovation 

T comes. from | | 
being creative. es 
It is far likelier 
to come. 


| a ] z from being | 
ze “ustane profits. | 


swiftly come in and do the same, — 


| disciplined. — 








ae . illustrates how true breakthrough | 
are usually aset of innovative. 
. . elements that work together asa 
holistic system and reinforce the- 
||. competitive strength of the: new n 
n produci or service | 
 IAnnovation i is about creating and : 
pem capturing value through non- 
. .. traditional approaches. It isn't only for 











innovation | 
is expensive, 
.. demanding lots 
“of resources... 
Failureto 
-innovate is 
Ww hat i is costly. - 
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NL. MNREGA : 
> Dainik Bhaskar —— 


ns o pr 'ofile i in th his stüdy. z A 
= Th ough they. come from many. 
industries—and even the social and 





government sector-—each has- 


- demonstrated outsize impact in India 


based on its innovation. We carefully 


edited the selection to include only: 
| those companies whose efforts have 
not been recently or extensively - 
2 reported ike: the. Tata Nano or the | 


: Create hundreds of 
ideas because of — 
high failure rates... 
Fewer, bolder ideas based on 
-= your company's capabilities. 
ae ae unmet emn needs | 
* isc 





— May30:2010 BUSINESS TODAY 39° 


thani in your. own innovation efforts Boe 
: The remainder of this article defines 


each of the 10 types—broadly broken 





< into four heads of finance, process, 
_ offerings and delivery —and provides 


illustrations. | 
-Profound innovation was observed 


| around business model, network, 
produci performance. and customer 


Early financial .. 
analysis. 

is key to 
approving 
concepts... 





-Nearly always wrong- - 


ee 












INNOVATION 





experience. However, there is markedly 
less innovation among Indian com- 
panies around product system, service, 
channel or brand. Product systems 
and service (post-purchase) can en- 
hance customisability and cement ties 
with customers by engaging with them 
throughout the ownership cycle, not 
just at purchase. 


‘Finance’ innovation: 
Re-inventing business models 
and creating extended networks 
Innovative companies are the ones 
who succeed by defining new 
economic models and create a more 
permeable sort of enterprise: One 
that aligns incentives across a 
broader network to creating and 
capture new value. 

For instance, Moser Baer created 
a disruptive change in the Indian 
home entertainment industry by 
changing the basis of competition 
along with its economic model (for 
how it did it, see page 58). 

Companies can also be radically 
successful innovators when they 
reconsider the role they play in the 
ecosystem of their industry. 

Innovative companies are find- 
ing new ways to position themselves 
within a non-linear network. 
Networks provide a way for compa- 
nies to leverage each other’s offer- 
ings, customers, and capabilities. 
Network and alliance innovations 
reflect a clear definition of each 


SPECIAL-BT MONITOR STUDY 





~ MONITOR'S TEN TY 





=S OF INNOVATION™ FRAMEWORK 


Companies that achieve breakthrough innovations usually cover at 





earners 





ees 





Gyan Shala, 
Moser Baer- 
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value chain. 


least 3-4 out of the 10 types of innovation included in the framework. 
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Assembled 
capabilities. 
| e.g. MNREGA 
Proprietary processes i 
that add value. 


e.g. Fabindia, Moser Baer 


ehiiervate india 


e.g. ITC e-Choupal, Fabindia 


vantage. Fabindia draws its strength 
from close financial and operational 
ties to 17 community-owned com- 
panies which form the supplier base 
for its hand-crafted products. 
Through these tie-ups, Fabindia is 
able to deliver high quality products 
and make artisans a part of the 
wealth it helps create, aligning in- 
centives with entities beyond the for- 
mal boundaries of Fabindia as a com- 
pany (see page 62). 

We also observed organisations 


Companies can also be radically successful 
innovators when they reconsider the role they 
play in the ecosystem of their industry. 


partner’s strength and weaknesses, 
have well-crafted shared operating 
processes and technology, and rock- 
solid governance. 

During the study we found com- 
pelling examples of organisations in 
India using networking innovations 
to gain sustainable competitive ad- 
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using networks to accomplish two 
other important goals, First, networks 
can act as a direct source of revenue 
especially in B28, short for business 
to business, arrangements, as with 
the case of rrc's e-Choupal platform 


(see page 44). Second, we saw or- _ 


ganisations leveraging the technical 


expertise of network partners to create 
open innovation networks. Tata 
Consultancy Services tres) has created 
an "extended co-innovation network” 
which constitutes, apart from 
employees, Tata group companies, 
academic institutions and other strate- 
gic partners, This network has helped 
TCS create numerous marketable 
innovations (see page 48). 


‘Process’ Innovation: 

Guts and imagination 

The activities a company performs 
or the capabilities it leverages in order 
to deliver its product or service are 
categorised into two types: Enabling 
Process innovations and Core Process 
innovations. 

Enabling Process innovation 
supports the enterprise’s primary work, 
value delivery, and workers. Good 
enabling process innovation can help 
attract talent to the organisation and 
help people do their work faster, more 


easily, more efficiently, and more 


profitably. These processes are often the 
“infrastructure” that enables market- 





da e.g. Gyan Shala, 





system that | 
surrounds : 
an offering. ; 


media companies sre on internal ex- 
their offerings, Dainik Bhaskar S 
form of “crowdsourcing” to get inputs 
from a large number of potential con- 
sumers in order to structure the content 
ofits new newspaper. This not only en- 
abled the creation of a successful prod- 
uct but also helped in building a cus- 
tomer connect that subsequently re- 
sulted in high circulation (see page 70). 

Core Processes are the capabilities 
proprietary to an enterprise that oth- 
ers can't duplicate. For product com- 
panies, this often involves their R&D, 
manufacturing, and marketing ca- 
pabilities. Core process innovation 
typically involves dramatic changes 
n "business as usual". 

Gyan Shala, a one of its kind 
- budget private school in India, has in- 








TCS, ITC e-Choupal 















SEAGRASS TRA a reat a, 


e.g. Moser Baer 


novated significantly in its core process: 
pedagogy. It creates detailed teaching 
manuals with step-by-step instruc- 
tions for each minute of each day, in- 
cluding answers to probable questions 
that students may have. Gyan Shala's 
model is demonstrating the impact of 
core process innovation in even the 
perennially challenging arena of 
education (see page 52). 


‘Offering’ Innovation: 
Breakthrough change, not 
continuous improvement 
Changes to the functionality of the 
product/service are nearly always 
where conventional innovation teams 
start. And there is an important role 
to play for incremental innovation— 
refreshing a product or service on an 
annual or more frequent basis can 
keep customers returning and take 
advantage of continuing technology 
advances. However, companies that 
aim to conquer a new market or 
radically reshape their position need 
to think bigger—and differently. 

In the organisations studied, BT- 
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Monitor found that companies that 
innovated substantially on product 
performance started with a deep 
understanding of customer needs or in- 
dustry shortcomings. They showed a 
willingness to look outside of the com- 
pany's internal capabilities, and be- 
yond their existing customer base. 
Since this often means trying to deeply 
understand the needs of new audi- 
ences that are not currently served by 
the company, this challenge may 
require an explicit mandate to be set 
forth internally since it's typically no 
one's job to try to understand people 
who are not current customers, 

In our study, this is illustrated by 
how the financial services business 
unit of tcs started out by striving to 
understand the banking requirements 
of the rural Indian. Later, by lever- 
aging its extended co-innovation 
network, it was able to create a 
branchless banking platform that 
was scalable in rural areas with poor 
infrastructure and connectivity to 
bricks and mortar facilities. 

Product System innovation 
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demonstrates the ways in which 
several individual products connect 
with one another to create a larger 
system, which can lead to enhanced 
functionality. These innovations often 
bridge the needs gap between 
constraints imposed by production 
complexity, and helping individuals 
fulfil unique requirements. rrc e- 
Choupal's recent improvements to 
its well-established village kiosk model 
of agri-commodity procurement cre- 
ates a platform that offers new con- 
sumer goods partners a cost effective 
way to "plug in" to the rural con- 
sumer. At the other end, the resulting 
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wider audience a rewarding, full life- 


cycle experience. 


‘Delivery’ innovation: 

The customer connect 

How a company gets its product to 
the customer is the domain of deliv- 
ery. There are three facets of delivery 
where innovation can yield dispro- 
portionately better results-—Channel, 
Brand and Customer Experience. 
Channel innovations encompass all 
the ways that a company gives a cus- 
tomer access to its offering. Successful 
channel innovations use an ideal mix 
(retailers of all sorts, wholesalers and 


There are three facets of delivery where innovation 





can yield dispropoi 


ionately better results-Channel, 


Brand and Customer Experience. 


wide range of products helps address 
a number of unmet needs of farm- 
ers. The system spans the offerings 
of multiple companies, linked together 
by a distribution model that lever- 
ages ITC's proprietary channel. 
Companies also innovate on the 
value they provide to customers that 
follows the purchase of the core 
product. This is the domain of service 
plans, customer service, information 
and education, and warranties/ 
repairs. Service innovation is typically 
focussed on helping customers receive 
the full value of the products they 
purchase and use. For example, FedEx 
not only promised reliable overnight 
delivery, it innovated around the en- 
tire usage context to create auto- 
mated tracking and integrated billing. 
In India, we see relatively fewer 
companies innovating around post- 
sale service. Premium products such as 
watches, hotels, and high-end 
consumer electronics are beginning 
to be sold along with opportunities to 
join customer loyalty programmes, 
receive guarantees, and interact 
around personalised information. 
However, there is clearly room to offer 


42 BUSINESS TODAY May 30 2010 


warehouses, distributors, call cen- 
tres, catalogs, Internet, home delivery, 
etc.) to permit customers to buy what 
they want, when they want it, and 
how they want it. For example, Nike 
has created eye-wateringly expen- 
sive retail cathedrals called NIKETOWN 
stores to use as product showcases. 
What most people don't know is that 
these get their primary use as training 
facilities after closing! 

Brand innovations are ways that 
companies use their brand in novel 
and powerful ways. rrc e-Choupal is 
able to regularly add and successfully 
market new product and service cat- 
egories through network partnership. 

For this, it leverages brand 
e-Choupal which has, over time, built 
cache in the rural economy. 

Finally, how your customers/con- 
sumers feel when they interact with 
your company and its offering can 
be a powerful source of differentia- 
tion that creates a long lasting emo- 
tional attachment. 

Moser Baer was able to reduce 
the home movie release window from 
six months to 10 days in some cases 
—a feat that exceeded prevalent 








customer expectations. 

The s7-Monitor initiative sought 
to define more precisely than before 
exactly what innovation is, and pro- 
vide an analytical framework and 
common language that senior exec- 
utives can use when thinking about 
and acting on innovation. The ex- 
amples—drawn from the corporate, 
social and government sectors— 
demonstrate the value of the frame- 
work and the messages for profes- 
sionals: get beyond products, use 
many types of innovations to make 
them defensible, start with a market 
and customer-centric view, and chal- 
lenge orthodoxies. 


b Log on to www.businesstoday.in for: 

:€ A more detailed explanation of 
Monitor's framework of innovation 
* Apple and Google: Contrasting 
models of innovation 

€ Apple on Monitor's innovation 
framework 


TEAM MONITOR AND... 


Nikhil Prasad Ojha is the 
< Managing Partner for India 

| at Monitor Group. His work 

"WEGE is focussed on growth and 
transformation agenda at Indian businesses. 


Parijat Ghosh is a Partner at. 

_ Monitor Group with extensive - 
. experience in Innovation, 
Corporate & Business Unit 
Strategy and Capability Development. 


| Sarah Stein Greenberg is a 
| senior Project Manager based 
“in Monitor Group's Delhi 

"EN office focused on innovation 
and consumer research for new offerings. 
She has worked on innovation across 
the US, East Asia and India. 


_ Anurag Mishra is a Senior 
Consultant with the Delhi 
l office of Monitor Group. 
ONT He has worked on large 
resttuctunind and growth strategy projects. 











.. THE BT TEAM THAT WORKED ON 
THE PROJECT: E. KUMAR SHARMA, 
SUMAN LAYAK, T. V .MAHALINGAM, 
SHALINI 5. DAGAR, SHAMNI PANDE, 
PUJA MEHRA & KUSHAN MITRA 





WATER MANAGEMENT SOLUTIONS 
AS RELIABLE AS CG. 


With over 70 years of experience, we do understand your needs better. 
* Horizontal Split Case * End Suction * De-watering * In-line Pump * Monobloc Pump 





^ >. Crompton Greaves Limited 

Pumps Division 

C-19, A-28, M.1.D.C., Ahmednagar - 414111 
T: +91 241 660 6500 F: +91 241 277 7508 
W: www.cgglobal.com 





ve 


"Th 





NORTH * New Delhi: (011) 30416300 + Jaipur: (0141) 3018800 + Jalandhar: (0181) 3051395 * Lucknow: (0522) 4152155. EAST * Kolkata: 
(033) 22829681 + Bhubaneshwar: (0674) 2531128 * Patna: (0612) 2500751 + Ranchi: (0651) 2512095 + Guwahati: (0361) 2340709. WEST 
* Mumbai: (022)67558000* Ahmedabad: (079) 40012000 * Pune: (020) 25534675 * Indore: (0731) 2498269 * Raipur: (0771) 4022214 
SOUTH * Chennai: (044) 42247500* Bengaluru: (080) 41391908 + Kochi: (0484) 2370860 * Secunderabad: (040) 40002300 


www.amccreative 





[PnnovaTion spec 





ITC e-Choupal 


From Mandi to Mar 2" 


The e-Choupal model of ITC has continuously evolved over the past 
decade, and today is a boon not just for farmers but for the consumer - 
goods business of the tobacco major as well. 


B agri-business in 1988, it was operat- 
“ingin a protected economy, procuring 
B^ agri-products from mandis and ex- 
porting them. However, the '90s saw 
the opening up of the Indian econ- 
omy, bringing opportunity for 
many—along with more than a few 
challenges. According to S. Sivakumar, Chief Executive, 
rre Agri Business, it was a tense situation and the chal- 
lenge was to innovate or perish. “We did not have the re- 
sources to compete with the global majors with multi- 
origin sourcing capabilities and neither did we want 
to follow the business model prevalent in the unorgan- 
ised sector, which gets its margin through contract de- 
faults and tax evasions." 

ITC realised that by owning the agri-product pro- 
curement value chain, they could serve the needs of the 
end customer better and reduce their "true cost of con- 
tract." Because rrc maintained oversight of the goods for 
a broader part of the chain, buyers were able to realise sub- 
stantial savings in their true cost of contract, which in- 
cluded, apart from the product cost, other elements like 
quality variability, cost of delays, warehousing, packing 








To build a unique and competitive channel to reach 
unorganised players and MNCs. 
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B hen tobacco giant rrc flagged off its | 









| and shipping costs. This was the birth of e-Choupal—a shift 


in the business model of procuring from mandis to di- 


- rectly procuring from farmers. It led to substantial re- 


duction in procurement costs, and also brought consis- 
tency and predictability in the supply chain. 

‘Today, there are some 6,500 e-Choupal centres and 
all of 4 million farmers who use the e-Choupal platform 
across 40,000 villages in 10 states. However, fewer peo- 
ple are aware of the extent to which the agri business di- 
vision of rrc has continued to innovate around the origi- 
nal model, evolving it to its current form as a true platform 
for engaging rural consumers and producers. Because plat- 
forms typically host an array of commercial partners 
and serve a wide range of customers, they cross many 
types of innovation; this is certainly true of e-Choupal. 

For t1C, e-Choupal was originally a channel inno- 
vation that was able to extend its reach through a vsAT- 
based rr network, even in villages with no proper road 
connectivity. In each village. a trusted community 
member is appointed as a sanchalak to man the e- 
Choupal: this helps faster awareness of e-Choupal brand 
through word-of-mouth. Since the sanchalak is equi- 
distant from rrc and the rural community, he plays a dif- 
ferent role than a typical channel partner such as an 





| . P An Internet-based two-way platform to procure from 


mers, which has evolved into a 
channel that offers services too. 





SHEKHAR GHOSH 


All | need, in my hand: e-Choupal's focus, as it evolves towards a more services-based platform, is to help farmers find personalised 


"We did not want to follow the business mode! 
prevalent in the unorganised sector, which gets its 
margin through contract defaults and tax evasions " 
S. SIVAKUMAR, CHIEF EXECUTIVE, ITC AGRI BUSINESS 
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solutions to crop management and insurance, crop yields, weather information, etc. 


end-retailer or a distributor would. 

However, the innovation did not stop here. rrc re- 
alised that to earn greater profits from the channel in- 
frastructure it had built and better protect the business 
model. it could create a more dynamic, two-way flow of 
goods through that channel. Between 2005 and 2007, e- 
Choupal began offering third-party access to rural India. 
Currently, there are 160 partners from domains as diverse 
as seeds, consumer products, finance, insurance and 
employment who sell their products to rural consumers 
through e-Choupal's channel. rrc leverages brand 
"e-Choupal" to promote these partners. 


Charging for access to the platform helps rrc recover 
substantial costs of infrastructure and operations. Second, 
coupling its core offering of "terrain expertise" (which was 
initially built through the commodity procurement chain) 
with "domain expertise" of its network partners, 
e-Choupal is able to offer new products/services to its 
village customers, which broadens their access to useful 
goods and opportunities. For the network partners, 
e-Choupal is a cost-effective way to access the rural con- 
sumers without building their own distribution chan- 
nel. This was e-Choupal v2.0. 

But the innovation did not end there: The procurement 
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MONITOR'S TEN TYPES OF INNOVATION™ FRAMEWORK: ITC € e- -CHOUPAL 
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1. Business Model: v1.0: Bypassing mandis from the pro- 
curement process by directly connecting with farmers. 
v2.0: Transforming the procurement channel to a dis- 
tribution channel. v3.0: Building a services platform. 


2. Networking: v2.0 and v3.0: Transforming e-Choupal net- 
work into a platform to partner with multiple agencies to 
provide value-added services. 


3. Enabling Process: v1.0: Leveraging the established 
credibility of the sanchalaks to play a specific role in 
building up the original e-Choupal channel. 


4. Core process: v1.0: Setting up a wide IT and logistics 
infrastructure even in remote places. 


5, Product performance: v1.0: Reducing cost of contract 
(buyers), offering value-added services (farmers). V2.0 and 
v3.0: Low-cost access to rural India (network partners). 


6. Product systems: v2.0 and v3.0: Offering a range of 
products/services to address farmers’ needs. Offering net- 
work partners the ability to easily “plug in” to the network. 


T. Brand: v2.0 and v3.0: Leveraging brand "e-Choupal" 
to promote sales of its FMCG and network partners' 
products/services. 


8. Customer experience: Bringing transparency and ease to 
farmers, both as suppliers of agri-products (v1.0) and as cus- 
tomers of ITC's value-added products/services (v2.0 and v3.0). 


Organisations that achieve breakthrough innovation usually cover at least 3-4 types of innovation included in the framework. ITC e-Choupal fulfils eight. 


network that was transformed into a product platform is 
now getting amplified into a service platform. e-Choupal 
is actively looking at employment, training and agricul- 
ture services business (productivity enhancement op- 
tions that could double yields, respond to climate change, 
etc.) as new anchor businesses. 

As the model evolves, it is equally conscious of the need 
to address the most pressing problem in the agri-space: 
producing abundant food that is safe and healthy, yet 
climate-friendly. The next level of innovation that rrc 
e-Choupal is engaged in focusses on ways to align small 
farmers with the war against climate change. 

At rrc, the innovation imperative has come from 
two sources. The external environment (like when the 
Indian economy began opening up or, more recently, the 
negative effect of high food prices and the resultant gov- 
ernment intervention on e-Choupal's anchor procure- 
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ment businesss) has caused rrc to learn how to adapt 
quickly and innovate under duress. At the same time, the 
internal approach to innovation—multi-dimensional, 
quick to leverage internal capabilities in a cross-functional 
way and learn how to apply them in new situations— 
gives the e-Choupal team the conviction to try radical new 
ideas over time. 

The impact of this model is widespread. Other than 
its wide reach, the e-Choupal model has led to 4-7 per 
cent reduction in the true cost of contract for different 
buyers in the commodities business. For rrc, there has 
been a 40 per cent reduction in transaction costs of 
procurement. This channel throughputs more than 
Rs. 2,000 crore in sales for rrc and its partner companies. 
Through e-Choupal v3.0, which will personalise crop 
management advisory for farmers, crop vields could 
potentially double. © 
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Banking in the Backwaters 


TCS finds a viable route to the unbanked Indian in the country’s 
villages with the help of cloud computing. 


or Tata Research Development and Design 
Centre, also known as Tata Innovation Labs, 
a subsidiary of Tata Consultancy Services 
(rcs), innovation entails meeting a critical 
need. It sometimes also means adapting a 
project for a totally different market than it was 
originally blueprinted for. For instance, how to 
adapt rcs’ core banking solution and banking 
software, branded BaNCS, with customers across 80 
countries, and take this solution directly to millions of 
unbanked Indians upcountry. 

To take on the particularly hairy problem of rural 
banking, Tcs used its robust innovation infrastruc- 
ture—a combination of internal resources and strategic 
partners including Tata Group companies and other 
entities like emerging technology companies, academic 
institutions and others. It also looked carefully at the 
needs of the end users and leveraged those insights to 
design new solutions. 

For banks, reaching rural India through the traditional 
branch banking model isn't viable because of the low 
value of transaction per customer and a dispersed popu- 
lation. There is little experience in managing remote 
information technology (rr) infrastructure and guaran- 


To create a rural banking model that is viable against 
the backdrop of low-value transactions and a 
dispersed population. 
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teeing security and services. From a consumer perspective, 
the time spent in banking transactions set off against 
the opportunity cost of lost employment posed challenges 
to adoption of banking services in rural areas, as also 
did the habit of storing money at home (typically stuffed 
into pillow covers or under mattresses). 

Still, banks could ill-afford to ignore rural India as it 
increasingly became a hub of economic activity. Mobile 
phone and Tv penetration is high and rising, has made a 
number of people "connected" and represented a major opp- 
ortunity for rcs. But that's only if the rr services major 
was able to deliver a product or service that is designed 
specifically for rural banking needs within the cost par- 
ameters that would make business and social sense. 

The solution: Branchless banking using cloud com- 
puting to take banking services to the unbanked. (Cloud 
computing refers to Internet-based computing where 
delivery of services is from servers, storage and other 
resources served from the Web rather than on-premise 
assets.) TCS' financial solutions business unit had pio- 
neered banking automation and branchless banking in 
India. State Bank of India was its biggest success story. The 
company had an understanding of the challenges and 
needs of Regional Rural Banks and cooperative banks. 


Branchless banking via cloud computing, which 
enables sharing of resources, software and 
informati 
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TCS is working with banks like SBI to help customers such as these transact from their homes 


Tcs recognised that the branchless banking solution could 
not just be technology-driven, but ecosystem-driven, by 
which the products and services offered are meaningful and 
addresses the needs and concerns of the customer segment. 
For example, how does one enable repayments on a micro 
loan whenever the consumer wants it rather than only 
when an agent of the bank visits: 

TCS leveraged cloud computing to take on the chal- 





lenge. Today, it has 60-70 rural banks using its offerings 
connecting more than a 1,000 branches. Typically, a 
bank would be able to connect 20-30 branches in a 
200-mile radius. Shared resources, software and infor- 
mation were provided to computers and other devices 
on demand. A bank's operational data could be trans- 
ferred to a cloud (a server that customers and branches can 
connect to through the net), enabling banks to offer basic 
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1. Networking: Leveraging different innovation 
capabilities existing within Tata Group and 
TCS co-innovation partners. 


2. Core Process: The core banking platform, which 

is built in a manner that allows “on-the-fly” 
configurability bringing down both time and effort, 
addresses the critical adoption constraints of these 
smaller banks. Another option is a handheld device, 
which enables banks to offer services ina 

remote environment without electricity and 
telecommunication links. 


3. Product Performance: Changes the price/performance 
paradigm for a core banking solution. Will enable 
branchless banking in rural India with substantial 

lower capex or opex for Regional Rural Banks as 
compared to traditional offerings. 


4. Service: Facilitates rapid integration of the platform 
with RRBs. 


5. Customer Experience: Provides the bank a 
relatively simple and hassle-free experience in 
implementing an automated solution. 


Organisations that achieve breakthrough innovation usually cover at least 3-4 types of innovation included in the framework. TCS fulfils five. 


banking facilities on mobile, Internet-enabled computers 
and other devices. Ease of configuration and elimination 
of regular maintenance helped greatly reduce the rr over- 
heads required to get onto the platform. Granular or pay- 
per-use pricing models enabled the banks to manage the 
capital expenditure to operating expenditure ratio of 
rr investments. Banks are able to integrate with this plat- 
form rapidly (within 2-3 weeks), thereby effectively over- 
coming their primary barrier to adoption—their limited 
exposure to technology. 

In a recent white paper on cloud computing, cs’ 
Chief Technology Officer, K. Ananth Krishnan, Vice 
President of the rcs Innovation Labs, Harrick Vin, and 
leader of the cloud computing initiative, V. Srinivasa 
Raghavan, wrote: "Cloud computing will prove very 
attractive to the enterprise rr world and specifically to 
Ir service providers. TCs firmly believes that the busi- 
ness models will prove to be potentially disruptive." It is 
already proving its words true in banking. Ananth 
Krishnan told Business Today that the company is pon- 
dering whether to extend the cloud route of roll out of 
services to mid-sized banks, too. 

And, the rural customer—how is he served? The 
branchless solution has a smart card or a debit card 
given to the account holder. containing his personal inf- 
ormation, and a biometric handheld device operated by 
the bank's agents. The handheld device is small enough 
to carry around and has the memory and battery power 
to capture a full day's work. This would enable elec- 
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State Bank of India, the biggest success story of TCS' 
financial solutions business unit 


tronic financial transactions as well as full integration and 
seamless experience of using the mobile phone as a device 
for business transactions. Tcs Innovation Labs is also 
testing banking via a television set-top box so that Tv 
users (and penetration of rvs is significantly higher than 
of computers in rural India) will get the experience of 
Internet banking without access to computers, but with 
the help of a more familiar user interface that doesn't 
require Internet fluency. © 
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Gyan Shala 


Noris | 
learning B 


Gyan Shala educates 

a child at a fraction 

of the cost of a 
government school-and 
strives to ensure that 
the quality of learning 
doesn't suffer. 


t's an unusual classroom by any 
standards. Twenty kids, aged 
between six and seven, are 
packed in a small room, seven- 
by-seven feet in dimension. The 
teacher does not have a text- 
book open, nor does she lecture. 
The class itself is divided into 
three sections. Not the usual boys on 
one side, girls on the other setup; stu- 
dents in this classroom are slotted 
into three batches based on what 
they are studying. One batch is work- 
ing on their language skills (Gujarati, Child's play: Classes last just three 
in this case); another batch is crack- hours and schools are located within 
ing simple multiplication problems half a kilometre of student homes 
and yet another is probing "science" 
topics like "why it's important to keep 


To deliver quality, primary and secondary | Reduce costs by tapping informal market for teachers 
education at affordable prices toa | and maintain quality with a strong backend that creates 
large poor population. | standardised content for the lesser-qualified teachers. 








Innovation 
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"Good education isn't just about 
good teaching. Good education 
Is about good learning" 


PANKAJ JAIN, CHAIRMAN, GYAN SHALA 





your surroundings clean." That's right, 
same classroom and three different 
subjects are being taught and learnt. 
Fifteen minutes later, a merry-go-round 
of sorts happens as the batches switch 
places and students change subjects. 
The teacher goes from table to table, 
spending time with students, individually. 

The classroom is located in Gupta 
Nagar, a grubby, crowded slum in 
Ahmedabad. But curiously, there are 
hardly any children playing in the streets 
of this low-income locality at noon. 
"Whenever we want to start a school. 
we go to slums and look for children 
playing in the streets during school 
hours. We don't do any other survey 
or studies," explains Pankaj Jain, 
Chairman of the Ahmedabad-based 
Gyan Shala, which runs 360 such sin- 
gle-room schools in Gujarat and Bihar 
that educate over 1 5,000 students be- 
tween class I and VII. 

The 59-year-old Jain believes that 
schools like Gyan Shala will help India 
deal with the crisis in the primary and 
secondary education sector. While four 
out of every 10 Indians are now under 
the age of 18, 40 per cent of them don t 
attend school. Of the 361 million school 
age children, 35 per cent are enrolled in 
government schools where they receive 
low-quality education. "Budget private 
schools" like Gyan Shala—which has 
been providing low-cost schooling since 
2002—might just be the answer. 

Jain argues that for any school ed- 
ucation model to be successful in India, 
it has to have four prerequisites: Low 
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MONITOR'S TEN TYPES OF INNOVATION™ FRAMEWORK: GYAN SHALA 









1. Business model: Organisation and infrastructure 
designed to deliver no-frills, high throughput education. 


2. Enabling process: Real estate strategy enabling high 
teacher and student attendance and performance. 











3. Core process: Paraskilling (modifying a task to help 
the lesser-skilled do it) and redesigning pedagogy. 


4. Product performance: Blend of curriculum and 
interaction between student and teacher. 


Organisations that achieve breakthrough innovation usually cover at least 3-4 types of innovation included in the framework. Gyan Shala fulfils four. 


cost, high quality, scalability, and fo- 
cus on barriers to education for poor. 
Drawing from his experience as an 
academic (at institutions like Institute 
of Rural Management) and his work 
with grassroots organisations like 
Amul and Grameen Bank, Jain has 
addressed these issues in the Gyan 
Shala model. 

To keep costs down, Gyan Shala 
aims for a no-frills setup—classrooms 
are rented, single rooms like the one 
in Gupta Nagar and there are no 
playgrounds or other amenities. As for 
the teachers, they are hired from the 
informal sector. "There is a huge gap 
between the salaries of teachers in 
the formal sector and the informal 
sector. If you look at the latest Pay 
Commission recommendations, it's 
almost five-to-six times," explains 
Jain. With these innovations, Gyan 
Shala's cost of educating a child is 
Rs 2,000-2,200 while the same cost 
is about Rs 18,000 (both per year) in 
a government school in a metro. 

The organisation's cost con- 
sciousness can be gauged by the fact 
that Gyan Shala employs just 50 
people full-time, of which barely a 
handful have a salary exceeding Rs 
10,000 per month. But does that 
mean that the quality of teaching 
suffers? Not in the Gyan Shala model, 
contends Jain. "When I was working 
on the model, whoever I spoke to 
equated good teaching with good 
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education. On the contrary, good 
education is about good learning," 
he says. So, Gyan Shala chose to fo- 
cus on a model that emphasises 
learning-based education instead of 
teacher-centric learning. 

Gyan Shala has a strong back- 
end design and management team 
to support its relatively low-skilled 
teachers. The pedagogy, which is the 
core process of any educational in- 
stitute, has undergone extensive 
reengineering to provide education 
delivery that is built on highly- 
standardised elements. The design 
and management team creates a cur- 
riculum supported by worksheets for 
students and a daily-use manual for 
teachers. This manual provides step- 
by-step details of what is to be covered 
each day. In addition, learning is re- 
inforced by making students fill pre- 
designed worksheets on each topic. 
Gyan Shala also employs techniques 
like shorter subject periods (15 min- 
utes each) to maximise the student 
learning experience. Moreover, a feed- 
back mechanism has been built in 
to not just redesign the curriculum 
but also change the way teachers 
teach a concept. There are four revi- 
sions annually, which are enabled 
by the design and management team. 

One problem plaguing govern- 
ment-run schools in India is low at- 
tendance, of both faculty and stu- 
dents. In the past, governments have 


tried to fix the problem by providing 
mid-day meals for students, but low 
turnout continues to be an issue. 
Gyan Shala ensures higher teacher 
attendance by hiring them from local 
communities and making them work 
shorter shifts. Gyan Shala classes are 
just three hours in duration. Driven by 
fewer working hours and proximity of 
classrooms, the teacher turnover 
rates of 22 per cent are much below 
those of government schools at 35 
per cent. Schools are located within 
half a kilometre of the homes of stu- 
dents to ensure that attendance is 
regular. Gyan Shala also charges a 
monthly fee of Rs 30, which helps 
in securing the commitment of 
students and parents. Currently, Gyan 
Shala relies on funding from gov- 
ernment education programmes (like 
Sarva Siksha Abhiyan) and charitable 
foundations like Michael and Susan 
Dell Foundation and the David and 
Lucile Packard Foundation. 

The result of Gyan Shala's inno- 
vations has been quite positive, says 
Jain. Gyan Shala students tend to 
fare very well when they move to 
government schools, at least in the 
first year. "What happens after the 
first vear in the government school is 
beyond my control," says Jain, who 
sees Gyan Shala expanding opera- 
tions to five states (including Orissa, 
Jharkhand, mp, Up) and covering one 
lakh students in another five years. © 
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Taking 
Profitably 


on Piracy 


It added content to its blank CD/DVDs to make home viewing affordable. 


istorically, the home video market in India 
has been highly fragmented. Before 2007, 
no single company had been able to capture 
a significant share as none had the distri- 
bution capability or a large content base in 
multiple languages. Also, rampant piracy 
was eating into the market share of brands. 
The ‘legal’ players used to price home 
VCD/DVDS at a large premium and stress the quality difference 
compared to pirated videos. Though this created a profitable 
channel, home viewing formed a much smaller share of film 
industry revenues than it did in markets like the us. 

With many small players competing and using ess- 
entially the same strategy. the opportunity to use inno- 
vation for breaking out of the pack was potentially very 
large. But it takes courage to challenge the dominant 
orthodoxies and not every company is willing to con- 
tradict the prevailing wisdom. 

Moser Baer, which is today the world's second- 
largest producer of blank optical disks, was willing to do 
so. "With the entertainment business, we charted out a 
strategy which had really not been followed anywhere," 
says Ratul Puri, Executive Director, Moser Baer, adding: 
"Later, someone was explaining the term Blue Ocean 


Diversify into branded home video, which was an impulse 
purchase with customer displaying no brand loyalty. 
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strategy to me, and I realised that is exactly what the 
entertainment division is!" 

Delhi-based Moser Baer had invested heavilv in man- 
ufacturing capabilities to get huge economies of scale. 
But it was worried that the limited technology life cycle of 
the disks would make its capacity obsolete and redun- 
dant. Moser Baer was also conscious of its low brand equity, 
as it dealt with a commoditised product: Blank cp/pvps. 

So, it started looking for innovations to move up the 
value chain beyond its present business and created an 
entertainment division. To bring a new competitive 
model to this industry, the company looked at four 
aspects—reapplying its manufacturing and technology 
capabilities, building the distribution capability of a fast- 
moving consumer goods or FMCG company, acquiring and 
exploiting content, and building a sustainable brand 
with a clear value proposition. 

Technology. which Moser Baer understood well, ena- 
bled it to break the mould in the home video space. Before 
Moser Baer entered the market, there were essentially 
two price points for each vcb/pvp—the legitimate content 
came in disks priced at Rs 300-500 each, and the pirated 
stuff was available at Rs 30-40 per disk. 

Moser Baer solved this price-or-quality puzzle to produce 


Use technology and pricing advantage in blank disks to 
create low-price, high-quality products. 


high-quality vcDs/bvps at prices up to 80 per cent less than 
those charged by established players. Consumers always want 
a quality product, but Indian consumers want a quality 
product at a very low price. For Moser Baer, low prices 
meant high volumes—and a stronger business case. 
Moser Baer's strategy completely changed the industry 
from a high-margin, low-volume one to a low- 
margin, high-volume one. The company could 


eflectively challenge the pirates and change the basis of 


the competition. 
However, for a pure-play optical media player, it was 


“You are selling two things-a brand 
and a movie. The customer has to say 
‘| want to buy a Moser Baer movie" 
RATUL PURI, EXECUTIVE DIRECTOR, MOSER BAER 
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a difficult transition since the sale of each pvp or vcp also 
depended on the movie that it had, not just the brand of the 
company making the blank DVDS or ves. 

Explains Puri: "It is relatively easy to put a brand on 
something and sell it. Here you are selling two things—a 
brand and a movie. You really have to get the consumei 
to say ‘I want to buy a movie but I want to buy a Mosei 
Baer movie'. That is something that we have been able to 
achieve and that is mainly because what we are offering is 
a good value proposition." 

But the application of superior technology is not 
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MONITOR'S TEN TYPES OF INNOVATION™ FRAMEWORK: MOSER BAER 








1. Business Model: Creating a high-quality, low-margin, 
high-volume business model to penetrate home 
entertainment business. 


2. Networking: Forming relationships with content 
providers across regions/languages. 


3. Core Process: Leveraging technical capabilities in 
manufacturing to radically reduce the cost. 


3- types of innovation ncn e amewart Mone Dar ll d 
enough—competitors will usually eventually catch up. It 
is crucial to have more types of innovation. So, to create a 
distribution network that had a wide reach at a very low 
cost, it aggressively hired talent from the best FMCG com- 
panies and borrowed tactics that were new to home 
entertainment. 

Harish Dayani, cko of Moser Baer's Entertainment 
Division, says: "If the price of our pvp is comparable to that 
of a chocolate, it must be sold in a shop that sells choco- 
lates." This included activating new channels like cycle carts 
in cities. Each cart is expected to carry 35 best-sellers. 

Moser Baer also realised that control over content 
was necessary to defend its new business model. After 
launching its home entertainment business, it acquired the 
rights to 10,000 titles (or over half the total content created 
in India) in Hindi and 14 regional languages. It also entered 
into a tie-up with regular content producers like urv to 
release their productions on home videos after a certain 
period of theatrical release. Moser Baer is now moving 
into new content generation, with plans to produce con- 
tent specifically for pvps in direct-to-home educational 
and devotional categories. 

All this helped Moser Baer to create a brand with a clear 
consumer benefit—a high quality product widely available 
at delightful prices. 

The innovation did not stop. When prices of blank 
DVDS fell sharply in late 2008, pirates were able to bundle 
more movies into a single disk at a low cost. For Moser Baer, 
more content per disk would have meant higher cost. 
So, it started innovating to reach new audiences. It created 
an extended offering with collections (like the "Shah Rukh 
Khan 6 pack" of six movies of the Bollywood superstar) 
priced at a premium and aimed at high-end customers. It 
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4. Product Performance: Established a new price- 
performance level in the home entertainment industry. 


5. Channel: Adoption of a low-cost "FMCG-type" distribu- 
tion model complete with regional offices, sales team and a 
right mix of FMCG and entertainment trade distributors. 


6, Customer Experience: It has negotiated to get the movie 
"LSD" on a DVD within 10 days of its release in theatres, 
against the usual delay of six months. 





Tech edge: The manufacturing facility in Greater Noida 


also created a brand ‘Super pvp" priced at Rs 27-30 with 
three movies to cater to the rural markets and take the 
pirates head on. “The market is evolving and one has to 
continue to respond,” says Puri. 

In just a few years, Moser Baer created a disruptive 
change in the home entertainment business. The average 
cost of movie vcp/pvp has come down from Rs 125/250 to 
Rs 25/50, respectively. Even the share of home enter- 
tainment to the film industry's revenues has gone up 
from eight per cent to 20 per cent. Moser Baer's home ent- 
ertainment business now accounts for 10 per cent of 
group revenues of Rs 2,344 crore, and it has become a 
household brand, with 50,000 sales outlets and over 
400 distributors. It says the business is making a profit at 
the gwra, but much depends on how much it pays for each 
movie title and over what period it amortises that cost. 

Puri points out: "The most important thing from here 
on is to deepen the distribution reach.... The aim is to 
reach the million retail outlets that are in mofussil India." 
Add to that is the widening of the online distribution 
model as volumes pick up on that side. © 
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How do you tum thousands of artisans erii ? suppliers " a 





$ market them globally, while maintaining 

high quality? Fabindia has mastered these 

conflicts, creating a retail platform of 111 

stores, including two abroad, while rep- 

orting a turnover of Rs 350 crore for 
y 2009-10. Fabindia's secret: A pioneer- 
! ing, community-led supply chain that has 

TN it create and dominate its niche—textiles in the 

form of readymade garments, bed linen, curtains, and 

even non-textile products in personal care, furniture, 

lighting and organic foods—while benefiting the artisans 

who work for it. 

Handicrafts are by definition things made by hand 
with rudimentary tools and have been exceptions to the 
laws of mass production. But, Fabindia has introduced the 
element of scale and quality to its process. 

About five years ago, Fabindia realised that it needed 
to take some tough calls on how to scale up profitably 
and while retaining its brand equity in handicrafts. "We rea- 
lised that we had a very well-recognised brand, but we 








To get global scale T of products that Ss definition 
are not made by machines. 
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ommercialise handmade products and 


needed to establish a supply chain that could sustain large 


supplies. For this, we needed to involve artisans as they were 


very integral to our DNA," says Sunil Chainani, Working 
Director, Fabindia. The company today deals with nearly 
40,000 artisan families and has come a long way from its 
beginnings in 1960 as an exporter of Indian textiles. 

The domestic business came much later: It set up its first 
store in 1976, in Delhi's Greater Kailash area, and the sec- 
ond came only in 1993, again in Delhi (Vasant Kunj), fol- 
lowed three years later by one in Bangalore, its first outside 
Delhi. As its expansion gathered speed, by 2007, it had 
54 retail stores across the country, including one each in 
Dubai and Rome, backed by 7.000 artisans. Today, almost 
95 per cent of its turnover comes from domestic sales. 
The product base has diversified from textiles to include non- 
textile items and even organic foods. This required the 
presence of a robust supply chain that could deliver goods 
at affordable prices, with very low variance in quality 
and just-in-time supplies—making its supply chain 
innovation an imperative. 

Fabindia was convinced that making the artisans a part 





Got clusters of artisans to become shareholders in 
companies that in turn supply Fabindia. 





of its wealth creation process would help its own prof- 
itable growth. So, it has worked out a rather simple— 
vet a very modern and transparent—system of organisation 
that not onlv seeks to make disparate artisans more 
closely-knit. but also more organised in their functioning. 
It mapped all entire artisan/supplier groups and created 
17 community-owned companies (cocs), which were 
financed through the creation of shares and capital 
investment by Artisans Microfinance (a fully-owned sub- 
sidiary established in 2007). 





DEEPAK G. PAWAR/www.indiatodayimag 


In other words, the artisans working on any supply rel- 
ated to Fabindia become shareholders of the company 
that exists in their region-—which is in addition to the 
money they get by selling their produce. "These artisans 
can trade the shares between various stakeholders, and ail 
the companies except one are profitable entities and they 
all pay dividends," says Chainani. 

Artisans hold a substantial part of the shareholding of 
each coc: At least 26 per cent in all cases (this gives them 
a say in all key decisions). For the artisans, their own 
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4. Brand: Use of interactive ways to educate customers- 
coffee mornings, kids interactions, cooking with organic 
foods demos, and block printing workshops with master 
craftsmen (all in stores)~making purchase process 


a participatory process. 
5. Customer Experience: Standardised and consistent 


1. Networking: Pioneering the concept of 
community-owned companies and providing financial 
services, equity stake and capacity building to 

such companies. 


é. Enabling Process: Inventory management enabled 


by decentralised decision-making model and aligning 
incentives across all network players. 

3, Core Process: Decentralised quality assurance and 
mechanism for transmission of market signals. 


Organisations that achieve breakthrough innovation usually cover at least 
3-4 types of innovation included in the framework. Fabindia fulfils five. 





supplies to Fabindia improved their companies' bottom line. 
This provided an investment opportunity: They could 
realise capital gains by share trading at pre-decided intervals. 

These suppliers are not contractually limited to sup- 
plying only Fabindia—they can realise additional gains 
ifthey choose to sell to other exporters. Overall, Fabindia 
aimed at building reliable partnerships with artisan 
groups. By providing management training, skills train- 
ing, and working capital to its network members, 
Fabindia now stands to reduce the true cost of pro- 
curement over time. 

Fabindia provides another kind of ‘service’ to its network 
of suppliers: It assists in translating market signals (that is, 
the consumption trends) to the artisans so that they make 
products that Fabindia and its customers really want to buy. 
A product selection committee regularly checks the pulse 
of the market through data and trend analysis, based on 
which it advises the cocs about the latest fashion trends and 
helps them get inputs from professional designers. 

The cocs are required to provide Fabindia an as- 
sured supply of high-quality goods at competitive prices. 
But instead of implementing centralised quality con- 
trol mechanisms, Fabindia has handed over the quality 
process to the cocs after defining stringent procedures. 
Now, cocs ship directly to stores and the stores decide 
whether to accept or reject shipments. 

According to Fabindia, it aspires to create a retail exp- 
erience which entails an “element of surprise”. Every time 
customers visit a store, Fabindia hopes they will discover 
a new design. In the past several years, while pursuing this 
‘delight’ factor, the Fabindia portfolio has expanded to 
more than 150,000 skus (stock-keeping units) each sig- 
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quality. Availability of very wide range of stock-keeping units. 





artnering success; A Fabindia artisan at work 


AMIT KUMAR 


nifying a separate product, design, colour and size. This 
posed a serious challenge for inventory management. 
Having built the capability for decentralised quality ass- 
urance, Fabindia created an automated process that allowed 
the stores to directly place orders with the cocs, based on 
a pre-programmed algorithm, completely decentralising 
the inventory management process as well. The result: 
Faster signalling of real demand through the supply chain, 
so that Fabindia never has to put even 10 per cent of its 
inventory on discount sale. 

Though Fabindia is guided by its ethical stance 
towards its stakeholders, it relentlessly focusses on prof- 
its—a key reason for its success and retail growth-—- 
even as it pioneers the mass retailing of handcrafted 
products. In fact, 11 of the 17 cocs have begun generating 
dividends within three years of incorporation. So far, 
the Fabindia model contributes to wealth creation and 
employment for close to 40,000 families. © 
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MNREGA 





ne has its share of problems, bu 







h reakthrou gh innovation in a government 

B scheme! The very thought sounds 

B far-fetched. The only innovation public 

NÉ, programmes in India have been known for 

| M are the novel ways used to siphon off 

I public money for private gains. No 

g wonder, over 25 per cent Indians still 

" live on less than $1 (Rs 45) a day and 

70 per cent of the money allocated to welfare schemes 

does not reach the intended beneficiary. The problem 

is not the objectives or the lack of funds, it is always 
poor governance. 

But what if there was a scheme that was designed to 
improve governance and society at the same time? What 
if there was a scheme that legally mandated the delivery 
of prescribed benefits? What if there was a scheme that is 
pulled in by the intended beneficiary (people demanding 
it as their right) rather than being pushed by the official 
machinery? What if there was a scheme that could 
emerge as a single platform to deliver several other 
existing public programmes—each more efficiently and 





To guarantee Fight to work to one: unemployed adult i 
every rural — all over ‘the country. 
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ut promise. 


effectively than earlier? Such a welfare scheme would 
truely qualify to be a breakthrough innovation. 
This is exactly what the Mahatma Gandhi National 


Rural Employment Guarantee Act (MNREGA) is evolving 


into. That is why Monitor's innovation framework 
was applied to this scheme. The idea was to understand 
innovation in the social sector, even if the main goal. 
of government welfare schemes isn’t profit generation 
or outsmarting the competition. The core message of 
the Monitor framework is that it is essential to innovate 
on multiple fronts at once to create a truly compelling 
and differentiated offering—something MNREGA is 
morphing into. We found the scheme covering at least 
four types of innovation included in the framework (see 
grid on page 68), 

The key innovation is that MNREGA is a law—an 
intended beneficiary can sue the government for not get- 
ting his entitlement. Multiple courts, including high 
courts, regularly hear cases from people being denied 
wage under the scheme. Uttar Pradesh has become the 
first state to invite applications for the post of ombudsmen 








to hear MNREGA complaints from every village. As 
awareness about redress through legal routes spreads, 
the efficiency of the scheme will increase further through 
both better governance in local administration and in- 
creased demand from people. "Programmes belong to 
government, but laws belong to people. MNREGA is sup- 
posed to transform society and governance at the same 
time," says Amita Sharma, Joint Secretary in the Ministry 
of Rural Development and the key person in imple- 
mentation and modification of this scheme. 


"The scheme benefits from the 
learning on the field as it allows 
creative deviations” 

AMITA SHARMA, MINISTRY OF RURAL DEVT 





MNREGA has been designed to be inherently 
customisable—the second important differentiator for the 
scheme. Beneficiaries continuously decide new wavs 
to use wages provided under the scheme. Such usages 
vary from helping create assets (like orchards) to skill 
development to starting new village industries. For 
example, when villagers in Karnataka's Gulbarga district 
had a problem with wells going dry, farmers had this idea 
of building check dams on a nullah that ran along their 
property. The MNREGA funded Rs 2 lakh for this project: 
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the check dams soon recharged all wells in the area. 
Says Sharma: “The scheme benefits from the learning on 
the field as it allows creative deviations.” It has also 
found new ways of using features of old welfare schemes 
somewhat more efficiently—like job cards and social 
audits. This has been possible because of decentralised 
decision-making. MNREGA works on two legs—gram 
panchayat and administration—and the two are 
supposed to keep checks on each other. 

Even such checks and balances have not rid the 
scheme of frauds and leakages, though. In some places, 
the administration is experimenting with technology 
to improve the monitoring mechanisms to cap diver- 
sion of funds. For example, Andhra Pradesh has de- 
veloped a tracking tool in partnership with Tata 
Consultancy Services, which handles registration, 


150 per cent—from Rs 16,000 crore in 2005 to 
Rs 41,000 crore in 2010—which is an indication of 
increase in demand for work. This, when only about half 
of its mandate is achieved—so far, average all-India wage 
days generated (per person per year ) is 49—against the up- 
per limit of 100. A National Council of Applied Economic 
Research review points out that MNREGA has been effective 
in making a dent in rural poverty and helping the poor 
avoid hunger and migration, allowing them to send their 
children to school, and helping them cope with illness. 
Apart from existing leakages, the scheme faces two 
more unintended problems. It's a social security that 
could become an entrapment and lead to a phenomenon 
called de-skilling—e.g. trained artisans will gladly become 
stone breakers if that pays more. For the same reason, it 
is perhaps also stoking wage price inflation, especially for 


MONITOR'S TEN TYPES OF INNOVATION" FRAMEWORK: MNREGA 





1. Enabling process: Partnering with TCS to improve 


4. Product system: Customisability of the scheme 
and automate monitoring mechanisms. 


to satisfy the local community needs. 


5. Customer Choice between multiple 
public works; financial inclusion through bank deposits. 





2. Core process: Legal guarantee and accountability 
built into the scheme. 


"Demand-driven" nature of 


3. Product Uwe Schemes that achieve breakthrough innovation usually cover at least 
the act, allowing it to reach further than other schemes. 


3-4 types of innovation included in the framework. MNREGA fulfils five. 


work estimates, muster rolls 
and wages. This means pay- 
ments to workers are accu- 
rate and deposited directly to 
their bank account. MNREGA is 
also piloting advanced tech- 
nologies like biometric job 
cards and ır kiosks, though 
fixed costs and maintenance 
continue to pose a challenge. 

Still. the scheme has provided 
employment to 5.06 crore 
households for a total of 4,774 
crore person days. It has taken up nearly 43 lakh work proj- 
ects, of which 18 lakh are completed. The average mini- 
mum wage has jumped 30 per cent to Rs 84 a day in 
three years. The scheme's budget has risen more than 
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De-skilling: Could be one unintended consequence 


small scale industries. at a time 
when inflation has been un- 
manageably high. But these 
aren't really problems with the 
scheme. They are more like con- 
sequences of its success. It's for 
the sponsor of the scheme—the 
government—to devise ways to 
handle such fallouts. Moreover, 
relative price adjustments do 
take care of such consequences 
over a period of time. Besides, 
the best hope for remedy to such, 
and several other issues with MNREGA, is its inbuilt system 
of self-criticism and transparency. It's one of those rare 
schemes that advertises its own deficiencies—which is 
another social sector innovation. © 
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Dainik Bhaskar 


Customised trom Day One 


Before launching its Gujarati daily, it took feedback from over 1.2 million 
homes to understand what prospective readers wanted. And then 
it gave them just that. 


" or organisations entering 
. . new markets and prod- 

B —0à uctsegmentsit is essential 
.. meeds of their potential 
customers. Success in one 
geography does not al- 
ways guarantee success 





everywhere. The task of entering à 
new market is made even more diffi- 


cult when there are established play- 
ers that present significant competi- 
tion. Despite all odds, Dainik Bhaskar 
entered Gujarat with a Gujarati daily 
(Divya Bhaskar) and became the #1 
newspaper in Ahmedabad on the day 
of the launch. 

Until the early 2000s, Dainik 
Bhaskar was a Hindi language news- 
paper circulated in Madhya Pradesh, 
Jaipur in Rajasthan, Chandigarh in 
Punjab and Haryana. Given the need 
to grow in other lucrative markets, 
Dainik Bhaskar did not want to be 
constrained by language. Girish 
Agarwal, Director of the Bhaskar 


Group, says: "Having broken the ge- 
ographic barrier, we now wanted to 
break the language barrier." The first 
step in choosing to change its geo- 
graphical track was to choose the 
market. "After careful consideration, 
we decided that it could be 
Ahmedabad," says Agarwal. "It had 
the ‘potential of a metro’ with a 
proven consumption pattern, and 
our product had to generate revenues 


from advertisiers. There was no point 


in choosing a location just for the 
sake of it. It had to make complete 
business sense as well." 

After this, the group set out to 
understand the needs of potential 
customers. For this, they contracted 
over 1,450 researchers to survey 1.2 
million homes and conducted 54 fo- 
cus groups in Ahmedabad and six 
neighbouring districts. This sample is 
larger than the combined sample size 
of the Indian Readership Survey or is 
and the National Readership Survey 
Or NRS for two years. The researchers 





Were trained extensively on key in- 


terview skills to be more effective and 


also aid in building the Divya Bhaskar 
brand. In the survey, people were 


asked what they wanted from a news- 
paper and what the current news- 
papers lacked. 

The feedback from the focus 
groups seemed confusing at first. "By 
the end of it, we were very confused 
with the hints." Agarwal recalls. "We 
had given four options to potential 
readers for the price of the new paper 
(Rs 3, Rs 2.50, Rs 2 and Rs 1.50). 
But 40 per cent said Rs 2, and 30 
per cent wanted Rs 2.50, while the 
rest said Rs 1.50." 

Why would the lay reader opt for 
a higher price? The group then de- 
cided not to follow the hints that tra- 
ditional market research was throw- 
ing up. "We realised that people often 
quote a higher price as they don't 
want to appear like they are going 
for a cheap substitute in front of oth- 
ers," says Agarwal, 








-anda new territory in the face of entrenched | their requirements from Day | helping avoid the 
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The entire exercise helped Dainik 
Bhaskar to shape the content of the 
newspaper to the needs of the cus- 
tomers, and also gave it new insights 
into the Gujarati market. | 


In the second stage, they revis- 


ited the 1.2 million people surveyed 
with a pre-paid subscription offer 


to Divya Bhaskar. Conversion rates - 
were high as people saw their feed- 
back being incorporated in the de- 


sign of the paper. It also helped rope 
in vendors who saw a large reader 
base already demanding this paper. 
This was the final nail in the coffin 
for any threat that competition 
could pose. 

The large numbers of pre-paid 
subscription were also helpful in rop- 
ing in advertisers faster, leading to 
much higher revenues. The result? 


Divya Bhaskar's launch edition sold 


4,52,000 copies, taking it straight 
to the #1 position. 
Instead of a "test-market and 





scale-up approach" this allowed 
Divya Bhaskar to be able to launch at 
scale. It got to lock in the positive 
network effects of having a large 
subscriber base, vendor base and 
advertisers at launch instead of go- 
ing through the birth and growth 
pains of a new entrant. It contin- 


ues to maintain the leadership po- 
sition in Ahmedabad (it is the sec- 
ond-largest in all of Gujarat) even to- 


day and use the same tactics to 
launch in new markets. 

One key aspect of the innovation 
was using consumer research for 
two-way communication, effectively 


doubling the impact of each inter- 
action. This approach was effectively 


a form of "crowdsourcing," where 
a company finds a way to get the 
input of a large number of consumers 
to help configure an offering. In ad- 
dition to extracting the information 
that was relevant to the creation of a 


new, market appropriate product, 


"Having broken the geo 
break the language b 


GIRISH AGARWAL, DIRECTOR, BHASKA 


barrier, we now wal 





the experience that consumers 
received over the course of the two 
visits was enough of a differentiator 
to cement a relationship that resulted 
in high conversion to subscriptions. 

Divya Bhaskar has continued to 
leverage its knowledge of the Gujarati 
market to launch other editions in 
Gujarat to fill market g gaps and niches. 
pecame Surat’ s first 
afternoon paper caterin gto the needs 
of industrialists, traders and the busi- 
ness community. 

Leveraging the learning from 
Gujarat, Dainik Bhaskar has launched 
DNA in Mumbai—another new lan- 
guage in a new geography. DNA is at 
present #2 in terms of circulation in 
that city. What began as an innova- 
tive, experimental process has be- 
come a core aspect of their way of 
doing business. 

At present, Divya Bhaskar has a 
circulation of 11.5 lakh in Gujarat 
with nine editions. © 






— TEN TYPES OF INNOVATION" FRAMEWORK: DAINIK BHASKAR 





1. Business model: Using a pre-paid model at a large 
convince advertisers and vendors of the circulation at launch. 
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4, Product performance: Alocalised content offering 
based on superior knowledge of the needs of Gujarati 


newspaper readers. 


2. Enabling process: Using a “crowdsourcing” approach to 


provide potential consumers increased leverage in designing 


a new product. 


3. Core process: Developing a consumer-centered, 
repeatable process to launch media products in 
unfamiliar geographies and new languages. 


5. Brand: Using the research process as a platform to 


promote the brand. 


6. Customer experience: À unique model of consumer - 
engagement that enables Dainik Bhaskar to build awareness, 
obtain insights and build loyalt y rapidly in a new market. 





Organisations that achieve breakthrough innovation usually cover at least 3-4 types of innovation included in the framework. Dainik Bhaskar fulfils six. 
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Bharti Airtel 


Mobility for Rural Wallets 


At a time when mobile phones in Indian villages were a rarity, 
Airtel found a way to capture the market successfully. 


ravel into the deepest hinterland of India and 
| you will still spot the unmistakable red-and- 
white Airtel logo. Bharti Airtel, the brand's 
owner and India's largest mobile telephony 
player, has got to where it is today largely 
on the back of its rural growth. But Airtel 
executives admit that the plan to 'go rural 
wasn't actually a plan, it was a necessity. 
"Opting out is not an option if you wanted to be a leader," 
jokes Sanjay Kapoor, Bharti Airtel’s Chief Executive in 
India. In 2004, Airtel realised that, with the entry of ad- 
ditional operators across the country's telecom circles, 
competition for urban consumers would only intensify, But. 
while tapping the vast riches of India's rural heartland is 
every marketer's dream, it is not easy. 

Why rural in the first place? In aggregate terms, 
rural India represents a material opportunity across 
many categories—and its salience is on the increase, 
driven by a wide range of stimuli. Initiatives like higher 
minimum support prices for crops, the farm loan waiver 
and the National Rural Employment Guarantee Scheme, 
and factors like generally good monsoons, have all 
helped. The increasing prosperity of such a large 
population—some 700 million-—creates an enticing 








growth potential. 

But rural comes with its own set of challenges— 
distribution, service. product knowledge, affordability, 
and so on. Still, Airtel has successfully cracked the code. As 
the brand began its rural push in 2004, there were some 
things it learnt almost instantly. Globally and in Indian 
cities, mobile telephony helps consumers travel while 
they talk: It is a mobility solution. In rural India, the need 
was more basic: Communication. An industry belief, for 
example, was that rural Rajasthan with its poor infra- 
structure, sparse population and large open desert spaces 
could not be good telecom market. However, the very fac- 
tors that did not lend themselves to *mobility' supported a 
‘communication’ paradigm, Airtel found. _ 

Even so, Airtel had to cross many hurdles to become 
#1. First, while it had no problem putting up telecom tow- 
ers in rural areas, it found that handset makers had a 
scant distribution presence there. Airtel entered into 
what turned out to be a crucial partnership with Nokia 
to bundle a handset with a connection. It helped that both 
Airtel and Nokia had the same, immensely popular 
brand ambassador, Shah Rukh Khan. Why Nokia? 
"Rural consumers are extremely brand aware, they 
would pay a bit more and get a top brand rather than a 





To keep its leadership position intact by expanding | The right mix of product and pricing, str 
into rural markets, which needed a totally 


a vast and unique network of over 25,000 centres to 
different strategy, products and service standards. | serve customers. — 
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The massive pent-up demand for value-added services in 
rural India surprised us pleasantly... rural consumers are 
quite aware of what is available and what they want" 


SANJAY KAPOOR, CHIEF EXECUTIVE, BHARTI AIRTEL 





MONEY SHARMA 


For Airtel, the ‘go rural’ push in 2004 wasn't actually a plan, it was a necessity 


cheaper brand,” Kapoor points out. 

Then there was the ‘validity’ hurdle. Rural consumers 
could ill afford to pay the steep validity charge—the money 
they had to pay just to stay connected on the network. In 
2004-05, a typical monthly prepaid recharge cost 
Rs 333, of which Rs 33 was tax, Rs 175 the validity 
charge and the airtime only Rs 125. 

Something had to change. Airtel began playing around 
with its recharge schemes, prodded no doubt by pro- 


nouncements from the government and regulators. 
Recharge rates came down, eventually culminating in 
‘lifetime validity’ connections for as little as Rs 99 and 
micro-recharges where consumers could top up as much 
as they needed in multiples of Rs 10. 

To increase reach and distribution (not just for initial 
consumer acquisition, but for recharge and service req- 
uirements), Airtel created a two-tiered structure with 
Rural Super-stockists (approximately 2,000) and Rural 
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MONITOR'S TEN TYPES OF INNOVATION™ FRAMEWORK: BHARTI AIRTEL 

mu m 
vernacular IVR systems, etc., through effectively outsourced 
systems like the Airtel Service Centres. 


5. Channel: Created a cost-effective, young entrepreneur- 
led distribution channel. Effectively worked around the 
issue of handset manufacturers not having the relevant 
distribution networks. 


6. Customer Experience: In addition to the freedom 
to communicate, rural consumers are also provided with 
support to their livelihood through job alerts, weather and 
price-related information. 





1. Networking: Forming relationships with Nokia to 
bundle handsets with its offer, and other alliances 
for distribution. 


2. Core Process: Airtel Service Centres help widen 
service, a roaming distributor helps acquire consumers. 


3. Product System: Introduced affordable bundled 
handset offers. 


4. Service: Created service options appropriate to the con- 
sumer segment; service in the village, SMS-based systems, 


Organisations that achieve breakthrough innovation usually cover at least 3-4 types of innovation included in the framework. Bharti Airtel fulfils six. 


Distributors under them. The Rural Distributors were 
effectively young entrepreneurs (around 30,000 at last 
count), who were allocated territories around a few mobile 
towers and were responsible for consumer acquisition. 
Airtel also entered into alliances with Indian Farmers 
Fertiliser Cooperative Ltd, or rco, which helped it sell 
connections through 35,000 agricultural societies. 

Similar alliances were also set up in various micro- 
finance institutions. It built an enabling system that 
allowed 700,000 rural retail outlets to sell recharges 
through a mobile device. For service requirements, in 
addition to the challenge posed by distance, consumers had 
a fear of technology. They weren't willing to deal with call 
centres. Airtel created 25,000 Airtel Service Centres (ASCS) 
across rural India. This involved training a specific retailer 
in a village to handle service requirements in addition to 
selling new connections and recharge—the retailer gained 
higher credibility leading to increased walk-ins while 
Airtel provided a face to customer service interactions. 
Moreover, a dedicated helpline or call centre in each circle 
provided real-time back-up support to these Ascs. 

"This says a lot about the rural Indian's entrepre- 
neurial spirit," argues Kapoor. Airtel's growth throughout 
rural India has been powered by local talent. This has 
allowed it to cross the challenges posed by languages and 
dialects and even the 'shyness' of some consumers. As prod- 
ucts are sold, serviced and maintained by local people. it is 
even argued that this enhances Airtel's brand loyalty in 
highly competitive times. 

Over time, Airtel continued to innovate to drive more 
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value from its rural initiative. It introduced value-added 
services like fixed duration music radio, job alerts and for 
consumers buying connections through the irrco joint 
venture—information about produce prices and tips on 
crop management, among other things. 

On the service aspect, Airtel has introduced sMs-based 
self-service systems in nine vernacular languages. It is 
now piloting call centres dedicated to rural customers in 
Tier III and IV towns with interactive voice response or IVRS 
options in 16 local languages. "The massive pent-up 
demand for value-added services in rural India surprised 
us pleasantly... the rural consumers are quite aware of what 
is available and what they want," Kapoor points out. 

There are a number of elements that need to work in 
tandem for such an initiative to succeed. It required a 
network presence before Airtel could put up a distribution 
and customer service system. Similarly, the rural 
distributors had to demonstrate some level of demand gen- 
eration before additional effort in setting up the 
ASC could be expended. The alliance with Nokia and the 
ability to provide a bundled offer was critical to address the 
affordability and comfort with handset aspects. 
Progressively reducing the total cost of ownership for 
the consumer by moving towards "lifetime validity" was 
critical in this regard. 

The impact of Airtel's rural initiative has been phe- 
nomenal. Not only has penetration in rural India increased 
manifold, given that two out of three net subscriber 
additions in India today come from its villages, the drive has 
also placed Airtel in a strong position. © 
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the World M 


India emerges a hotbed for 
emerging market innovations and 
new business ideas as the world 
looks for frugal solutions. n. maonavan 


t is best that we cannibalise our- 
selves than have someone else 
cannibalise us,” is a powerful 
statement. Especially, when it 
comes from Sophie Vandebroek, 


Chief Technology Officer of 


Xerox Corp., who is referring to 

the delicate balance that global 

companies have to maintain while 

serving bipolar needs of developed 

and developing markets as wide rang- 
ing as the us and Uganda. 

Vandebroek should know. She 


heads what is arguably the crucible of 


innovation in computing and per- 
sonal electronics—Palo Alto Research 
Center. PARC, as it is called in short, 
gave the world laser printers, LcD (liq- 
uid crystal display) and optical disk 
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technologies, and the graphical user 
interface in computers (to which 
Apple and Microsoft owe their 


fortunes in no small measure). 
Xerox is betting that similar, big 
innovations in products and solu- 
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tions will come from Chennai, some 
14,000 km away from PARC's Silicon 
Valley home. Mid-March, it opened 
what it calls its innovation hub in 
Chennai, adding to the prowess of 
some 500 scientists at three other 


"If MNCs fail to act, 
local Indian companies 
Will innovate and 
disrupt their rich, 
home markets” 


VIJAY GOVINDARAJAN 
Professor, Tuck School of Business 


centres all located in the developed 
world: us, Canada and France. 

The $22-billion printing and doc- 
ument management company is a 
late entrant into what business re- 
searchers and top global œos like Jeffrey 
Immelt of General Electric are calling 
"reverse innovation”. There are vari- 
ants to the theme bandied around in 
boardrooms and business schools— 
some call the trend “polycentric in- 
novation”, for instance—but in a nut- 
shell, it is about innovating products 
and solutions primarily in emerging 
markets with an aim to serve both de- 
veloping and developed nations. 

Reverse innovation as a concept 
would have been fictive as recent as 
the beginning of this decade. 







Historically, the multinational inno- 
vated in cloistered research and 
development (R&D) centres typically 
located in the vs, Europe or Japan 
and sent products—with minor 
tweaks—to markets as varied as India 
and Ethiopia. Such products, mostly, 
found takers among the middle class 
and rich or, in rare instances like per- 
sonal care products, even the poor. 
"R&D stayed at home as late as the 
end of the 20™ century,” says Jaideep 
Prabhu, Nehru Professor of Indian 
Business and Enterprise at the Judge 
School of Business, Cambridge 


University. "In the first phase (of 


innovation shifting away from the 
developed world), the driver was 
talent in countries such as India. 





Jean-Philippe Salar, 
Studio Chief Designer, 
at Renault's design 
studio in Mumbai. 







Now, the driver is the local market.” 


For multinational corporations 
chasing growth, India presents a 
sweet intersection of low-priced talent 
and a mass market—making for the 
new innovation destination in the 
world. Academic Vijay Govindarajan 
thinks the other change that has 
come about is the growing share 
roughly half—of poor and developing 
countries in the global economy. “It 
is not possible anymore to satisfy the 
Indian mass market with a product 
developed for the American mass 
market considering their vastly dif- 
lerent per capita income. The only 
Way MNCS can capture opportunities 
in India is to engage in breakthrough 
innovation," says Govindarajan, the 
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Earl C. Daum 1924 Professor of 
International Business, Tuck School 
of Business at Dartmouth, us. 

Govindarajan, who was the first to 
write about reverse innovation along 
with Immelt and fellow Tuck School 
professor Chris Trimble last year, has 
an ominous prediction for those who 
don't see this writing on the wall: if 
MNGS fail to act, local Indian compa- 
nies will innovate and disrupt their 
rich, home markets. 

This almost happened to Deere 
& Company, the world's #1 maker of 
tractors (sold under the John Deere 
brand) by revenues. While its R&D 
facility in Pune had developed a no- 
frills tractor model for India, it never 
thought of selling it in the us, a mar- 
ket that predominantly buys tractors 
powered by engines upward of SOhp 
and those that come with air condi- 
tioned cabins, global positioning 
systems and other developed-mar- 





"Frugal mindset among 
consumers in developed 
markets... is accelerating 
the drive for reverse 
innovation "' 


NAVI RADJOU, Executive Director, 
Centre for India & Global Business, 
Cambridge Judge Business School 
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ket add-ons. But when tractor maker 
Mahindra & Mahindra began tar- 
geting customers such as hobby- 
farmers or those who do not need 
advanced features in the us in 2001 (it 
had entered the market in 1994), 
John Deere woke up to an all-new 
market. It quickly modified the India 
model (added more power) and 
launched it in the US as the 5003 
series. Today, about half the tractors 
Deere makes in India are exported. 

A low-priced electrocardiograph 
designed, developed and manufac- 
tured in India by & Healthcare is find- 
ing takers not just in India and other 
emerging markets. The MAc 400, de- 
veloped at one-third the cost of a com- 
parable imported version, has buy- 
ers in kerbside medical assistance in 
the us. "The emergence of frugal mind- 
set among consumers in developed 
markets and increasing demand for 
'value for money' products is accel- 
erating the drive for re- 
verse innovation," points 
out Navi Radjou, 
Prabhu's colleague and 
Executive Director, 
Centre for India & Global 
Business at Judge 
Business School. 

Carlos Ghosn, 
Chairman and cro of the 
Renault-Nissan Alliance, 
recently related the story 
of his company's India 
experience on an engi- 
neering solution. A team 
each in France, Japan 
and India worked on 
identical specifications (for a problem 
Ghosn declined to detail) and pro- 
duced solutions that were all on a par 
in quality. The difference, Ghosh told 
reporters in Chennai elaborating on 
India's "frugal engineering" DNA, was 
that the Indian solution cost one-fifth 
what the French and Japanese engi- 
neers came up with. 

The trend extends into processes, 
brands, consumer insights and even 
business models, adds Radjou, who 
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believes the results will be comparable 
to the impact the Internet had on 
businesses. Example: At Cisco, whose 
focus is on education with a solution 
that costs less than Rs 50 a month 
for each student, Chairman and cro 
John Chambers says Sunil Mittal, 
Chairman, Bharti Airtel, told him 
about the need to “think differently for 
mass and volume”. Mittal's mobile 
phone services company is the leader 
in a market where tariffs, as low as 30 
paise a minute, are the lowest in the 
world. "It has taken me a couple of 
years to understand the economic 
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efficiency of that. Now, I have got the 
concept, now I have to learn how to 
reverse it and bring it to the us, Europe 
or Japan," Chambers told nr in April. 
Elsewhere, PepsiCo is transferring 
knowhow it got in India on reducing 
water consumption to other locations. 
It brought down water required to 
produce a litre of beverage from 7.3 
litres in 2001 to just 2.4 litres in 2009 
through process efficiencies. 

India's diversity offers many les- 
sons, too. Renault chose to set up a de- 
sign studio in Mumbai not just to de- 
sign cars for India but also tap into 
trends that are unique to the country. 
“Indians want to stand out in a crowd, 
That explains why there are so many 
different colours in the interior of a 
car,” says Jean-Philippe Salar, Studio 
Chief Designer, Renault Design India. 
Over the last few years, the studio has 
gained such an expertise that it has 
been given the exclusive responsibil- 


ity to do the colour and trim of 


Renault's global concept car that is to 
be unveiled in 2011, 

What's in it all for Indian com 
panies? Knowledge of the local mar- 
ket, economies of distribution and 
an obsessive bent of mind to pare 
costs make them the best positioned 
to ride the reverse innovation wave. 
Tata Motors' Nano is the most visible 
example of this. There are others, 
too. Icici Bank has set up a global in- 
novation team that transplants ideas 
from one region to other markets. 
For instance, it introduced a biomet- 


ric smart card in India taking a cue 
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What India offers... 


Product Innovation 


Products with identical features but at a very 
low cost, like GE's MAC 400 electrocardiograph. 


Process Innovation 





Running your operations efficiently. PepsiCo is learning from India 
how to run its bottling plants with minimum water consumption. 
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Brands 


Many established brands with proven low-cost models are available 
in India which can generate good demand in developed markets too. 


Customer Insight 


India's diversity—rich, poor living in acute scarcity, sheer size and 
density of the population—offers great lessons in understanding 


customer mindset. 
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Business Model 


New pricing strategy or distribution models. How Indian hospitals 
manage to offer high-quality healthcare at a fraction of the cost 


charged by hospitals in US and UK. 


from a similar deployment in South 
Africa. It also worked with the Indian 
Institute of Technology. Madras to 
transform fingerprinting technology 
on to biometric-enabled ATMs for de- 
ployment in rural areas. 

Tech services vendor Tata 
Consultancy Services, too, taps into 
R&D capabilities available in places 
such as Silicon Valley to incorporate 
into branded solutions for various 
clients. At Suzlon, while some engi- 
neering work is done out of its India 


"It has taken me a 
couple of years to 
understand the 
economic efficiency of 
mass and volume" 


JOHN CHAMBERS 
Chairman & CEO, Cisco 


factories, most of the high-end inno- 
vation including wind energy man- 
agement solutions are carried out of its 
labs in Germany and The Netherlands. 

Still, the big hurdle before the 
Indians will be the lack of scale to take 
advantage of reverse innovation and 
go global, says Radjou. His solution: 
polycentric innovation. "Indian com- 
panies should innovate through part- 
nerships. That way, the limitations of 
scale can be overcome and compa- 
nies can specialise around their areas 
of strength," he suggests, pointing to 
how Procter & Gamble already has 
more than half its products having 
R&D elements (the company calls it 
connect and develop, or c&D) from ex- 
ternal sources and Nokia has part- 
nered Reuters for data such as market 
prices and weather reports. 

Scale could be yet another 
challenge for Indian firms to crack 
through innovation. © 

ADDITIONAL REPORTING BY 
JOSEY PULIYENTHURUTHEL 
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S NNOVATION SPECIAL-RURAL SOLUTIONS 


From Campus to the 


Village 


What started as class projects in US universities 
are now scalable tech innovations in rural India. 


ANUSHA SUBRAMANIAN 


o take an idea from the drawing board—or, from the blackboard— 
to the market takes some doing. To take an idea from the classrooms 
of the Massachusetts Institute of Technology (rr), Stanford and 
Virginia University and to turn them into ideas that work com- 
mercially in rural India is even more extraordinary. That's what a 
bunch of entrepreneurs is attempting to do with projects that 
range from rural electrification to solar-powered refrigeration sys- 
tems. The entrepreneurs have the fire in the belly required to make 
these ventures viable. That, coupled with the quality of the ideas themselves— 
all of which have bagged awards at university competitions—ensures that investors 
aren't reluctant to back these immensely scalable ventures. Here's a look at how 
these whiz-kids are creating scalable high-tech business models that promise to 


improve the quality of lives in rural India in affordable ways. 


United Villages of Hasson 


Retailers deep in rural Rajasthan can now order for products with an SMS and be assured of delivery in 36 hours. 


retailer in a village typically 

makes two trips a month to the 

nearest town to replenish his 
stock—close to 60 per cent of his goods 
are procured from outside the village. 
And therein hangs a business model 
and an opportunity that Amir 
Alexander Hasson spotted. It's a huge 
opportunity all right, what with India's 
rural population at 660 million at last 
count, and the number of villages at 
6,40,000. The fast moving consumer 
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goods (FMCG) companies tap only the 


larger villages with a population of 


over 5,000 (around 1 5,000 villages), 
or just 2 per cent of all villages, with 
their traditional distribution networks. 
It's the untapped, smaller villages with 
a population of between 2,000 and 
5,000—which are the "pain" points 
for FMCG marketers—that Hasson is 
targeting with the company he 
founded in 2006-07, United Villages 
(UV). Hasson reckons that uv can po- 





tentially service some 70,000 villages. 

So what has uv done? In a line, it 
has developed a scalable, cost-effective, 
mobile-enabled supply chain for village 
retailers. It procures goods that in- 
clude essentials like soap and tooth- 
paste and also bigger-ticket items like 
phones and watches from the large 
corporations and delivers to the village 
retailers at their doorstep through a 
unique supply chain mechanism. "It's 
simple M-commerce over SMS. The re- 





2 > d 
> > 
v! 

A 
»- 


"ZEB A 


ae re 


tailer's mobile is loaded with an application that 


allows him to get in touch with uv's sales-support 
executives and order," savs Hasson, Founder & 
cro of uv. Retailers can also browse through uv's 
E-Shop (an online shop from which he can select 
and order). The goods are delivered at the retailer's 
doorstep within 36 hours, adds Hasson. 

UV is currently present in 60 villages in 
Rajasthan and has signed up 500 village retailers. 
Each of these retailers procures inventory worth 
Rs 3,000-5000 from uv every month. uv has 
meantime gone a step ahead and launched two of 
its own products—a washing soap and a dish- 
washer. both under the uv brand name. In the 
next two years, Hasson hopes to cover 1,2,00-odd 
villages out of the 40,000 in Rajasthan, after 
which he will move to another state. © 












9 rural retail: Hasson 

s «in Maruti Omni) wants his online 
retail vision to encompass all 
villages in Rajasthan 


VIVAN MEHRA/www.indiatodayimages.com 


AUnited Villages Inc. and United Villages India 
FOUNDER: Amir Alexander Hasson 


PROJECT IDEA: Initial idea was to provide Wi-Fi services from kiosks in 
remote rural areas. Project now re-modelled as a mobile-enabled 
supply chain mechanism. 
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See OEE ERE HERE HEE H HOHE © 


FUNDING: Raised $3.5 million in venture funding from institutions 
and angel investors. Looking to raise $2 million for expansion. 


COTO 


FUTURE PLANS: To expand through rural Rajasthan and 
be present in 3-4 states in the next three years. 
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Milk of Rural Kindness 


Promethean Power's prototype of a chilling centre is helping farmers to boost milk supply by reducing spoilage. 


oa isn't about just surf and sun. 
It's also about a hinterland that 


has hilly terrain, vast expanses of 


paddy fields—and erratic power sup- 
ply. So when Sorin Grama and Sam 
White first visited the tourist hotspot 
in February 2009, rather than mak- 
ing a beeline for the beaches the duo 
chose to settle in a quaint village called 
Savoi in the central district of Ponda. 
Grama and White aren't a part of the 
regular tourists who hop on to charter 
flights in the tourist season. Far from 
that. The two met at mir, Boston, and 
they collaborated on a class project 
that emerged runner's up in the mir 
$100K Entreprenurship Competition 
of 2007. The idea: Solar-powered 
mini-power plants for dairy farmers in 
Indian villages living off the electric- 
ity grid. "I realised remote villages 
lack refrigeration facilities to chill 
milk," says White. 

For the next 18 months, Grama 
and White made several trips to 
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India—funded by the $10,00 they 
won at mir $100K—during which 
they built and began testing their pro- 
totype for solar refrigeration. They 
founded Promethean Power Systems 
in November 2007 and, for the past 


A Promethean Power Systems 
FOUNDERS: Sorin Grama and Sam White. 


PROJECT IDEA: Solar-powered refrig- 
eration system for commercial 
cold-storage applications. 


FORCE EERE ERE RR Oem ee 


entrepreneurship competition. 
FUNDING: Initially got $10,000, then 
raised S1 million in venture funding 
for building and testing of prototype. 
FUTURE PLANS: Spread across India 
and to the remote corners of 
rural India which are off grid. 


Innovative duo: Sam White (R) and 
Sorin Grama's chilling system is a 
boon for dairy farmers in Goa 





four months, have set up base in Savoi 
where the company is testing the so- 
lar-powered milk chilling system. 
"There is very little electricity here 
and by the time the collection van 
comes to collect the milk a lot of this 
milk—10 per cent on an average 
gets spoilt because of non-chilling." 
explains S.D. Kulkarni, Managing 
Director of Goa Dairy. On an average 
a milk farmer in this village collects 7- 
10 litres of milk a day. Villagers today 
walk up to this chilling centre to chill 
the milk immediately after collection 
and then sell it to the Goa Dairy. 

Promethean is currently talking to 
dairies across Maharashtra, Delhi and 
Haryana and few other states. It ex- 
pects to commercialise the svstem be- 
fore the end of this vear. Installing 
one system costs Rs 2.5-3 lakh. That 
may not be too large a price to pay if 
milk farmers are able to consistently 
prevent spoilage and ensure increased 
supply to the dairies. © 
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He's Lighting up Countless Lives 


Not-so-happy memories of a kerosene lamp inspire an entrepreneur to design a safer and brighter alternative. 


xperience of extreme conditions can pro- 

voke change—and innovation. Sam 

Goldman spent four years as a Peace 
Corps volunteer in the Republic of Benin in 
West Africa between 2001 and 2005. He 
lived without electricity, relying on kerosene 
lamps for light. A meeting with his neigh- 
bour's son in Benin—who had been badly 
burned in a kerosene-lamp fire—convinced 
Goldman that an alternative to the hazardous 
kerosene lamp had to be found. 

And find it he did. The alternative: A solar- 
powered LED lamp that's safe, bright, and af- 
fordable. The idea took shape when Goldman 
was an MBA student at Stanford University's 
Institute of Design in 2005. He teamed up 
with classmate Ned Tozun and the duo turned 
their class assignment into a solar-powered LED 
lamp prototype. Soon after this, Goldman de- 
cided to commercialise the project with the 
launch of D.light Design in 2006-07. 

D.light Design is today a 75-people com- 
pany with three products—Nova, the flag- 
ship, Solata and D.light Kiran—that are priced 
between Rs 500 and Rs 1,600. It has so far 
made an investment of $6.6 million and sells 
its products in 30 countries. The company 
claims that its products are 10-20 times 
brighter than a kerosene lantern and up to 50 
per cent more efficient than fluorescent lamps. 

"D.light customers have reported that chil- 
dren's study time has increased by a factor of 
2-4 times after purchasing a solar lantern. In 
addition, each kerosene lantern that is no longer 
used removes 0.5 to 1 tonne of carbon emissions 
Irom the atmosphere," says Goldman. 

The challenges before the company include 
lack of awareness and last-mile reach. It is deal- 
ing with both these challenges by educating 
consumers about the benefits of solar lighting 
solutions and partnering with rrc e-Choupal, 
and self-help groups for the last-mile reach. 

"This is only the start. We have to continue 
to design innovative and affordable products, as 
well as push the envelope in rural distribution," 
says D.light Co-founder and President Ned 
Tozun. The long-term ambition: To improve 
100 million lives across the globe by 2020. © 
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Designing a cheap and clean alternative; Sam 
Goldman's solar-powered LED lamps are brighter, 
safer and more durable than kerosene lamps 










gn 
50ldman, Ned Tozun, Xianyi Wu, and Erica Estrada. 
) lanterns for rural India to replace hazardous 


so Plattner Institute of Design at Stanford University. 


aper Fisher Jurvetson Venture Challenge and 
ersity Social E-Challenge in 2007. 

y won $275,000 in prize money. So far raised 
n various VC funds. 


ght has sold 1 lakh solar lamps to villagers in India, 
America and expects to sell 20 lakh by 2020. 
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HINTERLAND 


HEROES 


Grassroot innovations that haven't taken place in the fancy laboratories 
of big corporations and research institutions are ready to change the 
life of people in India—and abroad. manu xausnix 


any of them have 
just about com- 
pleted school— 
and a village 





they were lucky. 
Their ideas were 
born out of neces- 
sity in the unlikeliest of places, with- 
out the help of government grants 
or subsidies. But people like 
A. Muruganandam or Mansukhbhai 
Raghavbhai Prajapati (see page 92) 
are what India needs: Grassroots inn- 
ovators with simple yet revolutionary 
products that people want, products 
that sell readily without the aid of a 
PowerPoint spiel. They have one 
thing in common: A burning desire to 
change the way things are done and 
the innovative bent of mind to trans- 
late their ideas into products. Best of 
all, their products, mostly fashioned 
out of locally available inputs or parts, 
are not only patentable or patented, 
but also yield a profit for the innova- 
tor. BT profiles some grassroots inn- 
ovators and their products. Note the 
sales numbers for each: Though still 
small, they prove that these prod- 
ucts do have commercial value. 
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From Rags to Hygiene 





His machine has made sanitary napkins affordable. 


hy don't you use sanitary 
napkins instead of rags. 
A. Muruganandam of Coim- 
batore, Tamil Nadu, asked his wife. 
Her reply—that buying a pack would 
mean halving their milk budget 
got him to take apart some napkins. 
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Ha! It was just some cotton in tissue. 
So, he made some of his own. Failure. 
It took him months to learn that the 
stuffing was not cotton, but pinewood 
fibre, from the us. He imported 
pinewood board and made some nap- 
kins by hand. Hit! Putting to use his 





A KNOWN FOR YEAR OF NO. OF UNITS COST OF 
MURUGANANDAM Machine to make INNOVATION SOLD UNIT 
4] sanitary napkins 2005 228 Rs 75,000 


PAWAR 


DEEPAK 


skills as a maker of iron gates and 
grills, he built a machine. The Rs 
75,000 machine turns wood into 
pulp. extracts fibre from this, forms 
the core, seals it and sterilises it. It 
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The Sixth Sense 


This stick for the visually-impaired has a sensor and can talk. 








costs around Re 1 to make one, and 
it can be sold for Rs 1.75. The na- 
tional brands are priced upwards 
of Rs 4 per pad. He has sold 228 
machines to self-help groups and 


T'a 
KNOWN FOR YEAR OF NO. OF UNITS COST OF 
aAA Sensor-based INNOVATION SOLD THE STICK 
wv stick for the 2006 800 Rs 1,050- 
blind 3,500 


n September 21, 2000, while 

sitting in his electronics repair 

shop in a town in Karnataka's 
Tumkur district, 78 km from 
Bangalore, Wazeer Hayath saw a 
blind man tapping his way down the 
road with a stick. Recent heavy rains 
had created too many potholes and 
the man fell into one. Hayath started 
thinking of a stick that would sense 
potholes and obstacles and alert a 
blind user via a built-in speaker or 
headphones. In 10 days, he had built 


one. But it evoked more complaints 
than praise from students of a blind 
school. It finally took him six years 
and 18 attempts to make one that 
satisfied blind users. 

The battery-powered stick alerts 
the user about an obstacle more 
than an inch high or depression 
greater than a foot within a diame- 
tre of one metre from the tip. Also, 
when in a crowd, the speaker warns 
passersby in the local language. 
Hayath asks the buyers to send 


women entrepreneurs, The future; 
“Only one out of four women use 
branded sanitary napkins in urban 
India. The figure is much lower in 
rural India,” he says. 


Tu 


across a text or audio file of the 
warning in their preferred language. 
He has sold over 800 sticks to date— 
costing between Rs 1,050 and Rs 
3,500 depending on features. "India 
has around 15 million blind people. 
There is a vast untapped demand 
for this product," says Hayath, 
adding that he is getting enquiries 
from Australia and the vs as well. 
The profit margin is 7-12 per cent 
Hayath is now developing a trans- 
mitter-based device that will guide 
the blind people to key locations such 
as station platforms, post offices, police 
stations and government offices. 
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Easing Pochampally's Pain 
This gadget's boon? More craft, less pain. 


hintakindi Mallesham's ‘asu’ machine has revolu- 

tionalised the age-old Pochampally weaving tra- 

dition of Andhra Pradesh, which produces saris 
that look the same on both sides. The silk yarn has to be 
wound by hand in a process called ‘asu’, before the patterns 
are woven on the loom. This process involves moving one 
hand up and down around pegs arranged in a semi-cir- 
cle, 9,000 times for each sari. When Mallesham joined his 
family tradition of making saris after completing his 
studies in Sharajipet village, Nalgonda district, 88 km 
north-east of Hyderabad, he was moved by his mother's 
complaints of pain in her shoulders and failing evesight. 
He tried to mechanise the process, but often ended up wast- 
ing money buying the wrong parts as he had no formal 
mechanical knowledge. He went to Hyderabad to work for 
an electrical contractor to make ends meet. In 1999, 
while working at a machine shop in Secunderabad, he no- 
ticed a movement that was just what he needed for his asu 
machine. He got the part made and tried it. 

Today, his machine has slashed the time required 
for one sari from four hours to 90 minutes, and instead of 
two saris per day, six can be made, and in a wide variety 
of designs. The running cost is Re 1 spent on electricity per 
sari. "It does not need much supervision, so women in 
many homes have added a loom and increased produc- 
tion," he says. He has so far sold 300 machines, at 
Rs 16,000 each. The Central Silk Board has agreed to sub- 
sidise 100 machines a year, and the State Bank of 
Hyderabad is giving soft loans. "There are 33,000 fami- 


lies engaged in Pochampally silk work. With this, I expect 
to sell a minimum of 100 machines annually," says 
Mallesham, who filed for a patent in 2008 and got a 
provisional one in March 2009. 





KNOWN FOR YEAR OF NO. OF UNITS COST OF 
Machine to wind INNOVATION SOLD MACHINE 
yarn for saris 003 300 Rs 16,000 
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KNOWN FOR YEAR OF NO. OF UNITS COST OF 
Chemical-free INNOVATION SOLD MACHINE 
mosquito killer 2007 500 Rs 1,450 


No Fly Zone. Sans Chemicals 
Biogas attracts, device traps, sun's heat kills. 


osquitoes and houseflies are an inescapable fact of 

rural life, where people don’t usually stay shut in- 

doors. Repellants are not only expensive, but 
have irritating chemicals. So Mathews K. Mathew's 
solar mosquito destrover, launched in 2007, is a sim- 
ple device. Connected to a septic tank through a narrow 
tube, the device attracts flies with the smell of the bio- 
gas, and traps them. Then they perish in the heat of the 
sunlight entering through a clear plastic cover. The idea 
of using the sun's heat to kill mosquitoes came when he 
noticed that they avoided heat and were more sensitive 
to light than to air. 

A resident of Kanjirappally in Kerala's Kottayam 
district, 1 12 km from Kochi, Mathew was ready with a 
prototype in 1999, But it needed some design changes to 
become commercial. In 2005. he was assured a patent by 
the patent examiner at Chennai and he went to 
Coimbatore to meet a design engineer and stayed there 
to supervise the manufacturing of the machine. This 
was ready in 2006, and he made some 300 units. So far, 
500 devices have been sold to hospitals, hostels, old- 
age homes, seminaries, monasteries, convents, military 
compounds and houses. Once installed, the unit, priced 
at Rs 1,450, doesn't require any costly refills. He is now 
working on indoor models for city dwellers, and a different 
idea for mosquitoes that are not attracted by biogas. 
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MANSUKHBHAI YEAR OF NO. OF UNITS COST OF 
RAGHAVBHAI Mitticool INNOVATION SOLD UNIT 
PRAJAPATI, 4 Refrigerators 2005 1,200 Rs 2,500 





How Cool Can You Get? 


This modern-day potter married tradition with modern needs. 


potter by caste, Mansukhbhai 
Raghavbhai Prajapati grew up 


with clay. After completing his 


studies in Morvi tehsil, 64 km north of 


Rajkot in Gujarat, he worked in a fac- 
tory making roof tiles. Then, in 1988, 
after quitting his job, he borrowed 
Rs 30,000 to buy some land and put 
together a production line to make 
earthen tawas. 

“The first feedback was not good, 
so I tried out various mixes of clay,” he 
says. His next item was a water filter 
with a terracotta body and a ceramic 
candle. The filter did well and his 
turnover soon crossed Rs 1 lakh. 

The turning point came in 2001, 
when the Gujarat earthquake 
shattered his business. "I saw a picture 
in a newspaper of one of my filters, 
broken, with the caption ‘broken fridge 
of the poor’,” Prajapati recalls. 

“I thought, why not build a rural 
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fridge that would not need electricity?” 
he says. After three years, he came out 
with the Mitticool fridge in 2005. 
The Mitticool fridge uses the same 
principle of cooling as the clay pots 
in which villagers store drinking water. 
At the top is a storage chamber for 
10 litres of water, and the bottom 


compartments can hold 5-7 kg of 


vegetables, fruits and milk at a tem- 
perature that is 8-10 degrees lower 
than the room temperature, irrespec- 
tive of the location. Vegetables and 
fruits stay fresh for around a week, 
he claims. 

Prajapati has sold over 1,200 
Mitticool refrigerators. On every fridge 
priced at Rs 2,500, he earns a profit 
Rs 400. In 2009, he launched a Mitti 
cooker. He has also sold over 20,000 
non-stick tawas priced at Rs 100 
each. He has filed a patent for the 
Mitticool fridge. © 


THE OTHER 


INNOVATORS 





Milk Master Machine 

Helps farmers in milking cows and 
buffaloes hygienically. Easy to 
operate. Launched in 2006, 
around 1,000 pieces have been 
sold so far in India, Thailand, Sri 
Lanka, The Philippines and Nepal. 
The manual one costs Rs 10,605. 
Innovator: Raghav Gowda 


Air-driven Car Kit 

Sends pressurised air into the 
cylinder of a car to drive the 
pistons and the transmission. Not 
available commercially. It is yet to 
overcome some issues regarding 
storage and availability of 
pressurised air. 

Innovator: Puli Ravi Kumar 


IP Green Switch 

You can use this over a telephone 
line-mobile or landline-to 
operate home appliances, 
security devices and water pumps 
from other locations. The basic 
equipment costs Rs 1,500. The 
mobile handset is extra. Ten 
devices have been sold. 
Innovator: Prem Singh Saini 


Biomass Gasifier 

Gasifier generates Producer Gas 
from biowaste and uses it to run 
an engine. Price: Rs 1,25,000 for 
10 KW unit, Rs 3,25,000 for 35 KW 
one. Over 50 units sold so far. 
Innovator: Rai Singh Dahiya 


Portable Multipurpose 
Fruit Processing Machine 
The device can sterilise, pul- 
verise, boil and extract gel/oil 
from the fibrous husks of leaves, 
flowers, herbs, fruits, vegetables, 
groundnut, spices, etc. The unit 
can process 100 kg of aloe vera 
in an hour. Priced at Rs 1.2 lakh 

a piece, 12 units have been 

sold so far. 

Innovator: Dharamveer Singh 


A SINGLE PASSION IGNITED 
QUENCHES A BILLION THIRSTS 


A leader in water management, we aim 


to make a visible difference to millions 


= in India, and across the world, on the 
—|ELECTROSTEEL 
CASTINGS LIMITED strength of our philosophy - the principles 


An ISO 14001-2004 & 9001-2000 Company we believe in and the values we live by. 
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Marketing communications firms are working out innovative ways to allow 
upcountry consumers to develop an appetite for branded products and services. 


ANAND ADHIKARI 


onth: May 2009, 
Location: Kama- 
reddy, a town about 
100 km off Hydera- 
bad in Andhra 
Pradesh. As the mercury soars past 
40 degrees Celsius, some 120 
local youth with portable pvp play- 
ers and screens strapped on their 
chests move from door to door. The 
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task: Each "communicator" has to 
persuade members of the house- 
hold to sample Hindustan Unilever's 
Bru instant coffee. Each commu- 
nicator has a target of knocking 
on 50 doors a day. 

Kamareddy has some 60,000 inh- 
abitants, most of whom are engaged in 
cotton, paddy and chilli farming. The 
penetration of instant coffee is woefully 


low here—as it is in most of the non- 
urban districts in the south—with 
tea and filter coffee being favoured 
more. And, where instant coffee is 
consumed, it is Nestle's Nescafé brand 
that is preferred. "This means that 
we have to transmit three different 
messages that are aimed at three dif- 
ferent groups of beverage drinkers,” ex- 
plains Samir Gupte, Country Head at 


Ogilvy Outreach, the rural market- 
ing arm of o&M conducting the sam- 


pling exercise. 

But this isn't just any garden var- 
iety sampling exercise. Rather than 
the communicators attempting to 
convince households to taste the 
brew, Ogilvy Outreach is relying on 
DVD films to drive home the message. 
The reason, as Gupte points out, is 
that different communicators have 
different communication skills, mak- 
ing it difficult to standardise the mes- 
sage delivery at the ground level. So 
the rural marketing firm decided to 
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use a simple technology to standardise 
the message through a pvp player 
loaded with three films aimed at dif- 
ferent types of drinkers. Depending on 
the beverage consumed in a house- 
hold, the relevant film was played. 
It worked. Simple curiosity 
makes it difficult for residents to turn 
back the communicators. Over five 
months, Ogilvy Outreach reached 
out to some 1 3-lakh rural house- 
holds across 835 villages in the two 
southern states of Andhra Pradesh 
and Karnataka leading to faster sales 
of Bru instant coffee in this region. 
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Nokia, Ericsson, Qualcomm 
are developing technology for 
rural value-added services 
like agri-related information. 
Reuters is also providing data 
on weather and commodity 
prices through mobile 

phones to farmers. 


General Electric is studying 
water and energy solutions. 
The focus is to provide clean 
drinking water and energy- 
efficient power solutions. 


IT companies are developing 
software that makes rural 
launches viable. For instance, 
cattle-tagging has made cattle 
insurance viable now as an 
embedded software chip 
tracks the lifecycle 

of the livestock. 


Healthcare and pharma are 
getting increasingly active 
with Novartis launching its 
Arogya Parivar (healthy 
family) programme, Aventis 
looking at making diabetic 
care affordable and 
Ranbaxy hiring in a big 

way in rural India. 
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"The days of one-off events have long gone. The corporate sector is now focussing on 
building scale and getting a return on investment in the rural marketplace" 
SANDIP BANSAL Country Head, Xpanse Asia 


The pvp initiative will now be rolled 
out across the country. 

It's not rocket science—just some 
out-of-the-box thinking that's helping 
marketers come closer to consumers 
upcountry. And like Ogilvy Outreach, 
a clutch of rural marketing firms such 
as Linterland, Xpanse Asia, Mart, BIG 
Live and Rural Relations is devising af- 
fordable, easily-executable and scal- 
able models, across multiple media, to 
connect with rural consumers. "The 
model today is to educate, engage. 
and then penetrate," says Sujit Nair, 
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President of Linterland, the rural arm 
of advertising agency Lintas. 

FM Radio is one of the newer me- 
dia that's being used to exploit the 
rural opportunity. Reliance Media 
World's newest venture, BIG Live 
(which also does rural marketing, 
besides entertainment), is perhaps the 
FM radio industry's first attempt to 
use FM stations to send messages to 
the hinterlands. "What we bring to the 
table is the ability to amplify through 
the radio medium,” says Rabe T. Iyer, 
Business Head (Allied Businesses) at 





Consumer connect: HUL's door-to-Bru-coffee initiative through à DVD film 
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Reliance Media World, which owns 
the radio channel, BIG 92.7 eM, and is 
present in 45 circles in 20 states. 
Here's how: Last October, the rural 
division of nic Live got its first big client. 
Public sector oil major Hindustan 
Petroleum wanted to spread its message 
of safety via its campaign Suraksha 
Sanchetana Abhiyaan (safety awareness 
campaign). People in a particular village 
or town were bombarded with repeat 
announcements about the campaign 
on the radio. But the communication 
didn't end there. The radio blitz was 
followed up with three specially- 
designed Ac buses, fitted with large 
LCD TVS, pulling into these villages. The 
message of safety was reinforced on 


these screens—along with plenty of 


entertainment. "The ground activity 
reached out to a large number of peo- 
ple and the radio amplified the mes- 
sage," says a beaming lyer. The bus 
covered about 80 cities, towns and vil- 
lages in 23 states across India between 
October and January this vear. 

For fast-moving consumer goods 
(FMCG) marketers, rural markets have 
always been a bread-and-butter propo- 
sition. The perennial challenge, how- 
ever, is how to penetrate deeper—and 
keep the rural consumer interested. 
Nestlé, for instance, recently launched 
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Ready for Possession 
No waiting. Start right away. 


Proposed Green Building Concept 


Anant Raj 


Available on Lease 
Most affordable. Great value 


Located in Manesar | naru 
Next to the IT hub, Gurgaon LJ £ B N 
Fully Equipped Meneses Haryana 


A fun-filled workplace 
If you are ready for IT. We are ready with it. 
India has made its mark in the world of IT and Manesar is one such 


graphisads 


Furnished options also available 


iive. — a destination that enjoys the distinct advantage of being the finest location for 
the IT companies. Techpark offers world-class infrastructure and a perfect 
Built by Anantraj setup where you can aspire to be a winner all the way. 


Unmatched reputation & trust. 
* 10 Acres Plot + Floor Plate 1,00,000 sq. ft. + Total built up area 1.8 Million sq. ft. + Total Surveillance 24X7 + Eco-friendly & Energy-efficient 


+ Three-tier Parking + Business Lounge * Health Centre + Service Apartments + Conference Facilities + Centrally Air-Conditioned * Power backup 
+ Earthquake Resistant Structure + Close to IT & BPO Hubs of Gurgaon + Integrated Selt-sustaining complex 





ANANT RAJ INDUSTRIES LIMITED 


Corporate Off.: ARA Centre, E-2, Jnandewalan Extn., New Delhi - 110 055 For enquiries call : +91-9999999078 Ajay *91-9810585435, Rahul *91-9971692420 
Fax: +91-11-43559111 E-mail: leasing@anantraj.com Site Address : Plot No. CP1, Sector-8, IMT Manesar. 
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a brand called Maggi Rasile Chow, 
targeted specifically at rural India. As 
vou read this, the Indian arm of 
Publicis Groupe's rural marketing 
firm Xpanse Asia has launched an 
army of chefs into the villages of 
Bihar, Madhya Pradesh, Rajasthan 
and Uttaranchal to instruct rural 
folk on how to cook these noodles. 
“The idea of this exercise is also to tell 
them about Maggi's nutritional con- 
tents," says Sandip Bansal, Country 
Head, Xpanse Asia. 

Meantime, FMCG brands are finding 
new ways of reaching out to villagers. 
This summer, Heinz is going all out 
to market its energy drink Glucon-D in 
the rural market. It is hawking the 
glucose drink the same way that ice 


"Our fundamental 
difference is speed to 
market and scale. What we 
bring to the table is the 
ability to amplify through 
the radio medium" 


RABE T. IYER Business Head 
(Allied Businesses), Reliance Media World 
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“We are using technology 
to communicate with rural 
consumers, and also do 
interactive communication 
over a period of time” 


SAMIR GUPTE Country Head, 
Ogilvy Outreach 


cream is sold—through specially- 
designed handcarts and motorised 
carts. Salesmen with a colourful con- 
tainer filled with Glucon-D on their 
backs roam villages of Uttar Pradesh 
and Bihar, doling out samples. 

New industries, too, are resort- 
ing to marketing innovations to gain 
ground in the backwaters. For Icici 
Prudential Life Insurance Co., Ogilvy 
Outreach decided to spread aware- 
ness through children, who would 
eventually take the message back 
home to their parents. icici Pru 
launched Pragati Ki Anokhi Paathshala, 
an initiative to give village kids exp- 
osure to learning concepts through a 
workshop. They started with memory 
enhancement techniques, logical rea- 
soning, Vedic mathematics and other 
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learning activities. The initiative has 
been taken to 250 towns across India 


covering half a dozen states and 
reaching out to about 68,000 chil- 
dren and their parents. 

General insurers, too, see hope in 
the hinterlands. Consider a category 
like cattle insurance, till recently 
unviable for general insurance firms 
because of false claims and the lack 
of a system to track the lifecycle of 
the livestock. The recent introduction 
of radio frequency identification and 
barcode tags can help insurers track 
the livestock remotely, making cat- 
tle insurance viable. Noida Software 
& Technology is one company that is 
working on such barcoding of cattle. 
At another level, Reliance sic Live is 
working with mobile service 
providers to provide rural mobile 
radio to reach out to villages not 
covered by FM radio networks. “This 
will serve as a medium to connect 
with consumers deep in India," says 
Iyer. Clearly, rural India is becoming 
more approachable, more con- 
nected—and a more feasible propo- 
sition for marketers. © 
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The world needs better and more affordable healthcare. That's why 
we've developed better technologies and more efficient IT solutions. 


With life expectancy on the increase, healthcare is becoming more expensive. We offer innovative solutions to improve the quality of care and streamline 
Ono 


hospital processes before, during and after treatment. From imaging and lab systems that help provide more accurate diagnosis to manag 


more efficiently, we can save money that can be put to better use — saving lives 
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BACK ON 
A ROLL 





Demand for computers and tech gear goes into an 
overdrive in India, catching vendors such as Dell and 
Acer by surprise. That happy state is here to stay as 

government ramps up spending like never before. 

RAHUL SACHITANAND 






he rising prosperity of 
the Indian middle class is 
showing up in the way 
it sleeps and has Pertish 
Mankotia hassled. 
Spring-coiled mattresses are selling by 
the thousands and the Head of 
Information Technology. or iT, at 
Sheela Foam, better known for its 
Sleepwell brand, has been busy as his 
company pushes into a sales overdrive. 

Mankotia has been spending long 
hours with Sheela's rr vendors rapidly 
upgrading the company's creaky com- 
puting hardware—built around five- 
vear-old servers, typically with soft- 
ware and hardware bundled together 
for specific applications. Sheela has al- 
ready replaced three servers and is 
buying at least a dozen personal com- 
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puters, or Pcs, a month. 

"There is a firm recovery in 
progress and we need to be prepared to 
tap this revival," says Mankotia. While 
tech budgets may have been frozen 
or, as in the case of Sheela, shrunk at 
the trough of the economic slowdown, 
a rebound in business has rr man- 
agers across India Inc. scrambling to 
replace and upgrade ageing hardware. 

Brisk spending by Mankotia's fra- 
ternity in India is causing ripples in 
Austin, Texas, in the us, home to com- 
puter maker Dell, which is struggling 
to regain its second spot in global 
sales after Taiwanese rival Acer over- 
took it in late 2009 to rank behind 
market leader Hewlett Packard (ur). 

In India, it's a pleasant contrast 
for Dell. In the past three years, the 





EE ARDE/ COUNTRY 
GENERAL MANAGER, DELL INDIA 


“The industry is due for 
a refresh cycle and we 
see strong growth 
across large enterprise 
segments...” 
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..and India is now a hotspot 
in global tech market. 
In the October '09 quarter, PC sales 


crossed two million. It got even 
better in January-March. 


The upturn is broadbased-from PCs 
to servers and other tech gear. 


| New releases-Windows 7 and Office 
2010-plus refresh buying of 
hardware is also stoking demand. 
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company has gone from be- 
ing a one-trick pony focussed 
on just sales to large busi- 
nesses, also referred to as en- 
terprises, to serving small busi- 
nesses. It is also aggressively 
attacking lucrative long-term 
government contracts, and, 
more recently, making deep 
inroads into the home-user PC 
market. In making this tran- 
sition, Dell India's sales have 
surged to an annualised $1 
billion, or Rs 4,500 crore, and 
it has vaulted to the top place 
in the fast-expanding "note- 
book" segment, overtaking HP. 
In desktop computers, Dell 
ranks second behind Hp. 
Much of this resurgence 
has happened in the con- 
sumer market. Dell has, over the past 
year, opened new retail outlets, 
launched 17 new models, increased 
its service centres from two to 14, 
and, to increase its reach, has ex- 
panded into the indirect sales chan- 
nel through distributors. “This has 
helped Dell reach over 300 towns, 
through 5,000 partners, something 
that it didn't have until early 2008,” 
says Sameer Garde, who runs Dell's 
India business, which still depends on 
enterprise customers for the bulk of its 
offtake. “The industry is due for a 
refresh cycle and we see strong 
growth across large enterprise seg- 
ments, including manufacturing, 
telecom and financial services.” 
Not only do pcs make for the 
biggest segment (up to 45 per cent by 
revenues and 90 per cent by unit sales) 
in the computing hardware market— 
estimated at Rs 55,926 crore in 2009 
by researcher International Data Corp., 
or iDc—their sales are also seen by 
companies and analysts as a bellwether 
for the fortunes of the broader tech 
hardware industry, including servers, 
storage and networking equipment. 
To take on market leader ur, Dell 
has added new initiatives to its mar- 
keting mix, says the firm's Consumer 
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Business Head Mahesh Bhalla. For 
example, Dell has introduced a 
Complete Cover option for customers 
priced at Rs 800, which allows them 
free repairs or replacement for Dell 
machines in case of any accidents— 
think of coffee spilt on a keypad. 

Dell has the most extensive home 
servicing network in India, Bhalla 
claims, as also wide pricing options. 
“We have created specific product 
lines for each demographic—with 
products costing as little as Rs 19,000 
to a few lakh for luxury customers.” 

Elsewhere, Acer India's Marketing 
Chief S. Rajendran says the jump in PC 
demand in recent months has been 
even stronger than in end-2009. 
"The January-March quarter and 
March have been the best in Acer 
India's history," he says. Data for the 
January quarter, which saw a big 
spurt in enterprise buying, are yet to 
be published. But, if the preceding 
quarter—when rc sales crossed the 
two-million-units mark for the first 
time—is anything to go by, the three 
months to end-March will likely make 
for a new record. Sales growth was as 
high as 90 per cent for netbooks, the 
lightweight, inexpensive laptop com- 
puters designed primarily for Web 


applications, in the October- 
December months. 

Firms like Acer gained with 
the introduction of Intel's N450 
processor for low-end laptops that 
opened up new markets among 
small businesses, homes and small 
office home office, or sono, buyers. 
Acer wants to regain its global 
rank in India, too. "We want to be 
among the top two players in the 
overall pc market (in India )," says 
Rajendran. 

For good reason. India is a 
hotspot in the global tech market. 


S. RAJENDRAN / CHIEF MARKETING OFFICER, ACER INDIA 
"We want to be among the top two players 
in the overall PC market in India" 


After a prolonged slump in 2008 and 
the first half of 2009, global pc sales 
scrambled to a growth of 2.3 per cent 
from the third quarter of 2009 and 
then gathered steam to grow around 
15 per cent year-on-year in December, 
according to ic data. 

In India, the market recovered ear- 
lier and more sharply. with rc sales 
rising around 25 per cent in the third 
and fourth quarters of 2009. In step 
with the revival, nc Infosystems, the 
largest Indian vendor of computers, is 
reviving its 15-year-old Beanstalk pc 
range, starting at Rs 39,990. “Desktop 
pcs account for 60 per cent of the Indian 
market and the segment is growing 
around 3.4 per cent annually on a 
large installed base,” says George Paul, 
Executive Vice President, HCL 
Infosysystems. “With just 30-35 com- 
puters per 1.000 people, pcs will be 
the route to a deeper computer usage.” 

Another factor driving a strong 
recovery in pc buying, says Diptarup 
Chakraborti, Principal Research 
Analyst at tech research firm Gartner, 
is new software releases from Microsoft 
and refresh buying in hardware. 
Vendors like Dell and Acer are 
stretched but happy to be caught 
breathless by the surge in demand. 
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Boom not Just Confined to PCs 


Government, SME businesses spur the demand for servers and other tech hardware. 





he current step-up in tech 
T demand is only the 

start of a big change in the 
buying of such wares in India, 
many in the industry believe. Manoj 
Chugh, President, India and sanc, 
for data storage company emc, 
says budgets, which were tight for 
the first half of 2009, are easing. 
Sales of servers, which had been in 
a slump in India since late 2008, 
grew 30 per cent year-on-year to 
27,000 units in the December 
quarter-making for a record three 
months in the industry. 

Alok Ohrie, Director, Systems 
and Technology Group, IBM 
India/South Asia, says: "IBM's 
overall server revenues in India 
have grown 58 per cent quarter- 
on-quarter (December quarter 
over the one ended September 
2009)." Rival Hp does not release 
India numbers but the company's 
Director, Industry Standard 
Servers, India, Rajesh Dhar, says 
India contributed strongly to 


DIRECTOR, 
IBM INDIA/SOUTH ASIA 
“IBM's overall 
server revenues 
in India have 


grown 58 per 
cent quarter- 
on-quarter" 


boosting server sales in the sric 
nations (Brazil, Russia, India and 
China) to 41 per cent more in 
2009 over 2008. In India, adds 
Dhar, "we are seeing strong de- 
mand from customers in the tele- 
com, banking, government and 
public sector markets". 

Perhaps the biggest tech 
hardware buying over the next 
five years will come from large 
government projects. Different 
arms of the Union and state gov- 
ernments will contribute to a near 
12 per cent expansion in demand 
in 2010 to Rs 62,400 crore, pre- 
dicts IDC. "The government is 
making significant investments in 
the National e-Governance Plan, 
uip project, e-Passport initiative 
and the National Rural 
Employment Guarantee Scheme," 
says Naresh Wadhwa, Country 
Head for networking gear giant 
Cisco. "Mega events such as the 
2010 Commonwealth Games are 
also likely to spur infrastructure 


development and thereby it and 
telecom growth," he adds. Projects 
such as the uip and the current 
National Census, reckons Gartner's 
Principal Research Analyst 
Diptarup Chakraborti, will spend 
half of their outlay on hardware 
(Rs 50,000 crore for the ui). 

India's public sector firms, 
reckons Springboard Research, will 
spend over $5 billion annually by 
2011 on technology, up from $3.1 
billion in 2008. 

A large swathe of businesses- 
small and medium enterprises- 
across India as also sectors like 
banking and manufacturing will add 
to this market. Small businesses in 
India, shows data from am 
Partners, a New York research and 
consultancy firm, will spend nearly 
$4.5 billion on tech hardware in 
the next three months alone. 

In addition, companies are 
now increasingly focussing on 
opting for modular platforms 
with lean computing assets in- 
house and dependence on the 
Internet-based hardware and 
software or cloud computing. 
"As cloud computing goes main- 
stream we think Indian enter- 
prises will lead the way in re-ar- 
chitecting the conventional data 
centre to ride this wave," says 
Chugh of emc. Dell aims to get a 
fifth of its clients globally on to 
cloud-based solutions. A new 
server line by iam promises to 
halve the number of servers re- 
quired for a given task and cut 
storage costs by 97 per cent. 

The writing on the wall is clear: 
capitalise on government spending 
and new business models if you 
want to ride the new wave of tech 
demand in India. © 
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TIM ARMSTRONG 
CHIEF EXECUTIVE/ AOL 


$$No One Owns t 
Future of the Net 
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ec merger from media powerhouse Time 
Warner, which played second fiddle to aot 


s the us head of ad sales at 
Google from 2005 to 2009, 
| Tim Armstrong had a 
| spectacular innings. He was 
the bridge between techies in 







Silicon Valley and the ad world centred 
around Madison Square in New York— 
and was instrumental in growing the 
search giant's revenues from $ 19 million 
in 2000, when he joined Goagle from 
snowball.com, to over $23.6 billion 
when he left. 


0 of America Online 
39 has slashed costs 






in a $182-billion merger in January 
2000, Armstrong is readying AoL for 
new opportunities in an ever-evolving 
Internet. Excerpts from an interview 
with Rahul Sachitanand: 


Why did you leave a flourishing . 
Google to join a floundering AOL? 
What got me out of my chair at 
Google to Aot was a belief that the 
Internet of the future is going to be 
about deeper and richer Internet ex- 
periences. (AOL's) performance had 
been poor, but what I saw was the op- 
portunity to connect the strong 
brand——and its suite of products— 
to where the Internet itself is headed. 


The timing of your transition was 
interesting given the bitter part- 
ing between AOL and Time 
Warner. The numbers around AOL 
weren't good... 

I think Aor has a global brand, which 
is an incredibly expensive proposition 


to build. There are only a handful of 


global brands right now. Second is 


the bouquet of properties Aor, had. I 
came to AOL to not incrementally push 
it, but actually take a quantum leap 
forward. At this point no one owns 
the future of the Internet and who (at 
any given point in time) is successful 
keeps changing. Hopefully, it’s our 
time to be successful again. 


Do you think there are lessons for 


AOL-TW merger that unwound? 


Google did a fairly good job of inte- 
grating its acquisitions. I think it takes 
a lot of planning and lot of energy 
and it's all about the people. I think the 


reverse of that was true with Aor- 
Time Warner...I think the merger 


was all about people and there was a 


lack of willingness from both sides to 
make the deal work. And. that was a 
doomed merger. 


Soon after you joined AOL you cut 
headcount, slashed operating costs. 
Was such drastic action required? 

I think ao. has to be competitive. Aot. 
was not competitive at the cost base 
it was at and frankly it was a lot 
slower than it needed to be. I think by 
executing on the cost reduction ($300 
million) we have a good shot at the 
turnaround of the company. Without 
this reduction it would have been 
incredibly hard. 


How far down the road is this 
turnaround? 

It is going to be a multi-phase turn- 
around. We are in the first or second 


tion even if it's technology-based 





phase right now and I would say we 
are less than half-way through the 
turnaround. 1 think we're on the right 
path and the remaining bit is focussed 
on execution. 


One of the things you did to res- 
cue AOL was to cut back on your 
International presence. Will you 
roll back into global markets now? 
We cut back on some of the interna- 
tional markets to make sure we could 
refocus on our content and ad plat- 
forms. We are rebuilding much of 
this infrastructure and through 





we will re-launch in some of these 
markets in the next couple of years. 







We don’t want to bet the com- 
pany's future on any one acquisi- 


and tucks into our strategy. Studio 
Now, which was a deal we just 
completed, fits squarely with our 
company strategy and focus on on- 
line video. one of the most promi- 
nent areas of focus for the Internet. 


You spoke about a $20-billion ad 
opportunity recently. Tell us more. 
Consumers are migrating to the dig- 
ital medium much faster than adver- 
tisers are. So, you have a case where 
advertisers need to transition this gap; 
estimated to be a $10-30 billion op- 
portunity. We think it's about $20 
billion. We believe we are well posi- 
tioned based on what consumers and 
advertisers want...which is a deep, 
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rich, content-based experience and 
one which is scalable. If we do a good 
job on this we can capture a fair share 
of the next phase of the Internet and 
online advertising dollars. 


AOL seems keen on hyper-local 
search. How will this segment 
shape up? 

There's already a business opportunity 
out there. I think hyper-local is im- 
portant for two reasons. One, it has an 
impact on everyone's life, regardless of 
which industry you are in. Two, it's a 
market we think is under-served, with 
a large information gap. which we 
can target. Also, from a dynamic point 
of view, you have a large amount of 
information but you're seeing com- 
panies serving this industry start to 
limit their investments. 


Will Indian local search-there are 
quite a few out there-make for 
competition? 

Local for us is not a search play but a 
content play. We're putting a lot of in- 
frastructure-investment into these com- 
munities...there's a lot of web-scrap- 
ing and user-generated content, but 
we're creating high-quality curated 
hyper local content. 


Are you hiring people to create this 
high-quality content or are you re- 
lying on someone else's content? 
We will create it ourselves; we have 
a mix of people consisting of teams 
that get stuff online—we digitise a 
town before we start work on it— 
and then we drop a full time editor 
into the town to act as the local con- 
tent creator-curator along with local 
freelancers. 


You launched a new India portal 
aol.in in 2007. Given the global 
slowdown how has it performed? 
The timing, in general, was a prob- 
lem. We are looking at brands that 
can win. We plan launching signifi- 
cantly differentiated portal experi- 
ences in the future. We are going 
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e AOL's glory years were 1995 to 2000: revenues grew from 
—— Stbnto $8 bn, audience from 4.8 million to 26 million. 


—— Tom Hanks-Meg Ryan starrer. 


e Positioned itself as a provider of Internet access 
.. and pioneered chat and conference rooms. 


shi? 


e Its "You've Got Mail” tagline was key in eponymous 





e A S182-billion acquisition of Time Warner in 


_ January 2001 shot AOL to corporate fame. 
e. Merged entity posts a staggering $98.7 billion loss 


—— for 2002-the biggest in US history at the time. 
‘© The spread of broadband made a big dent in 


— AOL's dial-up access business. 


YA e 
LI 


@ AOL spun off from Time Warner in | 


e New CEO and former Google exec Tim Armstrong 
— wants AOL to focus on premium content. 


through the process in real time. 


Are portals significant anymore in 
the age of Facebook and Twitter? 

Portals are still relevant and they are 
also a growth category. There are 
certain Internet experiences that por- 
tals satisfy better. On the social net- 
working side of things, the market is 
growing quickly and it’s an opportu- 
nity for us to distribute content. 


How does the mobile phone figure 
in your plans for India? 

Our investments are focussed on plat- 
forms around feature-rich phones. We 
will focus on mobile-first platforms in 
India, since among the younger gen- 
eration, the first experience of the 
Internet is on the mobile phone. 


One of AOL's two global network 
operations centre is based in India. 
Where does the country really fig- 
ure in your strategy? 

India is an end-to-end market from 
consumer-facing products to net- 


ate 2009. 


Steve Case 
ex-CEO, AOL 





work operations. India has been 
transitioning from—what started a 
decade ago-a customer service cen- 
tre, which we sold to Aegis in 2003, 
to becoming our most sophisticated 
office in Bangalore in terms of talent 
and energy level. 


Is AOL's biggest problem its per- 
ception as an American and not a 
global brand? 

I think you will be surprised by that 
..it was my perception too when | 
first came aboard. When you travel to 
Asia, West Asia and Europe you will 
find Aot is a global brand, recognised 
by people around the world. 


How hard it is to sell your vision 
for AOL to investors who've 
seen the company at its peak? 
We've spoken to them on road- 
shows and I think two things be- 
came clear. AOL investors tend to 
be long term and secondly we 
earned positive feedback for our 
new strategy. © 
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The Audacious 


Singh Brothers 





Malvinder and Shivinder Singh shocked India Inc. when they sold out Ranbaxy 
two summers ago. Their next stunner: build a financial giant with $100-billion 
assets and grow what is already Asia's biggest hospital chain. satin s. DAGAR 


ith Rs 10,000 crore, you 
could buy two cus- 
tomised Boeing 787 jets, 
a 400-foot yacht, a cas- 
tle in Scotland, an island in the 
Mediterranean, take the family on a 
surprise space trip. and still have 
much of what vou started with left in 
the bank. But when you have spent 
most of your adult years in post- 
reforms India brimming with ambi- 
tion, have oodles of purpose. and 
want to shut up critics who say you 
recklessly sold a family enterprise 
built over nearly six decades, vou 
take a different road. 

You spend it attempting to build 
an empire bigger than what your 
father left you. 

Meet Malvinder Singh and 





younger brother Shivinder, who are 
building an empire where resources 
are not on budget. Nor is ambition 
or the guts to take gambles. "By na- 
ture, I am a risk taker but I am not 
reckless," says the first-born of 
Parvinder Singh, the late Chairman of 
Ranbaxy Laboratories, who's cred- 
ited with building the market-lead- 
ing drug maker. "I am in no hurry 
to spend the money. We will use it 
wisely and strategically." The money 
Malvinder is referring to is some 
Rs 10,000 crore from the sale of more 
than 35 per cent stake in Ranbaxy 
to Daiichi Sankyo, Japan's third-largest 
drug maker, in June 2008. 

A quick take first on the Singh 
brothers’ motley conglomerate that is 
making bold buyouts and broadly 


THE VALUE AT SINGH BROS & CO. 


evolving along two strong, distinct 
lines: healthcare and financial serv- 
ices. Fortis Healthcare, the umbrella 
company under which acquisitions 
worth Rs 4,027 crore—of Wockhardt 
Hospitals and Singapore's Parkway 
Holdings— have been made in the 
last nine months, has raced to the 
#1 slot among hospital chains in 
Asia. In doing so, it has overtaken 
domestic rival Apollo Hospitals 
Enterprise Ltd, top dog in the industry 
in India since 198 3. 

Religare Enterprises, a financial 
services powerhouse in the making, 
too, seems to be hitting its stride. It 
intends growing its $6.5 billion assets 
15-16 times in three years. A wild 
dream? Not really—Religare came 
within snatching distance of American 





Parkway Holdings“ Religare Enterprises " Fortis Healthcare «eo 
RS 3176.32 cr YU WWW "RS OAO cr M Ms608.41cr 
lg Rs 382.44 cr YUU RSs $5.39 cr H Rs 43.34 cr 


Market Cap: RS 11,858 cr 


Listed in Singapore, Parkway has a pan-Asia footprint. 
with 16 hospitals across Singapore, Malaysia, India 
and China. Figures converted from Singapore $. 


Market Cap: RS 5,253 cr 


Global financial services group with 10,000-plus 
employees and over a million clients across Asia, 
Africa, the Middle East, Europe and the Americas. 


Market Cap: RS 5,240 cr 


Fortis Healthcare currently has a network of 46 
hospitals across India-spread across 16 cities 
in 1l states. 


ii Revenues WlProfit MLoss 
* Revenue and profit figures for year ending December 2009, ** Revenue and profit figures for year ending March 2010, Other figures are for nine months ending Dec. 2009 
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The grin gets broader: 
Shivinder Singh, Sunil 
Godhwani and Malvinder Singh 





International Group's (^i6's) fund sets within three years—putting it in ties—Religare, Fortis and software 


management business with some $89 the league of companies such as solutions firm Religare Technova—to 


, 


billion assets in 32 countries. Richard American Express. day is double the Rs 5,000 crore val 


Li, son of Hong Kong billionaire Li Now that Malvinder. 38, and uation thev enjoyed at the time of the 


Ka-Shing. walked away with that 
deal for just $500 million but Sunil 
Godhwani, the man driving Religare, 
is not fazed. He is confident that he will 
have a business of $100 billion as- 


Shivinder, 35, and key lieutenant 
Godhwani, 46, have your attention, 
read on. The markets spotted the 
Singh Empire-II early: the combined 


market cap of the group's listed enti- 


Ranbaxy sale. The Bombav Stock 
Exchange's benchmark index has 
risen about one-tenth since. The most 
telling is the way the markets value 
Fortis. In fiscal 2010, its price to earn- 


Religare TechNova 
Global Solutions 


ms 14.77 cr 
H Rs 1.93 cr 


Market Cap: RS 74 cr 


The Technova umbrella includes Religare Technova 
Globa! Solutions. It provides enterprise software 
solutions to capital and financial markets. 


Religare TechNova 


Unlisted Companies 


Super Religare Labs: Formerly SRL 
Ranbaxy, the pathology lab network has 5 clinical 
reference lab set-ups, nearly 50 satellite labs 


Religare Wellness: Formerly Fortis 
HealthWorld, the health stores under this banner 
will aim to meet all the family's health needs 
Religare Voyages: Holding company in 
integrated aviation and travel. The air charter 
business operates through Religare Aviation 
Religare Technologies: The infotech 
services company employs over 2,000 people 

in over 10 countries 


Rs 2.39 cr 


Market Cap; Rs 287 cr 


Is the holding company for the IT business 
The offerings of the company are divided into 
Products and Services. 








Source: Bombay Stock Exchange, company websites as of May 7, 2010 
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THE SINGHS' BUYOUT RUN 





ACQUISITION COST ACQUIRER MONTH/YEAR 
HichensHarriso^^ Rs 448 cr Religare Enterprises Apr. 2008 
Lotus Mutual Fund ^ Undisclosed" Religare Enterprises Oct. 2008 
MHDFC" Rs93cr Religare Enterprises May 2009 
Wockhardt Hospitals ^ Rs 909 cr Fortis Hospitals Aug. 2009 
Northgate Capital LLC Rs 1,000 cr Religare Enterprises Feb. 2010 
DassaultFalon7X ^ Rs 155 cr'' Religare Voyages Feb. 2010 
Parkway Holdings Rs 3,fi8cr Fortis Hospitals Mar. 2010 
Vae n MI 


ings multiple was 75.7 compared to 
Apollo's 31.5, and the current 
financial year's ratio, estimated by 
online trading house icici Direct, is 
close to 40 versus Apollo's 23.5— 
implying the markets are reposing 
faith in faster growth and better 
profitability at Fortis. 


Health Ahead 

The Malvinder-Shivinder-Godhwani 
trio has a demonstrable head start 
in Fortis (the Parkway deal increased 
Fortis’ hospital bed count by 40 per 
cent to over 10,000). With just nine 
beds for 10,000 Indians (the global 
average is 40), Fortis operates in a 
hugely under-hospitalised market. 
As urban incomes and disease 
incidence rise in the country—India 
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already has the most diabetics in the 
world and will have the highest 
cardiac patient population in the 
coming years—Fortis and other hos- 
pital chains will be in an enviable 
position given that 80 per cent of the 
market is serviced by private hospitals. 
In the next three years alone, de- 
mand in hospital and allied sectors 
will more than double to touch $77 
billion revenues by 2012, most of it 
met by private hospitals, according to 
a November 2009 study by yes Bank 
and industry body Assocham. 

With the Parkway acquisition, 
though. Fortis, which closed the nine 
months to December 2009 with 
Rs 608 crore revenues, is training 
its eyes beyond India in its quest for 
what Shivinder, the company's 


both these worlds and Parkway, 
Shivinder reckons, is the best vehicle 
to do that. One key concern for Fortis, 
for instance, has been transferring 
expertise on procedures like bone 
marrow transplant or use of stem 
cells across its chain. "Parkway has 
marquee hospitals as part of a chain. 
And they have a model of transfer- 
ring iP (intellectual property) across 
the chain," says the younger Singh. 

Add to that the medical value 
travel (read: medical tourism) market. 
About 40 per cent of Parkway's pa- 
tients come from this segment as 
against a mere 5-7 per cent for Fortis. 
On the other hand, Fortis can help 
Parkway with its emerging markets 
model that hinges on low cost yet 
delivers high quality services at mul- 
tiple price points. “Our productivity is 
probably the highest in the world, 
and we can help, especially as 
Parkway expands," he says. 

That could help dent some argu- 
ments that Fortis may have overpaid 
for the Parkway buy. When the news 
of the acquisition—at a price four 
times revenues and 23 times operat- 
ing profits forecast for calendar 2010 
—broke, it was dubbed a "tad expen- 
sive” by brokerages such as Citigroup. 
CLSA Asia Pacific Equities downgraded 
the Parkway stock to ‘underperform’ 
after noting that its “valuation up- 
side looks limited given the business 
fundamentals”. 

Others see gold in the medium to 


“We have the ability to give two 





global brands out of India" 


Malvinder Mohan Singh, Chairman, Fortis Healthcare and Parkway Holdings 


Managing Director. calls a "global 
healthcare delivery model". The prob- 
lem with the model is that there are 
no known prototypes—globally, 
either you have hospital chains ad- 
dressing basic needs or you have 
standalone premium marquee hos- 
pitals. Fortis is attempting to straddle 


long term. "We believe this acquisition 
would give the combined entity the 
benefit of an unparalleled medical 
talent pool in Asia and also access 
to best-in-class practices," says ICICI 
Direct analyst Rashesh Shah. 
Singapore analysts also believe that 
the deal will lead to Parkway's 


EBITDA 


108% 
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Consolidated Financial Highlights for FY 10 


All figures in Rs. Crore 
FY 2009-10 FY 2008-09 
NET SALES 7,350 5,740 


EBITDA 1,319 635 
PAT 214 
Cash PAT 357 
EPS (Diluted)- Rs./Share 
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“Wockhardt was the most obvious fit for us. After 
the IPO did not work out id to 


done deal.' And, 


, isa 
it fit like a glove." 


Shivinder Mohan Singh, MD, Fortis Healthcare 





associate, Parkway Life Reit, a listed 
real estate investment vehicle, even- 
tually acquiring the real estate as- 
sets of Fortis. However, regulations 
and the management view on that 
are not vet clear. 

The Singhs are steadfast in their 
belief. Fortis has been pegging away 
at Parkway shares through mar- 
ket purchases, raising its stake to 
24.8 per cent. That could well go up 
to a shade below 30 per cent, the 
threshold beyond which Singapore 
requires acquirers to make an open 
public offer in the case of companies 
listed there. 

Further, to juice out group syn- 
ergies, Malvinder is shifting base 
to Singapore. "Health care is a very 
local and also a very sensitive sub- 
ject. I am moving there to be a part 
of the Parkway system. (Just) by 
travelling there often, I will not be 
able to understand how to build 
on existing capabilities," he says. 
That focus is so all-consuming that 
he and Shivinder quit their board 
positions at Religare and made 
Godhwani the Chairman—a very 
rare instance of a business family 
member stepping down from a 
board in corporate India. 
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The Godhwani Effect 


Though enormously interested in 
financial services, Malvinder's 
decision to delink himself from 
Religare changes little on the ground 
as Godhwani has been driving the 
business since 2001. Religare is 
pretty much into every vertical in 
the financial services space barring 
banking and foreign currency trad- 
ing. Unlike other home-grown 
financial sector aspirants, Religare 
has been quite aggressive in its retail 
presence. By the end of December, 
distribution covered 2,042 business 
locations spread across 546 cities 
all built up within nine years. To 
put that in context, Kotak Mahindra 
Bank has 1.647 branches across 
India including banking. broking 
and life insurance businesses after 
over two decades of operations. 
Kotak's financials are, however, far 
more robust. 

Most financial service players 
quickly realise that owning a bank is 
a crucial piece of the financial jigsaw 





SOME RECENT HIRES 


@ Nikhil Bahel, ex-Goldman Sachs, 
as MD of investment bank 
Religare Hichens Harrison. 


@ Anuj Gulati as CEO of Religare 
Health Insurance. Came 
from ICICI Lombard. 


@ Sutha Kandiah as Global Head of 
Equity Capital Markets, and Rob 
Flynn as CEO for Asia, respectively. 
Both from UBS. 


€ Koichi Kane, Takuya Koyama and 
Mitsuhiro Morita, brought in from 
KBC Financial Products, Japan, 
to kickstart Japanese operations. 


puzzle to ensure access to low-cost 
funds. Religare, too, has not hidden 
such ambitions and has been re- 
portedly interested in lenders in the 
past two years with names of tar- 
gets such as Catholic Syrian Bank 
doing the rounds. But Godhwani is 
sure that unless it is an irresistible op- 
portunity, it will remain just that— 
an opportunity. “The ideal for every 
financial institution is to become a 
bank, but it may not be the best 
goal. It has to be aligned with our 
larger vision,” he says. 

That vision translates into a 
strategy to keep the asset-heavy 
businesses in India and to grow fee- 
based ones overseas. The Religare 
investment banking business works 
out of London, where it acquired 
the oldest brokerage, Hichens 
Harrison, two years ago. In India, 
the company has a joint venture 
with Dutch insurer Aegon and me- 
dia house Bennett, Coleman & Co. 
Ltd for life insurance. In wealth 
management and private equity, 
it has taken foreign partners— 
Macquarie and Milestone. On the 
fund management side, after it ac- 
quired Lotus Mutual Fund during 
the distress days of October- 
November 2008, Religare added 
Northgate Capital to its portfolio 
in February this year. 

There is more in the offing as 
it has dedicated another $1 billion 
to acquire more asset management 
companies. The intention at the 
global level is to eventually have 
a fund of funds (a fund that invests 
in other funds rather than investing 
directly into equities, debt or other 
asset classes). This structure will 
involve a holding company, or 
holdco, which will house the indi- 
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vidual money managing businesses. 
And at some point, this holdco 
could be listed overseas. "We will 
manage $100 billion of assets and 
very soon. In not more than three 
vears," Godhwani says. 
Godhwani is low key but has 
cheerleader-like admirers. Munish 
Dayal, Partner, Barings Private 
Equity Partners, believes that the 
Religare Chairman and Singh broth- 
ers have it in them to grow a global 
institution out of India. "They have 
been able to build trust and trans- 
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nesses have spent nearly $1 billion 
in growth and expansion both in 
India and overseas in the last two 
years, but most of that amount has 
been raised by debt and the rest 
from shareholders, including the 
promoter family. Malvinder and 
Shivinder hold near equal stakes 
in all the group companies. Sunil 
Godhwani holds a minority stake, 
less than one per cent in Religare. 
Though the Singh family's personal 
wealth is not used directly by the 
companies, it can certainly aid fre- 
quent infusions to bolster the capi- 
tal ratios of the group companies. 


Heft of the Hoard 


Fortis received an injection of 


Rs 997 crore in August 2009, a 
large chunk from the promoters, 
whose holding rose from 68.45 per 
cent to 76.47 per cent after the rights 
issue. The company is again looking 
to raise more funds to fund the 
Parkway deal. Similarly, Religare 
Enterprises recently boosted its equity 
via a Rs 1,850-crore rights issue. 
The promoters' stake in the com- 
pany rose from 53.82 per cent to 





Sunil Godhwani, Group CEO and MD, Religare 


parency in a business in which it 
usually takes a generation to do so. 


Their ability to partner with some of 


the best names and their ability to 
attract top quality talent are key 
components when building a busi- 
ness," Dayal says. 

Wary competitors say they watch 
the group closely to see if it is up to 
market-disruptive strategies with the 
enormous cash at its disposal. 

Their salted savings could allow 
the Singh brothers to build an 
empire much bigger than their 
father's. The Singh brothers' busi- 
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57.14 per cent. 
The listed entities, however, are 
not the only ones within the fold 


that are using the funds. A clutch of 


other businesses in corporate char- 
ter services, pathology services, and 
software and technology services 
falls within Godhwani's terrain (see 
The Value at Singh Bros € Co.). 
Enhanced investments and re- 
structuring are on the anvil for some 
of them. Super Religare Labs and 
Religare Voyages. the more mature 
businesses, had public offers being 
readied sometime ago. Non-com- 


ncial institution is to 
may not be the best 


mittal about their listing (“We will 
list them at an appropriate time"), 
Malvinder predicts each of them 
will be a billion-dollar business 
sooner rather than later. 

He is acutely aware that his 
dreams of such a vast empire will 
need more than a few hands to 
build it. Confront him with the his- 
tory of Emperor Alexander — 
whose empire by conquest collapsed 
under its own weight before it could 
be consolidated when Alexander 
died— and Malvinder counters: “I 
will create many Alexanders, who 
will each take care of their empire." 
He points to the rapidly filling out 
senior tiers of group companies as 
evidence and the talent retained at 
acquired companies. 

In health care, both Wockhardt 
and Parkway management teams 
have been retained—the former's 
Chief Executive Vishal Bali still runs 
that operation (rebranded Fortis 
Hospitals) and Tan See Leng. 
Parkway's cEo-designate, took over 
as planned. At Religare, several peo- 
ple have been hired across the 
board— Nikhil Bahel from Goldman 
Sachs to head 
the investment 
banking oper- 
ations and 
Nick Holtby 
from UBS to 
head the global 
sales and trad- 
ing desk. (See Some Recent Hires.) 

Clearly, the Singh brothers and 
Godhwani are off to a good start. 
Financing is the least of the trio's 
worries, but what will test the 
mettle of the businessmen is how 
they consolidate their acquisitions 
and expand business in the years 
ahead. They will find themselves 
in the glare of attention from com- 
petition and the rest of India Inc. 
but what will keep them running 
hard will be their hunger to prove 
they can build businesses, not just 


sell them. 9 
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ZERO FOSSIL FUEL BY 2030 


The WWS 





ver a year ago former Us 

Vice President Al Gore 

threw down a gauntlet: 

to repower America with 

100 per cent carbon-free 

electricity within 10 
vears. As the two of us started to eval- 
uate the feasibility of such a change, 
we took on an even larger challenge: 
to determine how 100 per cent of the 
world's energy, for all purposes, could 
be supplied by wind, water and solar 
resources, bv as early as 2030. Our 
plan is presented here. 

Scientists have been building to 
this moment for at least a decade. 
Most recently, a 2009 Stanford 
University study ranked energy sys- 
tems according to their impacts on 
global warming, pollution, water sup- 
ply, land use, wildlife and other con- 
cerns. The very best options were 
wind, solar, geothermal, tidal and 
hydroelectric power—all of which 
are driven by wind, water or sunlight 
(referred to as wws). Nuclear power, 
coal with carbon capture, and ethanol 
were all poorer options, as were oil 


and natural gas. 
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Wind, water and solar (WWS) technologies 
can provide all of the world's energy by 2030, ; 
eliminating all fossil fuels. Yes, 100 per cent. 
Here's hOW. MARK Z. JACOBSON AND MARK A. DELUCCHI 















Is it feasible to trans- 
form the world's energy 
systems? Could it be ac- 
complished in two 
decades? The answers 
depend on the technolo- 
gies chosen, the avail- 
ability of critical materi- 
als, and economic and 
political factors. 


Only Clean 
Technologies 


Renewable energy comes 





from enticing sources: wind, 
which also produces waves; 
water, which includes hydro- 
electric, tidal and geothermal 
energy (water heated by hot un- 
derground rock); and sun, which 
includes photovoltaics and solar 
power plants that focus sunlight to 
heat a fluid that drives a turbine to 
generate electricity. Our plan includes 
only technologies that work or are 
close to working today on a large scale, 
rather than those that may exist 20 or 
30 vears from now. 


To ensure that our system re- 


THE TAKEAWAYS 


€ The maximum power € By 2030 the demand will € Up to 580 TW of solar and € To generate 11.5 TW of 
consumed at any moment rise to 16.9 TW. But if 85 TW of wind can Clean energy, 3.8 million 
worldwide is 12.5 trillion renewable energy is used, be harnessed from easily large wind turbines, 90,000 
watts (TW). the demand will only be available locations. solar plants, and geother- 
11.5 TW. mal, tidal and roof-top 
photovoltaic installations 
will be needed. 


mains clean, we consider only tech- 
nologies that have near-zero emis- 
sions of greenhouse gases and air pol- 
lutants over their entire life cycle, in- 


, v 


| cluding construction, operation and 
| decommissioning. For example, nu- 





















clear power results in up to 25 times 
more carbon emissions than wind 
energy, when reactor construction 
and uranium refining and transport 
are considered. 

WWS will supply electric power for 
heating and transportation. We have 
assumed that most fossil-fuel heat- 
ing can be replaced by electric sys- 
tems and that most fossil-fuel trans- 
portation can be replaced by battery 

and fuel-cell vehicles. Hydrogen, 
produced by using wws electricity 
to split water (electrolysis), would 
power fuel cells and be burned in 
airplanes and by industry. 


Plenty of Supply 
Today the maximum power 
consumed worldwide at any 
given moment is about 12.5 
trillion watts (terawatts, or 
rw), according to the us 
Energy Information Admin- 
istration. The agency projects 
that in 2030 the world will req- 
uire 16.9 Tw of power. If, how- 
ever, the planet were powered 
entirely by wws, with no fossil- 
fuel or biomass combustion, an in- 
triguing savings would occur. Global 
power demand would be only 11.5 
rw. That decline occurs because, in 
most cases, electrification is a more 

ellicient way to use energy. 

Detailed studies by us and others 


indicate that energy from the wind. 
ANAND SINHA 





worldwide, is about 1.700 Tw. Solar. 


alone, offers 6,500 rw. Of course. 
wind and sun out in the open seas, 
over high mountains and across pro 
tected regions would not be available. 
If we subtract these and low-wind ar 

eas not likely to be developed. we are 
still left with 40 to 85 rw for wind 
and 580 rw for solar, each far be- 
yond future human demand. Yet cur- 
rently we generate only 0.02 Tw of 
wind power and 0.008 tw of solar 


The Plan 


We have chosen a mix of technologies 
emphasising wind and solar. with 
about nine per cent of demand met by 
mature water-related methods 
Wind supplies 51 per cent of the 
demand, provided by 3.8 million large 
wind turbines (each rated at fiv« 
megawatts) worldwide. Although 
that quantity may sound enormous. 
it is interesting to note that the world 
> million cars and 
light trucks every vear. Another 40 
per cent of the power comes from pho- 


manufactures 7 


tovoltaics and concentrated solar 
plants, with about 30 per cent of the 
photovoltaic output from rooftop pan- 
els on homes and commercial build 
ings. About 89,000 photovoltaic and 
concentrated solar power plants, ay 
eraging 500 megawatts apiece, would 
be needed. Our mix also includes 900 
hydroelectric stations worldwide. 70 
per cent of which are already in place 
Only about 0.8 per cent of the 
wind base is installed todav. The 
worldwide footprint of the 3.8 million 
turbines would be less than 50 sq.km 
When the needed spacing between 
them is figured, they would occupy 
about one per cent of the earth's 


land. The non-rooftop photovoltaics 
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ZERO FOSSIL FUEL BY 2030 


For d 100% Clean Energy World and concentrated solar plants would occupy 


about 0.33 per cent of the planet's land. 
1. Renewable power available Overall construction cost for a wws system 
in easily accessible locations — might be on the order of $100 trillion worldwide, 
over 20 years, not including transmission. But 
this is not money handed out by governments 
or consumers. It is investment that is paid back 
through the sale of electricity and energy. 


Political Will 


Our analyses strongly suggest that the costs of 
wws will become competitive with traditional 
sources. In the interim, however, certain forms 
of wws power will be significantly more costly 
than fossil power. Some combination of wws 
subsidies and carbon taxes would thus be 
needed for a time. A feed-in tariff programme to 
cover the diflerence between generation cost and 
wholesale electricity prices is especially effective 
at scaling-up new technologies. 

A large-scale wind, water and solar en- 
ergy system can reliably supply the world's 
needs, significantly benefiting climate, air 
quality, water quality, ecology and energy se- 
curity. As we have shown, the obstacles are pri- 
marily political, not technical. A combination 
of feed-in tariffs plus incentives for providers to 
reduce costs, elimination of fossil subsidies 
and an intelligently expanded grid could be 
enough to ensure rapid deployment. 

A decade ago it was not clear that a global 
wws system would be technically or econom- 
MERI LU VENIS ically feasible. Having shown that it is, we 
IF CONVENTIONAL SUPPLY is IF RENEWABLE SUPPLY Y hope global leaders can figure out how to 

" n @ | make wws power politically feasible as well. 
16.9 TW ar 3 They can start by committing to meaningful 
a Mee (MORE EFFICIENT) climate and renewable energy goals now. © 








| 
Mark Z. Jacobson is professor of civil 
and environmental engineering at Stanford 


hg | ! A D c T è , . 

C ^'^ WATER | SOLAR University and Director of the Atmosphere/ 
n | Energy programme there. He develops com- 
1.1 TW 5.8 TW 4.6 TW puter models to study the effects of energy tech- 


(9% OF SUPPLY) (51% OF SUPPLY) (40% OF SUPPLY) i E. 
ue , nologies and their emissions on climate and 


air pollution. 
3 | 800 | 000 11,/00,000,000 Mark A. Delucchi is à research scientist at the 
Wind Turbines Roof p irem oltaic Institute of Transportation Studies at the University 
of California, Davis. He focusses on energy, envi- 


| 
490,000 | 
| 

H, 3 5 0 (20,0 0 0 49,00 0 ronmental and economic analyses of advanced, 
| 


Tidal Turbines 


Geothermal Plants Wave Converters Concentrated Solar - : . n 
Power Plants sustainable transportation fuels, vehicles and systems. 


40 000 Excerpted from “A Path to Sustainable 
Photovoltaic Power Energy by 2030” published in Scientific American 
Pants India, November 2009. www.sclam.co.in 
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Hydroelectric plants 
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83,000 Jobs Await You 


Education is offering an assortment of opportunities. 


all it the big job 
engine. The educa- 
tion sector, which 
remained largely unscathed 
in the meltdown, is cruising 
along, promising to generate 
strong job numbers. Educ- 
ation, training and consul- 
tancy will account for close 
to 83,000 new jobs in 2010- 
2011 alone, if a survey by 
Ma Foi Consultants is to be 
believed. The sector has an 
employee base of 97,15,000. 
The new-jobs number has been 
predicted mainly on the basis of home- 
grown institutes in segments such as 
schooling, higher education and voca- 
tional training. "We see a surge, espe- 
cially in the private sector education, 
including in vocational training, pro- 
lessional training, as well as growth in 
private schools,” says E. Balaji, Chief 
Executive, Ma Foi Consultants. A pol- 
icy push will encourage this growth. 
Growth numbers, too, show 
promise. According to brokerage 
research firm crsA's estimates, the 
private sector education market in 
India is expected to reach $64 billion 
in 2013 and $107 billion in 2018-its 
current size being over $40 billion. 
Little surprise then, that education 
business models at the level of private 
universities, engineering and business 
schools, and even in K-12 segments, 
are increasingly being run as com- 










Business 
development experts 
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Centre specialists 
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Subject matter experts 
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School administrators 






pany models. Hence, the sector is 
creating corporate roles. "About 20 
per cent of these 8 3,000 jobs could be 
corporate roles like school managers 


and administrators,” says Balaji. 
That's not all. These numbers do 


not take into account jobs generated 
across education solution companies 
like Educomp Solutions. If e-learning 
and ict jobs are included, the number 
will climb substantially, say recruiters. 

Education solution players echo 





this sentiment. M.S. 
Venkatesh, President-ne, 
Educomp Solutions Group, is 
anxious to attract the right 
talent for his company. He is 
looking for both volumes and 
specialist roles. “Effectively 
our manpower strength will 
go up 30 per cent in the next 
one year,” he says. The com- 
pany is hiring for business 
development areas like sales, 
and also looking to hire centre 
specialists and subject matter experts 
along with teachers for the schools 
division. The group has an employee 
strength of 13,400 at present. 

The sector is recruiting at all levels 
including chief executive roles. And 
since education is a nascent industry, 
the dearth of talent within this sector 
is forcing a lateral move at the leader- 
ship level from sectors like FMCG, 
pharma and hospitality, according to 
Ravi Bhatia, mp, Gilbert Tweed 
Associates, India. 

Business leaders such as Vivek 
Govil, President and cro, Pearson 
Education, are tapping other sectors 
to hire talent. “There is a talent short- 
age in education industry. At senior 
and functional head levels, transition 
from other industries is happening 
and will rise in the near future,” says 
Govil, who has recently hired his cro 
from the pharma sector. © 
SAUMYA BHATTACHARYA 
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To apply for above jobs logon to www.monster.com >> Type the Job ID in the "Search Jobs” box 


Jobs 1 oday 


Conseco Data Services (India) Pvt Ltd 
Architect/ Designer 
Location: Hyderabad 


|» JobID: 8142036 
CONSECO;: 


Description: Experience with version control 
systems (PVCS, Harvest, CVS), Oracle or with 
any other RDBMS such as MSSQL server 
and\or DB2. 


BrickRed Technologies 

Program Manager 

Location: Noida 

Job ID: 7495252 

Description: Experience in all the Project 
Management Activities. Knowledge of various 
software development methodologies 
(Iterative, agile etc). 


Yahoo Software Development India Pvt 
Ltd 

Infrastructure Engineering Manager 
Location: Bangalore 

Job ID: 8008176 

Description: Planning and building our pre- 
production lab in Bangalore. Responsible for 
implementing central quality initiatives locally. 


EMC Corporation 

Manager - Build and Release 

Location: Bangalore 

Job ID: 8109594 

Description: Programming/Debuggging 
skills in Java, Web Technologies, Webservices, 
XML etc. Knowledge of Linux administration. 
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Infotech Enterprises Limited 

Project Engineers 

Location: Hyderabad 

Job ID: 7723799 

Description: Develop software for pl: 
developing, and implementing EPC ( 
and interfaces with project-specifi 
information management systems. 


SIEMENS 

Chicf Manager - Plant Maintenance 
Location: Mumbai 

Job ID: 7439424 

Description: Expertise in maintenar 
Civil, Pneumatic, Hydraulic, F 
Mechanical, Instrumentation systems, 
Gensets and Utilities. 


Honeywell 

Operations Manager 

Location: Bangalore 

Job ID: 8200042 

Description: Manage Delivery fo 
Services through self service, contact 
and transaction process center in the ar 


HR application etc. 


Professional Access 

Project Manager 

Location: Bangalore 

Job ID: 8200372 

Description: 2+ yrs of project manag 
experience. Understanding of commen 
retail domain. Familiarity with CMMi. 


>> And click the "Go" bt 
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IT Jobs brought to you by monster.com 
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apply for i 


ibove jobs logon to wv 


Symantec Corporation 

Sr. Information / Information Develi yper 
Location: Pune 

Job ID: 8116455 

Description: 5-12 years experience of writing 
in a commercial software development 
environment. Excellent writing and technical 


skills. 


Tata Chemicals 

Technicians Operations 

Location: Pan India 

Job ID: 8009258 

Description: Granulator machine operations 
in fertilizer plants manufacturing DAP, SSP, 
NPK or other chemical granulation plants. 


Cognizant Technology Solutions India 
Private Limited 

]ava/ |2EE Architect 

Location: Pune 

Job ID: 8178780 

Description: Role: Designing Complex Web 
Based Applications. Designing Rich Internet 
applications (RIA). Knowledge of Spring, 
Hibernate. 


Aricent Technologies (Holdings) Limited 
OSS Lead - Mediation 

Location: Bangalore 

Job ID: 8117077 

Description: Engineers with 5+ yrs of exp in 
mediation platform & different network 
CDRs. Working exp in operating environments 
like Linux/Solaris ete. 
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Patni Computer Systems Ltd 

SAP ABAP professionals 

Location: Mumbai & Pune 

Job ID: 8037404 

Description: Thorough experience in ECC 
6.00 ALV, SMARFORMS, SAPSCRIPTS, 
BAPI, ALE-IDOCs, USerExits, 
Enhancements Framework in ECC 6.0. 


Advance Computer Services Ltd. 

Core Java Developer 

Location: Bangalore 

Job ID: 8183032 

Description: Aspirant must have expertise in 
good in Java JDK, Struts 20, IBATIS 2.3, 
Spring 2.5.6 and good communication skills. 


Firstsource Solutions Limited 

Process Leader 

Location: Jalandhar 

Job ID: 8200127 

Description: Leads a team of 12- 20 customer 
service associates and motivates them to 
achieve the team’ SLA. Consistently achieves 
all KPI's and SLA's, 


Defiance Tech Pvt Ltd 

Sap Functional and Technical Consultants 
Location: Chennai & Hyderabad 

Job ID: 8191066 

Description: Strong functional and technical 
consultants with experience in 
implementation, support and roll out projects. 








For the fastest, easiest and most 
economical way to get to the 
perfect resume, call us or email 
at sales@monsterindia.com. 
We'll get you 
the right candidate, 
no matter what. 


monster. com 


No matter what 
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CMS Info Systems Pvt Ltd 

Key Accounts Manager 

Location: Kolkata 

Job ID: 8159488 

Description: Professional with skills in and 
hands on exposure into sales and marketing, 
business development, profit centre 
management etc. 


Nous Infosystems Pvt. Ltd 

Sr. Business Manager 

Location: Bangalore 

Job ID: 5388663 

Description: 3+ years of hardcore software 
services sales in the US/UK/Europe market. 
Preferably be an engineer 


Infomedia 18 Limited 

Telesales Executive 

Location: Ahmedabad & Pune 

Job ID: 8113308 

Description: The ideal candidate should be 
self motivated, interactive, fluent in english. 
Generating appointments for the business 
development executive. 


ValueLabs 

AVP - Sales 

Location: Hyderabad 

Job ID: 7780505 

Description: Manages the sale of ValueLabs 
services with the sole focus of maximizing 
revenues in a timely, reliable and consistent 
basis. 
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Senior Sales Executive 

Location: Hyderabad 

Job ID: 8145313 

Description: 2-5 yrs experience in se! 


| software application. Experience ir 


HRM, ERP, selling any resume data | 
would be an added advantage. 


. Digient Technologies 


World Class Technology 


Business Development Executive 
Location: Chennai 

Job ID: 8192675 

Description: MBA graduate 
specialization in sales and marketing / | 
development with 0-1 yrs experience. 


Cisco Systems (India) Private Limit 
Account Manager Sales 

Location: Delhi & Mumbai 

Job ID: 8190435 

Description: Managing assigned key ac 
increasing account penetration, ct 
satisfaction and sales growth for lor 
results, 


Exemplarr Worldwide Ltd 
International Business Development 
Location: Chennai 

Job ID: 7728631 

Description: Market research for data 
(prospect/ lead generation). Estat 
contact with the prospects throug 
calling, etc. 
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Thomson Reuters 


Taxation - Manager 

Location: Hyderabad 

Job ID: 8173723 

Description: Executes the tax compliance 
processes timely and accurately in accordance 
with the production calendar. 


Syntel 

Fresher 

Location: Pune 

Job ID: 7756694 

Description: Graduate preferably in 
commerce or accounts; 0-1 year of relevant 
experience in investment banking/ brokerage/ 
custodian banking, 


ACS, Inc. 

Accounting Supervisor 

Location: Bangalore 

Job ID: 7809144 

Description: B.com/ M.com /MBA Fin 
/ICWA Inter /CA Inter; experience in general 
ledger recons/general accounting from the 
BPO industry. 


CLSA India Limited 

CLSA Development Squad 

Location: Mumbai 

Job ID: 8201755 

Description: Solid degree from a recognized 
University.2-3 yrs work exp. in any field. 
Confident communicators and presenters. 
Strong problem solving skills etc. 
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Patni Computer Systems Ltd 

Executive- Corporate Risk Management 
Location: Mumbai 

Job ID: 8172649 

Description: Experience into Information 
System Audit. Hands on working knowledge in 
systems preferably with well established 


organizations. 


Tesco India 

Assistant Manager-General Ledger 

Location: Bangalore 

Job ID: 4999071 

Description: Establish and manage a team of 
officers (led by Team Leads) as per agreed KPI 
and SLA. To review and allocate daily work to 
team members etc. 


Indiabulls 

AM / Mgr- Direct Taxation 

Location: Gurgaon 

Job ID: 8018431 

Description: Qualified chartered accountant 
with atleast 4 years of experience. He/She 
should specifically also have experience of 
direct taxation in particular. 


Temenos India Pvt Ltd 

Senior business/ Prinicipal business consultant 
Location: Chennai 

Job ID: 7765978 

Description: Understand and gather the 
accounting standards (like IFRS) requirements 
from banks of different regions etc. 























For the fastest, easiest and most 
economical way to get to the 
perfect resume, call us or email 
at sales@monsterindia.com. 
We'll get you 
the right candidate, 
no matter what. 


monster .com 


No matter what 


MONEY-FINANCIAL LITERACY 


m ` For ORBE) ERAT = ; bie 3 Y is Te i e TEL d EE a ES peti i Amit Tandon, 37 
"Eu guy. "i" i 32 7 315 Sos 2 d E Yo VIP Ped Head of Marketing, 
EE ae i ze ca 4 ye h e AE A DA. AGS Infotech, Mumbai 
| y. W < Iv Organised personal finance 
ar eee training for 400 service 
engineers and technicians from 
various centres at a workshop 
during the company's annual 
conference in 2009. 


Their average salaries were 
between Rs 5,000 and 
Rs 12,000 a month. 
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"The employees have to be 
happy in their 
personal lives to be 
productive during work" 










MAKING EMPLOYEES 


MONEY-WISE 


Increasingly, companies are seeing virtue in the financial 
well-being of their employees. And so they are giving them 
training in personal money management. nitva varanarasan 


RACHIT GOSWAMI/www.indiatodayimages.com 
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anesh Chella still 
remembers the formida- 
ble Kabuliwallas or 
Pathans from his days in 
Cadbury's as a person- 
nel officer in the '80s in Mumbai. 
These moneylenders would stand 
outside the factory gate on payday 
and grab the workers' money before 
it reached home. Indebtedness was 
rampant. There was a migrant work- 
force, a first generation of workers 
who, out of necessity or profligacy 
or both, often became indebted—a 
theme portrayed poignantly in so 
many Bollywood movies of the '60s, 
'70s and '80s. Chella and his ilk nei- 
ther had the brief nor did they do 
anything to mitigate the financial 
problems of workers then. 

Things are no better today. There 
continues to be a large mass of first- 
generation workers, especially in new 
economy sectors like Business Process 
Outsourcing and Information 
Technology. Then, the culture of 
spending ensures that a lot of 
employees always have much of the 
month left at the end of their money. 
And the reckless use of credit cards to 
meet everyday expenses completes 
the vicious circle of indebtedness. 

But there is one big difference. 
Unlike in the past, HR departments 
are now increasingly becoming alive 
to the financial problems of their 
employees and recognising the need 
for training them in personal finance 
management. Says Chella, now cro 
of Totus Consulting, a Chennai- 
based third-party HR consultancy 
boutique: "The problem of profli- 
gacy is very serious and the onus of 
counselling/teaching for sound fi- 
nancial management rests with the 
employer and not with the parents. 





The nuclear family has no control 
over its offspring." 

Thanks to proactive HR depart- 
ments of companies and marketing 
initiatives of finance consultancies 
like Bajaj Capital, Client Associates 
and Coimbatore-based Finerva 
Financial Solutions, among others, till 
date thousands of employees across 
companies have received training 
in financial literacy and become 
aware of their financial goals. Bajaj 
Capital has a client list of nearly 200 
companies and includes biggies like 
Indian Oil Corporation and Samsung 
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Rapt: TVS Rubber staff receive personal finance training 


India Electronics. Client Associates 
puts the number of such clients at 
eight but refuses to divulge any of 
the names for reasons of confiden- 
tiality. “Of late, the importance at- 
tached to financial literacy is in- 
creasing. Not only are our old clients 
calling us again and again, but newer 
ones are also taking a lot of interest in 
these programmes,” says Anil 
Chopra, Group ceo, Bajaj Capital. 

S. Velavan, Senior Design Engineer 
at Coimbatore-based Nimbeon Inter 


Technologies, who received such 
training, vouches for its efficacy: “I 
am quite happy here and don't want 
to jump jobs for the sake of a few thou- 
sand rupees. I know I have to plan 
well with my current salary and with 
my family growing. Such programmes 
really help.” Prathiba Thiagarajan, 
an employee who had been part of 
an earlier personal training pro- 
gramme at Cognizant and is currently 
located in Arkansas, us, recalls, "When 
my parents came to me for a personal 
loan to fulfil a long-term vision, | was 
glad to help—but I could not help 








thinking that they could have planned 
better. I also know that my child may 
not be as generous to me later—I 
have now set my financial goals." 

In fact, a recent study of the 
salaried classes in the country by 
Finerva Financial Solutions under- 
scores the lack of financial literacy 
across all sections of employees. The 
survey found, among other things, 
that even though 60 per cent of the 
managers rated themselves as having 
good financial management skills, half 


"We got so many e-mails of appreciation about the insight gained and asking for 
the ‘next’ level of financial education. We now plan to have intensive sessions 
from other financial experts for tax planning, retirement planning, etc." 


Amit Tandon, Head of Marketing, AGS Infotech, Mumbai 
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G. Akiladevi, 26 


Team Leader, 





Nimbeon Inter Technologies, 


Coimbatore 





STINT WITH COMPANY: 6 years 
CURRENT SALARY: Rs 4.5 lakh per 


panies and consul- 
tancies like Bajaj 
Capital that hold 
such programmes 





annum free of cost? “We do 
INVESTMENT STYLE BEFORE this as a marketing 
TRAINING: Spent 40% of salary and — initiative and em- 
kept the rest in a savings account. ployees come back 
AFTER TRAINING: Now knowshow tous for investment 
to set long-term and near-term in select products. 
goals, save effectively for 


Our income is by 
way of brokerages and 






commissions from those 
companies. We don't charge 
the retail customer anything." says 
Chopra of Bajaj Capital. Finerva re- 
stricts itself to pure training and charges 
a fee from the company. As for the 
companies, the rationale is best ex- 
plained by Amit Tandon, Head of 
Marketing, Acs Infotech, a Mumbai- 
based hardware and automated solu- 


"| have learnt to think about my future. | would like to set up a business after 
marriage. | also need to keep a cushion of investments to run the family till the 
business breaks even... and | have started financial planning for all this” 


G. Akiladevi, Team Leader, Nimbeon Inter Technologies, Coimbatore 


of those managers worried about man- 
aging their money and 90 per cent of 
them had not implemented their re- 
tirement plans! “The findings helped us 
know what we suspected—that de- 
spite the best intentions, managers did 





not invest the time to learn and manage 
their finances properly, and that many 
equated tax planning with financial 
management,” says Jawahar 
Karthikeyan, a Certified Financial 
Consultant and Director at Finerva. 
Based on the survey findings, 
Finerva now conducts “Train the 
Trainer” programmes and corporate 
training programmes on personal fi- 
nancial planning across companies 
and across all sections, It teaches the 
tools to create wealth—the basics of 
cash flow; balancing risks and 
return—and creating a surplus from 
one's budget to meet goals, whether 
the income is Rs 5,000 or Rs 50,000 
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per month. "Quite often people come 
to us saying they don't have spare 
cash—we help them identify the 
waste and reroute the 'saved' money 
for growth," Karthikeyan says. 

Increasingly, companies are ex- 
tending the training programmes to 
all their employees. "We are extend- 
ing the programme to all our workers 
and executives. But we'll know the re- 
sults only six months down the line,” 
says W.S. Satchidanandam, 
President, Tvs Rubber at Madurai. D. 
Rajkumar, Regional General Manager 
of The Hindu at Coimbatore, initially 
organised a financial training pro- 
gramme for the circulation depart- 
ment after hearing the team grumble 
about tax cuts, but is now extend- 
ing it to all the staff. “Many of them 
don't think beyond uc and bank fixed 
deposits," he says. 

But what's in it reallv for com- 


tions supplier, primarily of Arms, who 
organised a personal finance work- 
shop for his engineers (see opening 
page) last year: "The employees have to 
be happy in their personal lives to be 
productive during work,” he says. 

Indeed, the link between per- 
sonal financial wellness and job pro- 
ductivity is well-documented in a 
1996 study of American workers by 
Virginia Tech researchers E. Thomas 
Garman, Irene E. Leech and John E. 
Grable, which showed that there are 
substantial costs to employers due to 
the stresses associated with poor per- 
sonal financial behaviours of em- 
ployees. On the positive side, the study 
calculated corporate returns at three 
times the investment that went into 
the training. That should be enough 
incentive for other Indian companies 
to invest in the financial literacy of 
their employees. (9 
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PERSONAL TECHNOLOGY 





Office 
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Cid. 


Reloaded 


Use Microsoft Office at work or home? That's not a duh question. For if 
you do, here's the biggest overhaul of the productivity suite. kusHan MITRA 


xo | ~ SPARKLINES Excel 
d c —ÀÀ er 2010 makes it easier 
MOBILE You can now access Word, ————— — ' -— than ever before to 
PowerPoint, Excel and OneNote along visually see large 
with Outlook straight from your amounts of data and 
mobile with no loss of formatting if with "Sparklines", you 
you choose to make any changes to can visually represent 
your files on the mobile. data inside a single cell. 






^. PHOTO/VIDEO EDITING Inserting pictures and videos 
into PowerPoint was a time-consuming process. Office 
2010 makes the process a lot easier and also has the 
capability to turn slides into a seamless movie effect. 


icrosoft Office is inst- 
alled on hundreds of 
millions of comput- 
ers across the planet 
and has become so 
much a part of daily life that even 
“Office for Mac"—one of the few soft- 
ware suites Microsoft makes for 
Apple—is one of the top-selling ap- 
plications for Macs. The last over- 
haul of Office was in 2007 when the 
software came with the contextual 
“ribbon” instead of the traditional 
drop-down menu on Word, Excel 
and PowerPoint. Office 2010 now 
changes the nuts and bolts while 
maintaining the looks, with the “rib- 
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bon” interface also moving to other 
Office products such as Outlook and 
OneNote. Think of this more as 
adding a turbocharger to the engine 
of your car than anything else. 
What then are the really big 
changes that you need to know about? 


COLLABORATIVE AUTHORING, if you 
can call it that, today involves mail- 
ing the same attachment to several 
people and then somehow managing 
the near-impossible task of keeping 
track of revisions. Either that, or 
there is a linear process which in- 
volves several emails, clogging up 
the inbox and consuming time. The 


co-authoring process in the latest 
Office is a nifty tool—you can col- 
laborate with several other people at 
the same time, and you as the author 
can determine which paragraphs, 
work sheets or slides others can edit. 
Co-authoring is supported on Word, 
Excel, PowerPoint and OneNote. If 
you and another writer have a dif- 
ference of opinion, you could clear 
the air by opening a chat window 
right inside Word. 

BROADCASTING does not always 
mean television. Suppose your flight 
to a major office conference in 
London has been delayed indefi- 
nitely thanks to a volcano in Iceland 


: 
M esee "E "omm A "o 


with an unpronouncable name. 
What do you do? Well, you can now 
broadcast your PowerPoint pres- 
entation from inside PowerPoint, 
and you can invite anyone to view 
the presentation over the Internet. 
All you need is an Internet connec- 
tion (at least 256kbps) and a phone 
for a voice over. 

VIDEO TRIMMING AND PHOTO EDIT- 
ING, much like broadcasting, was 
always something you could do only 
by opening another application—if 
you had one. But now adding pho- 
tographs and video in PowerPoint, 
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Word and Outlook is easy. In 
PowerPoint you can not only edit 
and trim the video, you can add ef- 
fects and text to come in when you 
want them to. Again, not a really 
“radical” solution, but made very 
simple. In fact, the photo-editing 
tool is quite capable and makes re- 
moving backgrounds, cropping and 
adding basic effects fairly easy. The 
enhanced graphics ability almost 
allows you to make your presenta- 
tion into a movie. 

That graphics ability also flows 
into Excel, allowing you more in- 
teresting ways of visualising your 
data. It is even easier to share con- 


we = — — ~ , 


tent between different applications, 
and if you use the improved OneNote 
software bundled into even basic 
versions of Office, you can cross ref- 
erence data from not just different 
documents but also the Internet. 

WITH OFFICE WEB APPS, Microsoft 
has made some interesting moves 
when it comes to online commu- 
nities, perhaps taking a cue from 
the Xbox Live platform, an un- 
qualified success among gamers. 
In Office 2010, Microsoft is moving 
its popular productivity tools onto 
the "cloud" too. You could sign-up 





anyone with an email address. 


and work on Office on most modern 
browsers. In fact, you do not need to 
buy Office 2010 to use its Web ver- 
sion, only a broadband connection. 
This will also allow you to share 
your documents, presentations and 
spreadsheets on the Web with your 
friends via websites such as 
Facebook. Companies could also 
enable online sharing inside their 
network using SharePoint, which is 
more intuitive to use in the cur- 
rent avatar. 

The big plus for Office Web Apps 
is that there is no loss of formatting 
from the Pc to the Web versions. 
There is even more when it comes to 


*" BROADCAST in PowerPoint 
2010 you can "broadcast" your 
presentation over the Internet to 


the Web and in Office 2010, 
Microsoft has integrated Facebook 
and LinkedIn straight onto Outlook 
in this new release. 
OFFICE MOBILE shows that Microsoft 
has taken to heart the premise that 
the future of the Web is mobile; all of 
the major tools in Office 2010 
are mobile-compatible. This will 
initially work on all devices powered 
by Microsoft Windows Mobile 6.5 
and upcoming devices on Windows 
Phone 7 but Microsoft has tied up 
with Nokia which will make these 
tools also available on future Nokia 
smartphones running Symbian 
software. Like Office Web Apps, 
Microsoft promises that the 
mobile version will maintain all 
formatting. 

Microsoft has different 
versions of Office, the basic 
"Home and Student" 
edition with Word, 
Excel, PowerPoint 
and OneNote has a 
us retail price of 
$149 (Rs 6,700) 
and the 'Home and 
Business' edition 
which has Outlook 
will retail for $279 
(around Rs 12,500) 
but versions pre- 
installed will be up 
to 30 per cent 
cheaper. Microsoft claims that you 
will not need any major enhance- 
ments in computer processing power 
to run Office 2010. However, we 
suspect that with the enhanced 
graphical ability of Office 2010 (both 
on the Pc and the Web) and its multi- 
thread ability, it might not be a bad 
idea to get memory upgrades. 

Interested in a test drive? Microsoft, 
having learnt from the tremendous 
user feedback it received for Windows 
7, has also made the beta version of 
Office 2010 available online. You can 
download the beta version of Office 
2010 from www.microsoft.com/ 
office/ 2010/. © 
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BOOKS 


e can perhaps 
now hypothe- 
sise that over- 


confidence and greed 
played a large part in trig- 
gering the recent global 
financial crisis. One posi- 
tive fallout seems to be 





Beyond Dealmaking 
Five Steps to Negotiating 
Profitable Relationships 
AUTHOR: Melanie Biilings-Yun 
PUBLISHER: Jossey-Bass/ A 


Wiley Imprint the emergence of a sense 
PAGES: 279 of humility and recogni- 
PRICE: $29.95 (R$1447) — tion of the fact that the 

pursuit of immediate gain 


with no attention to the long-term conse- 
quences is a recipe for financial disaster. 

Just as businesses need sustainable com- 
petitive advantages to survive and grow, any 
partnership, merger, business arrangement 
needs a sustainable relationship to thrive. 

Beyond Dealmaking provides an interest- 
ing perspective on relationship-centered ne- 
gotiation as distinct from a transactional, 
deal-centered negotiation. 

According to the author, moving the focus 
away from the deal to a relationship shifts the 


goal posts and ensures that both parties can - 


work together in the future and prosper. In plain 
deal-making, the two parties simply leave eve- 
rything to the contractual agreement. A deal is 
merely a promise; a relationship ensures the 
desired outcome. 

The author points out that the need for 
fairness—which is hardwired into to our 
brains—is one of the cornerstones of nego- 
tiating a relationship. Fairness in the cur- 
rent context merely means being open, 
honest and reasonable; offering explana- 
tions, legitimacy and objective evidence; 
behaving in a way that is justifiable, and 
understanding your own value as well as 
the value that other parties bring to the 
table. It means considering the relationship 
over time, not just how much you can 
squeeze out of the immediate transaction. 
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But, in deal-centered negotiation, the quest 
for control takes the front seat and domi- 
nates the thinking of the negotiators. 

I liked the way the author has carica- 
tured “bears” in negotiations as those who 
press for unjustified discounts, one-sided 
concessions or undue favours. The author 
cautions that giving in without reason to 
bears creates larger demands and damages 
the relationship on both sides. The author 
provides useful perspective on how to handle 
these bears and avoid creating mistrust. 

The book introduces the concept of 
GRASP—-goals, routes, arguments, substitutes, 
persuasion—or the five steps to negotiating 
relationships successfully. Goals establish what 
you and they really want and why. Routes are 
sets of terms or trade-offs that will achieve all 
or some of your objectives while also satisfying 
the other party. Arguments are compelling 


nS reasons backed by: solid evidence. 


substitutes is insightful 






and brings ou: ^g 
the war (Walk Away Line). In any negotia- 





. tion, itis important to have a substitute or 
E back-up plan. The author provides good — 


insight on building and knowing your WAL 
and on how to reveal a substitute to the 
counter party. 

The author has tried to capture the spirit 
of a topic with concise but rather simple 
examples, While this underlines the easy- 
to-read flow of the narrative, I think he 
could have put in more relevant examples 
of negotiations. 

In this world where change is hitting us on 
a real-time basis in various forms, sustainable 
relationships will go a long way in achieving 
professional and personal happiness, Beyond 
Dealmaking arms you with the relevant tools to 
build these winning alliances. © 
The reviewer is Director (Mergers & Acquisi- 

tions), Ambit Corporate Finance Pvt Ltd. 


j good perspective on ` 





] Dealmaking for the Long Term 


The book explains how to negotiate for a relationship that is lasting, 
as opposed to negotiating just to strike a deal. viNoD WADHWANI 





mon Purpose: 
How Great Leaders 
Get Organizations 
to Achieve the 
Extraordinary 
By Joel Kurtzman 
Publisher: Jossey-Bass/ 
A Wiley imprint 
Pages: 212 
Price: $27.95 (Rs 1,350) 
So you are hugely 
Successful in 
business,atake-  . 
charge alpha male/ - 
female. But do people 


follow you because 


they are paid to do 
so? Or because you 
care about them? 





Winning Across 
Global Markets: 
How Nokia Creates 
Strategic Advantage 
in a Fast-Changing 
World 


By Dan Steinbock 
Publisher: John Wiley 
& Sons 


Pages: 291 

Price: $27.95 (Rs 1,350) 
How Nokia became 
a global powerhouse 
inthe mobile 
handsets and 
networking 
equipment market. 
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UNDAE 


WE MAKE IT OUR BUSINESS TO SAVE YOUR TIME AND HELP YOU ARRIVE FRESH 


Fly aboard the latest A330 aircraft, and enjoy daytime comfort in ergonomically designed spacious seats in Economy 
and sky beds in Business class. Adding to the comfort is a choice of Indian or Continental cuisine served by an 
indian crew between Delhi and Helsinki. Relax over a glass of wine from our award winning wine cellar and choose your 
kind of program on our state of the art entertainment system. En route, refresh yourself at the health spa at Helsinki 


airport, rated amongst the finest in the world. Best of all, discover that our friendly, all inclusive return fares really do 
make business sense. 


Visit www.finnair.com/in, call toll free 1800 102 1233 or contact your travel agent. 


Power alliance between oneworld partner airlines such as American Airlines, 
British Airways, Cathay Pacific, Japan Airlines, Quantas, Royal Jordanian & 


Finnair allows you to redeem air miles as you choose. FMTIFEIPKIPFRAF, 


* From Delhi 
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SMART EXECUTIVE 


How to Fly Smart 


Here's how to get the most out of your business travel. 


he return of the growth momentum 

means that executives will be hitting 

the road again, and, perhaps, more 

frequently than they have done in 
the recent past, thanks to the recession and 
slashed travel budgets of companies. The jet- 
setting ways of executives might be the envy of 
most people but, in reality, it can be exhausting 
and even disruptive. 

Two things are absolutely essential to get 
the most out of your business trips: Efficient time 
management and keeping stress to a mini- 
mum. And how you plan depends on the fre- 
quency of your travel, the class in which you 
travel—business or economy—and your hi- 
erarchy in the company. 

An executive flying a couple of times in a 
month need not be as particular about a lot of 
things as, say, someone who has to travel ten 
times a month. An infrequent traveller can 
take a lot of the routine hassles of flying in his 
stride, but not a frequent traveller for whom any 
kind of uncertainty during the trip can cause 
stress and take a toll of his productivity. 

If you are a frequent flier, make sure that 
you have access to the lounge: there you can 
prepare for the business meeting while waiting 
for a flight or even catch a snooze to recoup 
vour energies. You may also want to ensure 
that a pick up and drop is in place. It will save 
time and also spare you the anxiety that cabbies 
give to most people in new places—before an 
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important meeting you would not want to 
wonder whether the cabbie is taking the short- 
est route to your destination. 

How you travel—business or economy— 
will mean planning differently. If you are 
travelling economy class, the reporting time 
is a good two hours on most flights. So, there 
is ample time after the check-in procedures to 
prepare for your meeting. Also, when booking 
a ticket, vou could ask for an aisle seat near the 
emergency exit. This has enough legroom to 
allow you to stretch yourself and also work 
without having to peer into your laptop screen 
from six inches. 

The reporting time is much shorter if you 
travel business class. This means there is hardly 
any time to prepare yourself during the pre- 
takeoff period. But on the other hand, business 
class allows you greater privacy during the travel, 
which can be used to do some critical work. 

Also, if vou are a higher-placed executive 
in you company, you will most certainly be 
travelling business class and hence need to 
plan accordingly. 

Lastly, if you are a frequent traveller, a 
smart way to avoid any kind of disruption and 
the stress associated with it is to stick to the 
familiar: You will at least know what to ex- 
pect from the airline, hotel or the pick-up-and- 
drop facility. In addition, sticking to the same 
airline can also earn you benefits of being 
an elite passenger. 


FREQUENT 
FLIER DOs 


Be aware that 
frequent-flier 
benefits are 
overstated. 


Travel light to 
save time on 
collecting checked 


luggage. 
5 ume 
Z 
Take security 
clearance hassles 


in your stride. It's 
unavoidable. 


a 


Carry a neck 
support when 
flying long 
distances. 
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Business Today thanks all those who made the 
BT Best CFO Awards a stellar success. 


The Business Today Best CFO Awards presented by YES BANK were given 
by Shri Pranab Mukherjee, Hon'ble Finance Minister, Government of India. 
The event was a phenomenal success, and witnessed the presence of several 
high profile leaders from across the country. We thank you all for your support 
iocis ud and look forward to your active participation in the coming years. 
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BUSINESS TODAY HONDA PRO-AM OF CHAMPIONS GOLF EVENT 





Of Pars & High Rollers 


The winners of the 2010 Business Today-Honda Pro-Am of 
Champions lived it up at The Venetian Macao, as potent a 
symbol as any of Asia's economic emergence. 


he recession of 2008-09 
turned the global econ- 
omy's axis on its head. 
Investors took their money 
eastwards. 

Although it has been around for a 
while, in many ways The Venetian 
Macao-Resort-Hotel epitomises this 





shift. Located on the Cotai strip of 


Macao, The Venetian is Asia's an- 
swer to the bright lights of Vegas, 


Nevada. The Cotai. an area of 


reclaimed land between the islands 
of Taipa and Coloane, is a master- 
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planned development of resort casino 
properties. 

The Venetian Macao-Resort-Hotel 
and its new convention centre looks 
set to transform Macao into the con- 
tinent's preferred destination for meet- 
ings, conventions and exhibitions. It's 
the sheer size and scale of The 
Venetian Macao convention and ex- 
hibition centre— 1.2 million square 
leet of space—that sets it apart: with 
six adjacent halls and up to 108 con- 
currently available meeting rooms 
next to each other, The Venetian 








Winners on holiday (L-R): Nikhil Poddar (Director, 
Poddar Udyog Ltd.), H.B.S Gill (Commissioner, IT 
Dept), Sanjeev Vaz (MD, Vevaa Business Solutions), 
Anil Mehra (MD, India Today Group) at the celebratory 
round played at Macau Golf & Countrv Club 





Taking a swing: Mayur Kamdar (Director, Prasam 
Exports, second from R), receives his prize from (L-R) 
Gene Michael Capuano (Executive Director) and Faye 
Deloso (Director, Sales), both of The Venetian, Anil 
Mehra and Ashish Bagga (CEO, India Today Group) 





— 
54 


X 
f 


m mom ^. c^ 


hong fcrt 


--— 


boasts a capacity for some 50,000 
people and 5,000 exhibitions booths. 
Among the outdoor recreation 


facilities at The Venetian are a mini 
golf course, and a gondola ride in the 
outdoor lagoon. 

in April, The Venetian Macao 
hosted the winners of the Business 
Today-Honda Pro-Am of Champions 
(which was played over three legs in 
Bengaluru, Kolkata and Mumbai, with 
the Finals held in Delhi). All guests 
arrived to a grand reception at the 
3,000-suite, 10.5 million sq. feet mega 


resort featuring dazzling replicas of 
the famous architectural icons of 


Venice, Italy (her canals). 

The group went on a tour of the 
still-charming Macau city, taking in 
such sights as the A-Ma temple, St. 
Paul's cathedral and Senado square. 

After the welcome dinner on the 
first evening, a few headed off to try 
their luck at the casino tables (while 
the more serious golfers called it an 
early day to prepare for the big game 
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Bright lights: (clockwise from left) The Venetian Macao 


Misty greens: The participants putting on the practice greens 
Balancing act: Acrobats performing at the ZAIA show-the 
first permanent show in Asia 


A taste of Italy: The Gondola ride in Grand Canal Shoppe-the 
shopping complex in The Venetian at the 3rd floor 


of golf the next morning). The gaming 
floor measures a staggering 5, 50,000 
sq. ft., and includes approximately 
3,000 slot machines specially 
designed for the Asian market—and 
over 750 gaming tables featuring 
Baccarat, Money Wheel, Blackjack, 
Craps, Caribbean stud poker, Roulette, 
Fan-tan, Sic Bo, Three Card Poker, 
Three Card Baccarat, and Casino War. 

A cool (17 ° C) and misty morn- 
ing greeted the seven fourballs, in- 
cluding the st-Honda Pro-Am re- 
gional winners, as they teed off for the 
15% Anniversary celebration round 
at The Macau Golf and Country Club. 
Set amongst hills and valleys, the 
picturesque par-71 championship 
course at the Macau c&cc (it has 
beautiful vistas of Hac Sa beach and 
the South China Sea), with its narrow 
and undulating fairways, hosts the 
Macao Open, a regular date on the 
Asian Tour. 

It made for a hugely enjoyable, 
but also very competitive, round of 


golf, which was followed by cocktails 
and a lavish lunch at the clubhouse. 
The golf, played in two handicap cat- 
egories (0-17 and 18-24) and on a 
Stableford format (where 75 per cent 
of the amateur's original handicap is 
taken into account), saw V.V.S. Naidu 
(0-17) and Mayur Kamdar (18-24) 
take the honours in their respective 
categories; Sanjeev Vaz (0-17) and 
Ajay Dadwal (18-24) were the 
runners-up. 

While the golfers battled it out. 
the shoppers made their way to the 
one million sq. ft. of retail heaven 
The Grand Canal Shoppes—with its 
three canals, authentic Italian gon- 
dolas and singing gondoliers! 

The prize presentation took place 
at the glittering Gala dinner but not 
before the guests had enjoyed ZAIA 
the first permanent Cirque du Soleil 
show in Asia written and directed by 
Gilles Maheu. It was presented in a 
custom-built 1.800-seat theatre at 
The Venetian. 
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CHRISTINE GREYBE 


She's Got Talent 


She is in a race against time to expand in Asia-Pacific. After opening an office 
in Beijing in the first week of May, CHRISTINE GREYBE, 45, President, DHR 
International, a $ 100-million us-based executive search firm, can't wait to 
open a knowledge centre in India. "This will be pur’s first such centre and will 
support searches across the globe," says Greybe, who specialises in cherry- 
picking business leaders. The firm started its operations in India 18 months 
ago and has three offices in Delhi, Mumbai and Bangalore. What next? A race 
again—this time the Mumbai and Delhi half marathons. That should not be 
too difficult for Greybe. A competitive runner at Rhodes University, she has 
even run against former Olympian Zola Budd. 

SAUMYA BHATTACHARYA 
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CHIRAYU AMIN 


Clean-up Man 


If CHIRAYU AMIN's administrative 
skills needed any further certificate. 
it should come from the following. 
First, this low-profile Gujarati entre- 
preneur has remained the President 
of the Baroda Cricket Association 
for three decades, surviving several 
political regime changes at the state 
level. Second, when he took over 
as CMD of pharma giant Alembic in 
1983, the company had an annual 
turnover of less than Rs 100 crore. 
Today, the 103-year-old firm clocks 
over Rs 1,100 crore. These twin 
talents—sharp business acumen 
and political tact —will stand the 
63-year-old Amin in good stead 
as he prepares to clean up the mess 
that the Indian Premier League (IPL) 
finds itself in. Says the interim IPL 
Commissioner: "The immediate 
task for me is to clear the muck 
and take things forward." His 
agenda over the next few months: 
To stabilise the ship. make all 
future transactions within the IPL 
more transparent and put 
stringent procedures and 
systems in place. 

DHIMAN CHATTOPADHYAY 
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HP MOBILE SCANNER 


Now Scan on 
the Move 


This is surely one helpful 
gadget—a mobile scanner. 
the size of a normal school 
pencil box. Hewlett 
Packard's Scanjet Professional I 
1000 is likely to be launched in India in the sec- 

ond half of May. It weighs 660 grams and fits into a brief case. The 
scanner is powered by a USB port, so it can just draw in power from 
the laptop or any other computer. The scanner was unveiled in 
Beijing on April 20. It scans a one-sided document in 20 seconds 
and a double-sided one in 26 seconds. 

PRICE: Rs 10,499 





SUMAN LAYAK 





WIMBLEDON 


London Calling 


Though the past few summers in London have been termed 


"hot" (not by Indian standards), in May, June and July, the city is 


possibly the most happening in the world. From the world famous 


Chelsea Flower Show in late May to the Wimbledon Tennis 


Championships in June-July to "The Proms" that start in July. 
there is almost invariably something to do; there is even the 
London Rathayatra in June. If not, there is always the shopping 


on and around Oxford Street and some of the most innovative 
culinary experiences around anywhere in the world. 
KUSHAN MITRA 





VIJAY MALLYA 


From Good Times 
to Hyper Luxury 


Liquor tycoon VIJAY MALLYA, 54, 
is Set to erase all traces of the 
past from Bangalore's Vittal 
Mallya Road, a sleepy posh resi- 
dential area till just about a dec- 
ade ago. Two years ago, he put 
up the Silicon Valley's largest 
commercial property—the one- 
million square feet, four-tower 
UB City on a sprawling plot of 
13 acres. The project, developed 
in partnership with the Prestige 
Group, has evidently worked to 
Mallya's advantage. Now, he 
wants to extend that partnership 
to residential space as well. 
Mallya’s four-acre ancestral 
home behind the UB City towers 
will now make way for a 31- 
storey hyper luxury residential 
apartment block, the price of 
which might set new records in 
real estate markets. Says Uzma 
Irfan, Executive Director, The 
Prestige Group: “The project is 
in design Stage." The developers 
plan to sell the 75 luxury apart- 
ments by invitation and the 
billionaire co-developer will 
occupy the sprawling penthouse 
with a 360-degree view of 
Bangalore's lung spaces and 
landmarks. The project has been 
in the limelight for the last two 
years, but it is only now that it 
is taking a concrete shape. 
K.R. BALASUBI i 





LEADERSREAK 


Preetha Reddy 


Managing Director, 
Apollo Hospitals Enterprise 


My leadership ES 2. — 
L] Delegative_. 


M O Pa##ticipative 
from your | AO Authoritative 


^ - amm 
mobile. The leadership 


lesson] remember 

the best 

A corporate leader has to look 

beyond the finite univefSe 

of one's own business. The 

challenges of the nation belong 

just as much to business 

leaders as they do to 

administrators. 

The political leader 

hadmire the most 

Mañmohan Singh. With 
= economic liberalisation, he 

"T1120 B DT [ER to a global arena 

and introduced a mood of 

economic confidence in 

Indians. 


— 
P s business leader” 
Er. 


admire the most 
My father Prathap C. Reddy, 
a compassionate 
humanitarian, a visionary 
and a true karma yogi. 


A book/movie | 
would recommend 
on leadership 
Bhagawad Gita. 


ntroducing 
b igital TV Recorder 


What I think is the 
difference between 

a manager and 

a leader 

A manager manages a team, 
while a leader builds future 
leaders. 


l iL PAUSE 


LIVE TV 


EASY RECORD 
> SERIES RESUME 


RECORDING FUNCTION 


OUTPUT All good managers 
aren't good leaders 


Yes. 


Rs. 6990 includes 3 months subscription 
o Ultra Pack and free installation 
pecial exchange offer for existing 
ustomers: Rs.1000 cashback in your 
ligital TV account 


As told to Nitya Varadarajan 


BANDEEP SINGH/Www.indiatodayimages.com 


t 
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1860 500 6500 or visit 
vww.airtel.in/digitaltvrecorder 
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PRO 
ce 


ead the season in exemplary style. 
Address those important meetings in these perfectly cut suits. 


a wide range of stripes and self structured patterns, these suits have 


natural luster that gives you a suave look this summer. 


; EXCLUSIVE STORES: BENGALURU le Rood | * 41264 CALICUT: 4 HANDIGARH 
Pank Avenue eeu | DELH 
IRGAON " 4 | 154: HYDERABAD ‘ ; KOLKATA 
JMBAI d NA E 
PUNE 
Pork f 1 Me ig 





Soyan Menem lifestyle ji standard’s 





INTELLIGENCE SAYS, 


TRUST IS THE HARDEST 
—. TO EARN AND jd 
THE EASIEST TO LOSE. 
~~ MONEY COMES A 
DISTANT SECOND. 








TRUST INTELLIGENCE. 





